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‘Withers Are Unwrung’... 


Unilever's ‘57 Ads 
Totaled $232,400,000 


‘Risk Making Mistakes,’ 
Says Combine’s Head 
in Ist Annual Report 


Lonpon, May 1—Unilever, the 
world’s largest advertiser, spent 
$232,400,000 ( £83,000,000) on all 
forms of advertising throughout 
the world during 1957, Unilever’s 
chairman, Lord Heyworth, told 
the annual general meeting here 
last Thursday. 

This expenditure, he said, cov- 
ered hundreds of brands and a 
wide range of goods such as soaps, 
toilet preparations, margarines 
and other foodstuffs; it was 
spread over nearly 200 companies, 
and more than 100 countries, 50 of 
them countries where Unilever 
manufactures and markets and 
the rest territories where Uni- 
lever products are sold. 

North America alone accounted 
for nearly half the total, Lord 
Heyworth said. 

(In 1956, Lever Bros. Co., New 
York, subsidiary of Unilever, 
spent an estimated $60,100,000 on 
advertising, according to figures 
developed by ADVERTISING AGE. 
Figures now released by Lord 
Heyworth indicate that Unilever 


|companies spent more than $100,- | 
000,000 in 1957 in the U. S., Cana-| 


da and Mexico. However, these 
figures also include expenditures 
by Thomas J. Lipton Inc. and oth- 
er Unilever-owned enterprises in 


include Lever activities in the 
U. S.) 


= Noting that the amount spent 

on advertising was almost equal 

to the trading profit for 1957, 
(Continued on Page 168) 


Ludgin ‘Inattentive’ 
to Merger Offers; 


Aims at Comeback 


Cuicaco, May 1—Following the 
loss of some hefty accounts in the 
past few months and the resigna- 
tions of some key personnel in the 
past week, Earle Ludgin & Co. 
is battling to regain lost billings 
stature. In a year-long slide the 
agency has suffered the erosion 
of more than one-third of its bill- 
ings. 

Earle Ludgin, board chairman 
of the agency, told ADVERTISING 
AGE that several New York agen- 


(Continued on Page 8) 


‘Life’ Leads Magazines in Color 
Linage; SEP’ Second: MAB Study 


‘BH&G’ First on Per 
Cent Basis, Runs 72.6% 
of Linage in Color 


New York, May 1—What mag- 
azine runs the most color? What 
magazine runs the most four-col- 
or? What magazine runs the high- 
est proportion of color advertis- 
ing? 

These questions—for 1957—are 
answered in a new analysis of 
magazine color linage made by the 
Magazine Advertising Bureau of 
the Magazine Publishers Assn. 
from Publishers Information Bu- 
reau reports. It appears on Page 
50. 


= This information, available for 
the first time, shows that: 

1. The top ten magazines in col- 
or linage are Life (1,979,990 lines), 
The Saturday Evening Post (1,- 
416,358), Business Week (969,121), 
Look (785,910), Fortune (701,520), 
Time (677,880), Better Homes & 
Gardens (668,466), Newsweek 
(633,078), The New Yorker (625,- 
036), and Ladies’ Home Journal 
(587,554). 

2. The top ten in color pages 
were Life (2,911), Business Week 
(2,307), The Saturday Evening 
Post (2,082), Time (1,614), News- 
week (1,507), The New Yorker 
(1,456), U.S. News & World Re- 
port (1,249), Look (1,155), For- 
tune (1,110), and Better Homes 
& Gardens (1,057). 

3. The highest proportions of 
color to total linage were run by 


Better Homes & Gardens (72.6% 
color), Everywoman’s (72.4%) 
Reader’s Digest (71.3%), Ladies’ 
Home Journal (69.8%), McCall’s 
(69.5%), Life (69%), Look 
(65.4%), The Saturday Evening 
Post (63.1%), American Home 
(61.3%), and Family Circle 
(60.9%). 

Magazines which run. more than 
half their total linage in color in- 
clude: Good Housekeeping, 
(525%), Seventeen (50.2%), 
Woman’s Day (58.7%), Home 
Modernizing (57.5%), Living for 
Young Homemakers (51.6%), New 
Homes Guide (56.1%), Sunset 
Magazine (52.8%), True Story 


(Continued on Page 50) 


Sales Promotion Is 
‘National Necessity,’ 


Oechsle Tells SPEA 


New York, May 2—A major 
entry in the field of advertising 
and marketing associations took 
definite shape here this week as 
the Sales Promotion Executives 
Assn. held its first national con- 
vention. Top items on the agenda 
included election of national offi- 
cers and adoption of a constitu- 
tion. 

Carl F. Oechsle, Deputy Assist- 
ant Secretary of Commerce, told 
the group that “better sales pro- 
motion is a national necessity.” 

He pointed out that there is 
plenty of money around just wait- 


(Continued on Page 169) 


North America. AA’s figures only | 
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BY GOLLY!—The happy lad in the lid 

appears for Libby, McNeill & Lib- 

by in this color page in Life, June 

30, and in point of purchase mate- 

rials this summer. Batten, Barton, 

Durstine & Osborn, Chicago, is the 
agency. 


B&B Called Hottest 
Choice; Unnamed Chicago 


Dayton, May 2—The race for 
the $6,000,000 Frigidaire account 
was narrowed to four survivors to- 
day, with Benton & Bowles regard- 
ed as a heavy favorite. 

Frigidaire declined to name the 
finalists, but ADVERTISING AGE 
learned that besides B&B, Comp- 
ton Advertising, Tatham-Laird and 
“another Chicago agency” were 
still in the running. 

Other names still being men- 
tioned along Ad Row as possibili- 
ties are Campbell-Ewald, D’Arcy 
Advertising, Dancer-Fitzgerald- 
Sample, Fuller & Smith & Ross and 


TvB Analysis Has 


Kind Words for 


Other Media; Still Finds TV Best 


Study Says Image of 
TV Advertiser Is Bigger, 
Friendlier, More Modern 


For other news ‘and pictures of 
the NAB convention see Pages 2, 3, 
24, 156 and 165. 


Los ANGELES, May 1—Why do 
people buy an item that they learn 
about via newspapers, magazines, 
radio or television? 

This is one of the questions to 
which the Television Bureau of 
Advertising’ sought. the answer in 
a Motivation Analysis Inc. study. 


| To get an inkling of the reasons- 
| why behind the influence of adver- 
tising on purchases, the research 
company conducted personal inter- 
views with a cross-section of U.S. 
adults. 

Results of the study were re- 
vealed here as a part of the Bu- 
reau’s “E-Motion” presentation for 
the National Assn. of Broadcast- 
ers convention. 

The people, who had no idea of 
what medium was interested in 
getting the information, were asked 
to explain the reasons why they 
bought as a result of seeing (or 

(Continued on Page 168) 


Available Market 


venient coupons for requesting 


This is the 11th annual “Market Data Issue” of ADVERTISING 
AcE. Starting on Page 77 and continuing through Page 152 will 
be found a special section devoted entirely to market data. In it 
there is a description of more than 1,500 pieces of market data 
available from media, trade associations and other sources. Con- 


out this section. Check through this wealth of material, write 
down the numbers of items you want, and then use the handy 
coupons to request the data you would like to receive. 


Data Is Cataloged 


this data are scattered through- 


Last Minute News Flashes 
FC&B Gets Karagheusian on Fee Set 


New York, May 2—A. & M. Karagheusian Inc., maker of Gulistan 


carpets, has appointed Foote, Cone & Belding to handle its advertis- 
ing on a fee basis, effective June 1. Fuller & Smith & Ross has had the 
account for the past 11 years, handling it on a commission basis. A 
research program is planned, and the company hopes to “take a 
fresh new look” at its operations ... “to start over again.” Its budg- 
et will be up “substantially”; at F&S&R it was “never below $500,000.” 


Cuno Engineering Names Wilson, Haight 

MERIDEN, CONN., May 2—Cuno Engineering Corp., manufacturer of 
industrial filters, has appointed Wilson, Haight, Welch & Grover, 
Hartford, to handle its advertising. The previous agency was Hugh 
Graham & Associates. The company is now testing a swimming pool 
filter and a home water filter in Connecticut, with national distri- 
bution planned for the near future. 


Stephan Moves $1,000,000 Account to ChW 


Fr. LAUDERDALE, May 2—Stephan Distributing Co., maker of Stephan’s 
dandruff remover hair tonic, has named Cunningham & Walsh, effec- 
tive immediately. First year billings are expected to total $1,000,000, 
most of which is tabbed for spot tv. The account had been with J. J. 
Coppo Co., Baldwin, N. Y. 

(Additional News Flashes on Page 169) 


B&B,Tatham, Compton 
Are Frigidaire Finalists 


Grey Advertising Agency. 
Frigidaire had been expected to 
name an agency this week, but it 


| would say only that the choice 


Shop Also Still in Running: 


would be made “as soon as possi- 
ble.” 

During the race for the account 
there was much speculation that 
McCann-Erickson was strongly be- 
ing considered despite denials by 
both Frigidaire and McCann. 

McCann, though it now has 
Westinghouse, was rated a likely 
candidate because of extensive ex- 
perience in the appliance field, and 
because it became a member of the 
GM family last February, when it 
dumped Chrysler to take on Buick. 


s Frigidaire began its search for 
a new agency more than a month 
ago, after it had dismissed Kudner 
Agency (AA, March 31). Kudner 
lost the $2,000,000 GMC truck and 
coach account at the same time; it 
was awarded to McCann two weeks 
ago. 

Kudner, a longtime GM agency, 
picked up Frigidaire in August, 
1955, when Foote, Cone & Belding 
was given the pink slip. The late 
Albert D. Lasker had brought the 
account into Lord & Thomas, 
FC&B’s predecessor, in 1935. # 


Factor Tosses 
73-Item Quiz 


at 33 Agencies 


Agency Management Is 
Stressed to Contestants 
tor $4,000,000 Account 


Los ANGELES, May 1—A total 
of 33 agencies are vying for the 
$4,000,000 Max Factor account, 
Nelson Gross, director of U.S. ad- 
vertising, told ADVERTISING AGE to- 
day. 

All have been asked to fill out 
a five-page, 73-question question- 
naire. 40 agencies expressed in- 
terest in the account but some 
were disqualified because ‘they 
were ‘considered too small and 
others because of potential prod- 
uct conflicts, he said. 

Mr. Gross declined to discuss 
the import of specific questions, 
saying some agencies have asked 
for an extension of time to answer 
and publication of such informa- 
tion would not be fair to those 
who have already replied. 


= The questionnaire contains sev- 
en divisions: Management; crea- 
tive capacities; market research 
and marketing; media; merchan- 
dising; television, and _ services 
and billing. The greatest number 
of questions—24—relate to man- 
agement. 

A number of provocative ques- 
tions are listed, among which are: 
“Do you believe that investment 
spending over a _ considerable 
period of time in order to build 
the client is good business or poor 

(Continued on Page 169) 
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Sun Never Set on ‘Sunset’; 60 Years 
Old, It’s in Magazines’ Top Ranks 


Magazine Is Only Big | 
One to Succeed While 
Covering Single Area 


MENLO ParK, CAL., April 30— 
Sunset Magazine, unique West 
Coast regional publication, cele- 
brates its 60th birthday in May, 
with both advertising revenue and 
circulation at an alltime high. 

The magazine was created in 
San Francisco in May, 1898, as a 
publication of the Southern Pa- 
cific and was named after that 
railroad’s crack train, the Sunset 
Limited. Its original purpose was 
simply to attract people to the 
West, to sell tickets on the trains 
and to “colonize’’ the western re- 
gion. 

Early columns of the magazine 
featured the grandeurs of Yo- 
semite, the redwood trees and early 
California resort centers at Del 
Monte, Santa Cruz, Coronado and 
Santa Monica. 

Although the editorial content 
concerned the West, most of the 
circulation was in the East during 
its early years, and its advertis- 
ing was originally confined to the 
diversified interests of Southern 
Pacific. 

Within two years, however, out- 
side advertisers moved in, and 
soon the magazine was serving a 
long list of accounts, from B.V.D. 
to Cadillac. The publication be- 
came a leading magazine; it was 
a founder of the Audit Bureau of 
Circulations in 1914. 


s It was in that year that the 
railroad sold its interest in the) 
magazine to its editors, who con- | 
tinued Sunset as a slick publica- 
tion dealing with the “glories of 
the West.” 

Early contributors included such 
now-famed names as Frank Nor- 
ris, Kathleen Norris, Peter B. 
Kyne and Jack London. 

Without the backing of the SP, 
however, the magazine soon went 
into the financial doldrums, and 
in 1928 it was sold to the Lane 
Publishing Co. L. W. Lane re- 
vamped the magazine, making 
it a home service and travel pub- 
lication for western families only. 

Mr. Lane discarded the old for- 
mat and began to capitalize on 


Top Ben Franklin 
Award Goes to 
‘Popular Science’ 


Magazine Non-Fiction, 
Fiction Winners to Be 
Honored by MPA June 17 


Ursana, ILu., April 29—Win- | 
ners of eight Benjamin Franklin | 
Magazine Awards for distin-| 
guished writing, editing and pub-| 
lic service during 1957 were an-| 
nounced by the University of Illi- 
nois, which sponsors the annual 
awards. 

The gold medal for “most dis- 
tinguished and meritorious public 
service during the year” by an 
American magazine of general cir- | 
culation went to Popular Sci- 
ence Monthly for a series titled 
“Straight Talk to Parents.” 

John Bartlow Martin won the 
$1,000 award for “most distin- 
guished writing involving original 
reporting in which serious ob- 
stacles had to be overcome.” Cited 
were his five articles in The Sat- 
urday Evening Post, “The Deep 
South Says ‘Never.’” This was 
(Continued on Page 158) 


| editorial 


the special needs of families liv- 
ing in the West. He selected four 
fields—western homes, 


gardens, foods and travel—and 


has stuck firmly to these for 29) 


years. 
Sunset now admittedly stands 


j}alone as a_ successful consumer 


magazine devoted to a single re- 


gion, and for the past 5 years it has| 


consistently ranked among the 
top five monthly magazinés ‘in to- 
tal pages of advertising. + 


General Mills Finds 
R.O.P. Color Pays 
in Coupon Returns 


MINNEAPOLIS, April 29—General 
Mills has proved conclusively, it 
says, that the additional returns 
derived from run-of-paper color 
advertisements outweigh the extra 
costs of r.o.p. color. 

On March 20, General Mills ran 
a three-way split run page ad in 
the Washington Post & Times Her- 
ald for Gold Medal flour. One page 
was b&w, another was black and 
one color, and the other was black 
and three colors. 

The ads were identical in layout 
and all contained a keyed coupon. 
Consumers received 25¢ if they 


mailed the coupon and a symbol: 


from a 2-lb. bag of Gold Medal 
flour, and a 25% refund of the full 
cost of a larger bag (5 lbs.) of the 


| flour. 


# On the basis of the coupon re- 
demption, General Mills said that 
the full color ad produced 79% 
more in results than the b&w ad, 
with the full color ad costing 24% 
more than a b&w page. The black 
and one-color ad cost 11% more 
than a b&w ad but produced 28% 
more responses, General Mills 
said. 

Although readership studies have 
been conducted before on the im- 
pact of r.o.p. color ads as compared 
with b&w ads, this is believed to 
be the first time that results based 
on actual returns of multi-color 
ads as opposed to b&w have been 
made public. 

The idea for the test was con- 
ceived by J. H. Sawyer, vp of Saw- 
yer-Ferguson-Walker, Chicago, 
representative for the Washington 
newspaper, and a pioneer in the 
r.o.p. color field. # 


‘Nation’s Business’ Starched 

Nation’s Business is participat- 
ing in the Starch consumer maga- 
zine report program, and data on 
its audience, based on 25,604 per- 
sonal interviews, is now available 
in a supplementary report issued 
by Daniel Starch & Staff. The re- 
port may be obtained from Her- 
man C. Sturm, director of adver- 
tising, Nation’s Business, New 
York. 


ROBERT K. FARRAND has been named 

to the new position of marketing 

manager of The Saturday Evening 

Post. Formerly he was merchan- 

dising and promotion manager of 
the magazine. 


Only Bidder Under 
$50,000,000, Jamian 
Bills Under $5,000,000 


New York, May 1—When the 
Lincoln account was loose, an 
agency named Jamian Advertis- 
ing & Publicity sent the following 
telegram to Ford Motor Co.: 

“Are you going to plunge head- 
long from one so-called large 
agency affiliation into another? 
Even though you know what hap- 
pens when a campaign becomes 
enmeshed in the heavy machinery 
of large agencies? 

“Last year, both you and Buick 
were with such agencies, agencies 
you now wish to replace. You 
know, as we do, the pitfalls lurk- 
ing in that word ‘large. How 
many times does the physical side 
of ‘large’ hide the actual smallness 
of an agency’s creative scope? 


= “We both know the answer. 
We've both learned from experi- 
ence. Many of us at Jamian grew 
up in so-called large agencies. We 
fought their follow-the-leader 
game of creating from the other 
fellow’s idea, the piggy-back plan- 
ning of me-too marketing. 


Paper-Mate Plans 
$1,000,000 Drive 
for New Capri Pen 


Cuicaco, May 1—An eight-week 
introductory push, which will cost 
“in excess of $1,000,000,” has been 
scheduled by Paper-Mate Co., 
subsidiary of Gillette Co., for its 
new Capri Mark III pen. May 15 
is the starting date for the cam- 
paign—the most extensive single 
program ever scheduled by a pen 
manufacturer, Paper-Mate says. 

Network television will get the 
major share of the introductory 
dollar with commercials planned 
for the new pen on the Groucho 
Marx, Arthur Godfrey and Art 
Linkletter shows, “Your Hit Pa- 
rade” and ‘Wingo.” In addition, 
the pen will be featured on the 
“Gillette Cavalcade of Sports” 
programs, which include the reg- 
ular Friday night fights on tv 
and radio. Newspaper pages are 
scheduled for 60 markets, and tv 
spots will also be used. 

Paper-Mate bills its pen as one 
that “positively won’t skip” and 
says that it will write on all types 
of paper and on other surfaces in- 
cluding glass, cellophane, plastics 
and glossy photos. The secret, says 
Paper-Mate, is a “detergent ac- 
tion” ink formula. The pen retails 
for $2.49. 

Foote, Cone & Belding, Chicago, 


is the agency. # 


MIGHT HAVE BEEN—Here’s how Jamian Advertising, New York, a small 
agency, would have handled Lincoln automobiles—if it had won the 
account. Theme was to have been “Your Home Away from Home.” 


Jamian Upholds Honor of Small 
Shops; Bids for Lincoln Account 


“In contrast, we are a small, 
closely coordinated group of crea- 
tive, marketing and publicity peo- 
ple, thankful for our escape from 
the stuffy steam bath of large- 

(Continued on Page 20) 


“Wrong Time, People’... 


NAB's Ban on 
Show Suppliers 
May Not Stick 


Ousted Program Folk 
Supply Entertainment, 
Ponder Their Next Step 


Los ANGELEs, April 30—Mem- 
bers of the National Assn. of 
Broadcasters, who recently rati- 
fied a mail ballot to bar program 
suppliers from their annual con- 


NAB Meeting 


vention in the future, took advant- 
age of the opportunity this week 
to troop from one program exhibit 
to another, sampling the wares 
(and sometimes ogling the pretty 
hostesses), downing the refresh- 
ments and snapping up the sou- 
venirs. 

The broadcasters voted by a 30- 
to-1 margin last week to put pro- 
gram organizations, which are 
associate members of NAB, out of 
the annual convention. They said 

(Continued on Page 24) 


AT LAST! A PEN THAT 
POSITIVELY WONT SKIP 


CAPRI MARK III 


GUARANTEED NOT TO SKIP ON ANY SURFACEI 


; Whot's th Bore Poper Mate's new 
pETERGENT A CTION m 
. ~—— 
al its own’ path through grease spots, 
isetbens fingerprints on paper 


STORE NAME 


GUARANTEED—This is one of the co- 

op newspaper ads which will pro- 

mote Paper-Mate Co.’s new Capri 
Mark III. 


Advertising Age, May 5, 1958 


'ISIMs Come and Go, 
NIAA Will Endure, 


1 McFee Predicts 


MippLeTtown, O., April 30— 
|There is a place—somewhere—for 
an International Society for In- 
| dustrial Marketing, but it isn’t the 
place now occupied by the National 
Industrial Advertisers Assn., an 
influential voice in NIAA has as- 
serted. 

In a letter to R. C. Sickler, NIAA 
chairman, W. E. McFee of Armco 
Steel Corp., Middletown, O., a 
| long-time member and past presi- 
|dent and director of the associa- 
|tion, said that “NIAA, with all its 
short-comings, is a proved and 
durable entity and I confidently 
predict it will remain so after the 
St. Louis conference.” 


= Mr. McFee called ventures like 
ISIM “old stuff... During my 
service to NIAA as director, vp, 
president and again as director, 
similar plans and proposals turned 
up almost yearly and were voted 
down emphatically.” 

“The members believed then, as 
I think they do now,” he said, “that 
there is a justifiable place and as- 
sociation for industrial advertising 
men.” He said he believed industri- 
al admen rate more than just a 
segment within a larger group con- 
glomerating many other interests, 
closely related though they be. 

If the ISIM proponents are set 
on their desires, Mr. McFee sug- 
gested, “let them organize such a 
society, even at the cost of seces- 
sion [from NIAA]. NIAA has sur- 
vived secessions before . .. and 
will again. 

“Or,” he added, “let them join 
with the American Marketing 
Assn.” # 


KTTV to Telecast 
Eight Dodgers Games 


as ‘Public Service’ 


Los ANGELES, April 30—The Los 
Angeles Dodgers, until now ada- 
mantly opposed to telecasting any 
of its games in Los Angeles, has 
given KTTV rights to telecast all 
remaining 8 games to be played 
with the Giants in San Francisco. 

Walter O’Malley, president of 
the Dodgers, said he was acceding 
to thousands of letters from shut- 
ins and others. 

While not stated officially, the 
action was probably taken to 
counter some of the unfavorable 
relations created by the telecast 
blackout. Bad public relations 
might cause an adverse vote in the 
June referendum to okay the 
transfer of city property where the 
Dodgers plan to build a stadium 
in exchange for Wrigley Field, 
owned by the Dodgers. 

In the telecast agreement both 
the Dodgers and KTTV called the 
telecasts a public service and are 
waiving rights to make a profit. 
The sponsors on the telecast will 
be the same as for the Dodger radio 
broadcast (Eastside Brewery and 
American Tobacco Co.). They will 
pay telecast costs only; there will 
be no time charges. + 


Amstel Beer Campaign Set 
Amstel American Corp., New 
York, U. S. importer of Amstel 
Holland beer, has launched a 
spring and summer campaign in 
Sunday newspaper supplements 
in New York, Chicago, Los An- 
geles and San Francisco. Maga- 
zines will also be used. Hilton & 
Riggio, New York, is the agency. 


Standish Joins Miller 

Amos W. Standish, formerly 
Chicago area sales representative 
for Building Supply News, has 
joined Miller Publishing Co. as 
Chicago sales representative for 
Croplife and Farm Store Merchan- 
dising. 
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ABP Jesse Neal 
Awards Honor 17 
Business Papers 


‘National Petroleum 
News,’ ‘House & Home’ 
Are Double Winners 


New York, May 1—A group of 
business paper editors were hon- 
ored here today as recipients of 
the fourth annual Jesse H. Neal 
editorial achievement awards at a 
meeting sponsored by Associated 
Business Publications, the New 
York Dotted Line Club and the 
National Circulation Roundtable. 

Prof. Floyd Arpan, of the Medill 
school of journalism, Northwest- 
ern University, chairman of the 
board of judges, presented plaques 
to the winners. The annual com- 
petition is sponsored by Asso- 
ciated Business Publications, of 
which Mr. Neal, who died last Oc- 
tober at the age of 83, was one of 
the organizers and first executive 
secretary. 

Awards were given in three 
classes each, under two catego- 
ries: 


Category A—Merchandising pub- 
lications: 


Class 1—To an editor for an 
editorial type of program (best 
two or three editorials or editori- 
als in article form) expressing 
publication’s policy and contribut- 
ing significantly to the field or 
industry served. 


e ist award to John T. Bethell, 
news editor, National Petroleum 
News. Merit award to Julien El- 
fenbein, editor, Housewares Re- 
view. 


Class 2—To two or more editors 
collaborating on the best account 
of a development (news report- 
ing and/or articles) of major sig- 
nificance to the field or industry 
served. 


e ist award to J. F. Koellisch, 
editor, and Don O. Carlson, execu- 
tive editor, Wood & Wood Prod- 
ucts. Merit award to Edward H. 
DeHart, managing editor, John T. 
Bethell, news editor, and Holger 
(Continued on Page 167) 


“The aim [of news coverage] is to cover in depth... 
to beat the newspapers—to leave them with yesterday’s news.” 


and always 


‘If the Recession Holds We May Do Better’... 


Radio Volume Will Rise 50%, Exceed 


$1 Billion by 1965, 


Says Sweeney 


Radio’s brave new world now and in the near future was 
painted in bold strokes by Kevin B. Sweeney, president of the 
Radio Advertising Bureau, in the following interview with 
ADVERTISING AGE. In the foreground of the picture are RAB’s 
“barrage squads,” traveling the country to call on advertisers 
with radio’s sales message. This is the fowrt: of a series cover- 


ing media promotion groups. 


New York, April 30—By 1965 
radio will account for a little more 
than $1 billion in advertising vol- 
ume, up about 50% from the $700,- 
000,000 it expects to do in 1958. 

At the moment, volume is split 
about 60-40 in favor of local ad- 
vertising. While industry effort is 
still slightly heavier on the nation- 
al advertising side than on local 
promotion, the local retailer is still 
the great potential market for the 
medium. 


= The 50% gain in the next eight 
years is predicated on a fairly 
stable economy—‘“if the recession 
holds out we may do even better.” 

These are some of the views of 
Kevin B. Sweeney, president of 
the Radio Advertising Bureau, and 
one of the men entitled to take a 
bow for the Lazarus act through 
which radio has been put in the 


Decade-Old ‘Scientific American’ 
Sells ‘Gone Highbrow’ Readership 


Piel Management ‘Went 
to the Well’ 4 Times 
Before Finding Black Ink 


New York, April 30—Subscrib- 
ers—some 170,000 of them—were 
receiving in the mail this week the 
tenth anniversary issue of the Piel- 
Miller-Flanagan Scientific Amer- 
ican. 

The triumvirate of Gerard Piel, 
Donald H. Miller Jr. and Dennis 
Flanagan launched what tiey 
called “a new magazine of the 
sciences” in May, 1948. It has 
turned out to be one of the few 
successful new publishing ven- 
tures of the postwar period. 

The “new magazine” appeared 


Additional Copies, $1. 


This annual market data issue 
of ADVERTISING AGE is valuable as 
a permanent reference, so AA 
suggests that each reader file his 
copy where it won’t go astray. 
Meanwhile, as long as the supply 
lasts we will gladly fill all re- 
quests for additional copies. The 
price is $1 a copy. 


under an old banner. Scientific 
American is one of the oldest 
names in American magazine 
history, having been , published 
continuously since 1845. 


= Messrs. Piel, Miller and Flana- 
gan developed the idea for a new 
type of science publication before 
they knew Scientific American 
was for sale. They formed a part- 
nership in 1946, and the following 
year they issued a prospectus for 
a new magazine to be called The 
Sciences. 

This prospectus, which outlined 
an editorial program that would 
cover “all of science for all who 
are interested in science,” formed 
the basis for the transformation 
of Scientific American after it 
was bought in late 1947 with 
money supplied principally by 
another (better-heeled) triumvi- 
rate: Lessing J. Rosenwald, John 
Hay Whitney end Fraser W. 
McCann. . 

The new management and its 
sponsors envisioned a magazine 
that would fill the gap between 
the technical publications, “where 
the scientists talk to themselves,” 
and the popular magazines, where 

(Continued on Page 6) 


last five years. He came to RAB in 
the fall of 1951. 


s Part of the secret of the revival 
of radio is its formidable assault 
on the local retailers. “Local ad- 
vertising has quadrupled in the 
last 12 years,” Mr. Sweeney says. 
“Just think—it was less than $100,- 
000,000 at the end of the war.” 
Most of that growth has come 
“without cutting into newspapers,” 
but if the recession goes on Mr. 
Sweeney thinks radio will prosper 
at newspaper expense. While the 
(Continued on Page 167) 


Continental Casualty 
Ads Test Over-65 


Hospital Insurance 


WATERLOO, IA., April 30—Con- 
tinental Casualty Co., Chicago, has 
begun a four-week ad campaign 
in the Waterloo Courier for its 
new hospital insurance plan for 
people 65 and over. The drive be- 
gan with a b&w page in the Cour- 
ier April 20. 

The plan is said to be unique 
among insurance companies. It 
was initially offered for a short 
time last fall through ads in the 
Des Moines Register. Continental 
said it has no plans at present to 
offer the policy in other states or 
on a national basis. 

The “65-Plus” policy is based 

(Continued on Page 170) 


NAB Hits 7 


Stations 


as TV Code Violators 


Whole TV Field Hurt 
By Small Minority, 
Marion Harper Says 


Los ANGELES, May 1—The Na- 
tional Assn. of Broadcasters has 
taken the unprecedented step of 
initiating suspension proceedings 
against seven tv stations charged 
with violating the industry-backed 
code. 

Announcement of the code re- 
view board’s crackdown on of- 
fenders came during the NAB’s 


Price FM Higher to 
Build Commissions, 
Agency Man Urges 


Los ANGELEs, April 29—Fm 
broadcasters were told here that 
advertising agencies might be more 
interested in their medium if the 
price were higher. 

Representing the agency point of 
view on a 10-man panel which 
discussed the problems of fm 
broadcasters, John Ross, of Ross- 
Reisman Co., Los Angeles, told the 


NAB Meeting 


convention of the National Assn. of 
Broadcasters agencies always are 
interested in any advertising medi- 
um which will do a good job for 
their clients. 

“But we also want to make some 
money, and we would rather make 
a lot than a little. 

“IT know you can’t take it with 
you,” he quipped, “but I want more 
of it while I am here. And I am 
always mindful of the fact that 
15% of $1,000,000 is more than 15% 
of $1,000.” 

Panel members noted that there 
has been a recent upsurge in the 
number of fm applications reach- 
ing the Federal Communications 
Commission—for the first time 
since the fm boom of pre-tv days. 
There also were reports of large 
quantities of German, British and 
Japanese fm receivers coming into 
the U. S. market in the absence of 
high level production by domestic 
manufacturers. 


= Mr. Ross told the audience that 
if they bring the fm story to the 
agencies forcefully, advertising 
men will buy it. But he cautioned 
against assuming the fm audience 
is a high-income audience simply 
because it is a more discerning au- 
dience. It is a different segment of 
the audience, which requires sepa- 
rate treatment, he suggested, but it 
isn’t necessarily a “better” audi- 
ence from the advertiser’s point of 
view. # ; 


TASTY—“From the old world” is the theme of a new campaign by 

Peter Hand Brewery Co. for its Reserve beer. The print campaign, 

which is scheduled only in the Chicago Tribune Sunday Magazine, 

starts with this color ad May 11. Batten, Barton, Durstine & Osborn, 
Chicago, is the agency. 


, 36th annual convention here this 
| week. The board’s action was re- 
vealed in a session following a 
speech by Marion Harper Jr., pres- 
ident of McCann-Erickson, who ad- 
vised telecasters to correct the 


NAB Meeting 


abuses of a minority of stations 
which tend to depreciate the entire 
medium. 

William B. Quarton, WMT-TV, 
Cedar Rapids, Ia., chairman of the 
tv code review board, said the sta- 
tions against which the proceed- 
ings have been started have been 
involved in such violations as mul- 
tiple spotting, exceeding the allot- 
ed amount of commercial time, 
accepting personal product adver- 
tising not considered suitable for 
video and scheduling program- 
length commercials. 

He would not identify the of- 
fending subscribers, who will be 
notified next week. Each station 
will get a letter of intent from the 
board; these letters will detail the 
specific violations uncovered by 
the monitoring reports. These let- 
ters, as required under the code 
enforcement setup, will give the 
offenders 20 days’ warning before 
the actual start of the suspension 
proceedings. 


= Their cases will be reviewed 
again at the next code board meet- 
ing, which will probably be held 
some time in June. The board has 
only one punitive power to use 
against violators; it can strip them 
of their code seal. 

In the past the board has moved 
to bring violators into line with- 
out publicity; approximately six 
stations have been asked to resign 
as subscribers since the code was 
put into effect six years ago. They 
all quietly left and none has since 
been reinstated. 

In the case of the seven operators 
who are currently on the carpet, 
Mr. Quarton made it quite clear 

(Continued on Page 24) 


‘Today's Health’ 
Revamps Format, 
Seeks More Ads 


Cuicaco, April 29—A revamped 
Today’s Health makes its debut 
with the May issue. Changes in- 
clude a new logo, cover blurbs, 
new features and a format de- 
signed for popular appeal. 

The new look is designed to ex- 
pand the magazine’s circulation 
from its traditional role as a fix- 
ture in the doctor’s waiting room, 
William W. Hetherington, manag- 
ing publisher, told ADVERTISING 
AGE. 

To help drive home the point 
that Today’s Health is a consumer 
magazine and not written for the 
medical profession, the editors in- 
clude in the new logo: “Published 
by the American Medical Assn.— 
for the American family. 

“We're taking a positive, rather 
than a negative, view on the sub- 
ject of health,” Mr. Hetherington 
said. “It’s a broad subject the way 
we treat it, even including such 
topics as leisure.” One article in 
the May issue discusses vacation 
areas. 


® The magazine has expanded its 
space sales staffs in Chicago and 
New York and has begun a direct 
mail and personal contact cam- 
(Continued on Page 156) 
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Foote, Cone Shifts 
Simpson to N.Y. as 
Broadcasting Chief 


CHICAGO, May 1—Foote, Cone & | staff, previously was Mr. Simpson’s 
Belding today announced a major associate director of broadcasting. 
consolidation in the agency’s In discussing the new alignment 
broadcasting operation. of responsibilities, Mr. Taylor said, 

John B. Simpson, vp and director “New York is the center of tele- 
of broadcasting in the agency’s| Vision. With increasing percentages 
Chicago office, of our clients’ budgets being allo- 
will occupy the cated to tv, we are massing our 
newly - created broadcast strength where it will be 


Cashman, vp, continues in charge 
of the West Coast offices, with 
headquarters in the Hollywood 
broadcast service office. 

Homer Heck, who succeeds Mr. 


national director |most effective.” # 
post of vp and 
of broadcasting, AWRT Elects Badenoch 


with headquar- J 
ters in New York. | 


Nena Badenoch, director of ra- 
dio-tv for the National Society for 


He assumes. re- Crippled Children & Adults, Chi- 
sponsibility for cago, has been elected president of 
broadcasting ac- American Women in Radio & Tele-| 


tivities of all 
FC&B offices. 


|vision. Other new officers are} 
Esther Van Wagoner Tufty, NBC 

Roger Pryor, vp commentator and owner of Tufty 
in charge of broadcasting, New News Service, Washington, eastern 
York, will function as broadcast vp; Dee Sweet, WISH, Indianapo- 
production chief for all offices. Ed | lis, central vp; Josey Barnes, direc- 


John B. Simpson 


Simpson as head of the Chicago) 


tor of women’s activities, KTVT, 
Salt Lake City, western vp; Mar- 


garet McDonald, director of pub- | 


licity and promotion, WBAP, 


WBAP-TYV, Fort Worth, southeast-| 


ern vp, and Louise Morris, sales 
manager, WGBA, Coiumbus, Ga., 
southern vp. Martha Rupprecht, 
manager of network program dis- 
tribution of CBS, New York, was 
elected secretary-treasurer. 


Accountants Study Bishop 
Accountants for William Zecken- 

dorf, chairman of Webb & Knapp, 

and C&C Television Corp., in which 


| Mr. Zeckendorf has a major inter- 
/est along with Matthew M. Fox, 


are studying the affairs of Hazel 
Bishop Inc., New York, of which 
chairman and president Raymond 
Spector owns 62%. Asked about 
sale negotiations, Mr. Fox said, 
“I'd rather not comment at this 
time,” adding that it would be pre- 
mature to do so at present. Nego- 
tiations for a possible sale were 
broken off recently between Bish- 
op and Chesebrough-Pond’s. 
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POWERING... 


: Head, shoulders and sales above the com- 
petitive area, the Colgate-Palmolive Co. 
12-foot “Tower Of Profit” was...” one of 
the most successfu! displays we've used!” 


| 
You, too, can be Twelve Feet Tall. Just 
call The Man From Gibraltar. 


CORRUGATED PAPER COMPANY, INC. 


! 350 Warren St., Jersey City 2,N.J. 737 N. Michigan Ave., Chicago 11, Ill. 
NEW JERSEY: HENDERSON 2-4462 CHICAGO: MICHIGAN 2-1602 
NEW YORK: DIGBY 4-0580 
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Advertising Age, May 5, 1958 


Highlights of This Week's Issue 


Television Bureau of Advertising unveils 
motivation study of how ads make peo- 
ple buy; comes up with answers that 
are favorable to all media—especially 
tv 


Earle Ludgin & Co. is battling to regain 
billings stature after year-long slide in 
which it lost one-third of its billings, 
some key personnel 


Unilever publishes its first annual report, 
reveals it spent $232,400,000 on all forms 
of advertising throughout the world in 


SE 3 wduscibiasentensedinniaee Page | 
Sunset Magazine, started in 1889 by 
Southern Pacific railroad to attract 


easterners to the West, celebrates its 
60th birthday as a publication for gra- 
eious-living westerners by being in the 
top rank among all magazines ....Page 2 


Jamian Advertising, an agency billing un- 
der $5,000,000, was the only small agency 
(under $50,000,000) that made a bid for 
the Lincoln account when it was up for 
grabs 


Popular Science walked away with the 
top honor 
Magazine Awards for its series entitled 
“Straight Talk to Parents” 


Does your ballpoint pen skip over greasy 
spots on paper? Paper-Mate is invest- 
ing $1,000,000 for a drive to push its new 
Capri pen which is guaranteed not to 
skip Page 2 


General Mills has run a test of run-of- 
paper color ads versus b&w and comes 
up with conclusive evidence that the 
color ads outdraw b&w by as much as 
19% 


° 
”~ 


17 business publication editors received 
awards in the fourth annual Jesse H. 
Neal editorial achievement presentation. 
Awards were given in three classes 
each, under two categories 


Seven tv stations face suspension by 


the National Assn. of Broadcasters 
for violating the industry-backed 
IEE. sesestnecctuinonsettienssvioeanviiabeermncetndtecaette Page 3 


Agency man says fm stations should raise 
their rates so that agencies will be lured 
by higher possible commissions to place 
their clients’ ads with them 


Continental Casualty Co. launches four- | 


sername Page 1) 


in the Benjamin Franklin | 


| week test in Waterloo, Ia., for its new 
| hospital insurance plan for people 65 
ANd OVE ........0..... ihibnicaetademeee a 


| Seaboard Drug Co. is declared bankrupt 
by judge 


income will rise from 5% to 
Agriculture Department 
iieninenee Tn 


| Farmers’ 
10% 
Says 


| Colgate-Palmolive’s first quarter sales 
and net this year are equal to those 
of 1957 Page 44 


Family Weekly plans new monthly color- 
gravure supplement to be called Sub- 
es. . ; Page 48 


Pabst will fly 100,000,000th barrel of beer 
to Mettenheim, Germany, birthplace of 


its founder ...... pilissiniisiiieinenetetetall Page 48 
Magazine color is bought, seldom sold, 
color buyers agree .............. ae. Page 50 


Full color in ads is often more effective 
than b&w, JWT study finds 


University of Missouri school of journal- 
ism plans 10-month celebration of its 
50th anniversary 


lower prices, 
..Page 74 


Gin makers change proof, 
in battle for sales leadership 


|Arno Johnson says recession can be 
stopped by 10% tax cut, more adver- 
| tising and increased sales effort Page 77 


Newspaper advertising for men’s suits rose 
7.2% in March, survey finds ....Page 158 


Campbell Soup will repeat its Soup ‘n 
Sandwich promotion in June, one 
month earlier than last year ....Page 162 


|P. Lorillard’s net was up 369% in first 


quarter of 1958, sales were up 
DIR \ delichiticiignelneuenieveahatiaameenineiia Page 164 
REGULAR FEATURES 
Advertising Market Place ..........0..0..... 66 
Along the Media Path ........ 40 


| Coming Conventions 
Editorials 


Farm Magazine Linage . 46 
Getting Personal .............. 36 
Merchandising Ideas ..... ~~ | 
ITED sccciciathasensbtbvidintiaenthnigenannatte 8, 24, 163 
Photographic Review  .........::ccccccecccsceersee 154 
Rough Proofs ............ 12 
Voice of the Advertiser . 


What They're Saying 


“This is the size 


we use in the 


Growing Greensboro Market!" 


Set off a chain reaction! End up with carloads of sales 


by cashing in on one of the 


South’s real big super-mar- 


kets—the Growing Greensboro Market. It’s a top shop- 
ping-and spending area, where one-sixth of North 
Carolina’s population accounts for one-fifth of the 
state’s $4 billion in total retail sales annually. This 
makes the Growing Greensboro Market the second 
best in the South and fourth best in the Nation in per 
family retail sales. If you want to pile those carts full 
with your particular product you will automatically 


select the Greensboro News 
advertising medium. Over 
Over 400,000 readers daily. 


and Record as your major 
100,000 circulation daily. 


Only medium with dominant coverage in the Greensboro 12-County 
ABC Market and selling influence in over half of North Carolina! 


Sales Management Figures 


— Yreensboro 
News and Record 


7 GREENSBORO, NORTH CAROLINA 
e Represented by Jann & Kelley, Inc. 
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One of a series uf comments on Metropolitan Oakland as 
a market by Pacific Coast advertising agency executives, hes 


Yes, it is important to recognize 
Metropolitan Oakland's 
commanding size as a 

market. It is equally important 
to remember this fact: 


ONLY THE 


COVERS METROPOLITAN OAKLAND* 


Whether one counts noses or retail sales, Alameda 
County occupies a key market position in Cali- 
fornia. In population, it is the largest county in 
Northern California. In retail sales, it is the leader 
in 6 important classifications: food, drugs, auto- 
motive, service station products, furniture and 
household appliances and lumber and building ma- 


Tribune 


Daily 208,852 

Sunday 235,354 

ABC Publisher’s Statement 
March 31, 1957 


National Representatives: 
Cresmer & Woodward, Inc. 


Member Metro Sunday 
Comics Network 


*65% of the more than 250,000 families in Metropolitan 
Oakland (Alameda County) are Tribune subscribers, 


terials. Today’s successful marketing plans not only 
recognize the importance of the area as a market; 
they also call for sales and advertising efforts 
designed specifically to reach it. 

Louis “BILL” Honic 


President 
HONIG-COOPER & MINER, SAN FRANCISCO 
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Decade-Old ‘Scientific American’ 
Sells ‘Gone Highbrow’ Readership 


(Continued from Page 3) 
much is left out “in the process 
of reducing science to what is 
conceived to be popular under- 
standing.” 


s Mr. Piel, the publisher of 
Scientific American, was the sec- 
ond science editor of Life; he 
succeeded Andrew Heiskell, now 
Life’s publisher. (Mr. Piel is a 
member of the Piel Bros. brewing 
family, though he is actually less 
actively interested in the affairs 
of the brewery than the legendary 
Bert or Harry.) 

Mr. Flanagan, the editor, was 


the third science editor of Life) 


(he succeeded Mr. Pici); 
formerly with a 


sociates. 
Also aboard for the May. ’48 


| American’s office was 


launching were Leon Svirsky, now 
managing editor, who was previ- 
ously medical and science editor 


|\of Time; Charles E. Kane, now 


ad director of Newsweek, and 
Martin M. Davidson, who succeed- 
ed Mr. Kane as advertising manag- 
er in 1952. 


s “We always had a clear idea 
of what we wanted to do,” Mr. 
Piel told ApvERTISING AGE this 
week. “Eight articles an issue. The 
articles to be written by scientists 
and edited by laymen. 
our tenth anniversary issue looks 
a lot less different from our first 
issue than is the case with most 


Mr. | magazines.” 
Miller, the general manager, was | 
management | 
consultant company, Handy As-| 


The early days were lean ones. 
Mr. Piel 
thing he found when he rolled up 
the rolltop desk 


I think | 


recalled that the first | 


Gerard Piel Martin Davidson 
from N. W. Ayer & Son canceling 
the Bell Laboratories campaign. 
That was the last regular schedule 
in the book. 

Mr. Piel said he retrieved this 
schedule by telling Bell about the 
change in management; the 
company has never missed an 
issue. 

Mr. Piel said when he analyzed 
the magazine’s 40,000 circulation 
he found that it broke down as 
follows: 7,000-10,000 newsstand; 
5,000 direct to publisher (“mostly 


PP | 20,000-23,000 field agency. 


. Mr. Piel said the new manage- 
% | ment found barbershops, taverns 


and other unlikely repositories for 
a science magazine showing up 
on the subscriber roster, indicating 
that field agency salesmen had 
bartered subs for haircuts and 
drinks. 

Worse yet, Mr. Piel found that 
a renewal promotion directed to 
existing subscribers drew a small- 
er return than was obtained from 
“cold” lists. 

As a result, Mr. Piel said, the 
management decided to start from 
scratch in building circulation. 
Mr. Piel and his colleagues 
consider the editorial content of 
the magazine to be the main 
circulation builder, but during the 


first few years there was a 
considerable amount of mail 
promotion. 


Circulation promotion reached 
a peak in 1949, when 3,500,000 
letters were mailed; by that time, 


in Scientific| libraries here,” Mr. Piel said, “only | circulation had climbed to 80,000. 
an order | about 1,000 living human beings”);|Since then, circulation promotion 


The first issue of 
Industrial Equipment 
' News, May, 1933 
ie Circulation: 30,000 
Advertising none: 


~ Equipment News at its all-¢ 


IMENT NEWS 
usta eUPRENT WE 


can 
ant 


in service, influence and circulation 7 
having reported and described the | 


65,260 new industrial products which have _ 


helped to give America industrial world 
leadership gnd made IEN the most actively 


. : Awe 


er ERT * 


25 years ago 


OR LE RE LO PA De eae 


Printers’ Ink announced a 
new business paper destined to 
make marketing history and 


advertising by originating 
the whole new field of 


publishing. 


“Thomas Publishing Company 


simplify industrial product 


PRODUCT INFORMATION 


Advertising Age, May 5, 195& 


has been steadily reduced; today 
fewer than 50,000 letters go out 
annually—and these are mainly 
“experimental.” 


s Circulation, on the other hand, 
has climbed steadily (Mr. Piel 
expects it to hit 200,000 this year), 
and, in view of the negligible 
promotion costs, this represents 
real income. Revenue from sub- 
scribers (now about $900,000) 
accounts for nearly one-third of 
total income. 

Mr. Piel said he knew he was 
on the right track when he 
received an angry letter from an 
old subscriber. The letter, printed 
in the July ’48 issue, said, in part: 
“You have ruined the finest shop 
and hobby magazine in the world. 
Gone highbrow.” 

It was still an uphill fight. Mr. 
Piel said, “We had to go to the 
well [the Rosenwald-Whitney-Mc- 
Cann reservoir] four times.” The 
original venture capital of $450,000 
had to be supplemented by $550,000 
before the first black ink showed 
on the ledger. 


® The Piel-Miller-Flanagan team 
decided that it was going to have 
a four-color cover. However, 
advertisers were resistant. This 
did not deter the new manage- 
ment. The back cover simply was 
left blank for nearly two years, 
with not even a house ad gracing 


the space. 
Westinghouse became the first 
color advertiser, in 1949; in 


February, 1950, American Cyana- 
mid bought the first back cover. 
It has been filled ever since— 
currently by General Dynamics 
on a 12-time order. 
Advertising revenue increased 
from $74,490 in 1949 to $197,325 
in 1950. In January, 1951, the 
management published the first 
issue unblemished with red ink. 
In 1957, Scientific American 
carried 1,290 ad pages, for a 
revenue of $2,401,218. The first 
dividend was paid early this year. 


= Originally called “the magazine 
of the sciences,” the book has 
since switched to the more 
advertising-conscious theme, “the 
magazine read_ by _ technical 
management.” When circulation 


|passed that of the Journal of the 


American Medical Assn., it also 
began calling itself “the largest 
technical magazine in the world.” 

There are very few magazines 
around which sell their readers 
to advertisers as directly as 
Scientific American does. The 
magazine has developed a fat 
catalog-type volume called “The 
Book of Names.” In this volume 
are printed the names of 15,000 
subscribers, by title and company. 

The book is broken down by 
occupation, industry and company 
categories. For example, if you 
turn to the _ section marked 
Eastman Kodak, you will find 
there the names of every sub- 
scriber who works for Kodak; 
ditto for some 15 other companies 
which are big employers of 
scientists, or for the Atomic 
Energy Commission. 

“The Book of Names” is issued 
every two years. It has a run 
of 2,000 and Mr. Davidson calls 
it “the most valuable promotional 
tool we have.” 


= Mr. Piel made the point that 
subscribers receive their copies 
at their homes. 

Mr. Piel, who feels a_ close 
kinship with The New Yorker 
(“our publishing economics are 
the same,” he said), also main- 
tained that the magazine, because 
of its high-level content, attracts 
the “cream” of the scientists, “the 
people who make the basic 
decisions about manufacturing 
before anything is even bought.” 

Mr. Piel said he has no plans 
for a new magazine, but he is 
scouting the idea of an _ inter- 
national edition. + 
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Pride is a guy with rosin on his pants He gets up e And wades in with 


everything he’s got e Pride can do that for a man and for an organization —if they’re pros ¢ Pride can make an agency the hottest shop 
in town ¢ It can make a copywriter stay up all night, hunting for exactly the right word e It can make an art director fight like a tiger 
for a daring idea ¢ It can make an account group probe — search — drive through to clobber the problem e It can make management 
_vigorous — quick to remedy past weaknesses, alert to build on past strength e Around the new Kudner Agency these days there is this kind 
of pride. And there’s an air of excitement — of Big Things To Be Done e We're trained “‘fine.’’ We’re full of fizz and vinegar. And we’re ready 
to take on all comers ¢ So come on in and meet the guys with rosin on their pants e You’ll meet the new management — tough-minded, 
experienced businessmen responsible for Kudner’s record of solid achievement on some of America’s top accounts ¢ You'll meet the creative 
group — men with a grudge against tired advertising e You’ll meet an intelligent attitude toward research, marketing and merchandising — 
one which recognizes their values—and applies them realistically ¢ And most important of all, you’ll meet a point of view that can put real 
punch into your advertising: at the new Kudner Agency, we still believe this business is one of ideas. 


Kudner Agency, Inc., 575 Madison Avenue, New York 
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confidence 
American business.” # 


Speakers Find 
Recession Gloom 
Has Silver Lining 


New York, May 1—Three pub- 
lic speakers this week leveled ver- 
bal artillery at the recession. 

Two sought to cheer their listen- 
ers with an optimistic volley. But 
one angry cannoneer blasted cor- 
rupt advertising and business prac- 
tices, blaming them for helping 
cause the recession by undermin- 
ing public confidence in American 
business. 

J. Stanford Smith, manager of 
public and employe relations, com- 
munication operation, General 
Electric Co., loosed his cannonade 
during the fourth annual Jesse H. 
Neal Editorial Achievement 
Awards presentation, sponsored by 
Associated Business Publications. 

Mr. Smith told his audience that 
the current business recession 


“does not justify the fears that it| 


has generated because it is largely 
confined to the hard goods indus- 
tries, and evidence is accumulating 
that readjustment is already under 
way.” 


s He told the business paper pub- 
lishers and editors five things they 
can do to help accelerate the busi- 
ness upturn: 

1. Report economic news in full 
perspective, giving good news as 
fair a play as bad. 

2. Set the record straight, by 
giving readers the political sophis- 
tication to see through “attempts 
to peddle as recession cures the in- 
flation medicines that contain the 
poison of future trouble.” 

3. Help industry learn new and 
better methods. 

4. Help industry and salesmen 
focus more activities on the cus- 
tomer. 

5. Help advertisers discover new 
and ingenious methods of arresting 
prospects through business publi- 
cations. 


a At a conference of the Arthritis 
& Rheumatism Foundation, Harry 
D. Way, vp and media director of 
Erwin Wasey, Ruthrauff & Ryan, 
told his audience that most of his 
agency’s clients are successfully 
fighting the recession. 

In Philadelphia, only two of the 
17 accounts the agency handles 
have cut advertising due to busi- 
ness cutbacks. In Minneapolis-St. 
Paul two clients have increased 
budgets about 10%. In Cincinnati, 
Dallas and Houston clients’ sales 
and income are up and ad budgets 
have been increased. 

He added that a check of more 
than 100 advertisers gave “clear 
evidence that the outlook is prom- 
ising and that panicky, pessimistic 
talk about our current economy is 
harmful and unwarranted.” 


= George H. Dennison, general 
manager and executive secretary 
of the Pittsburgh Better Business 
Bureau, told the Rotary Club there 
that “tolerance of bad advertising 
and selling practices is reaching 
the dangerous state.” 

As an example, he quoted a let- 
ter from a school teacher who com- 
plained that the salesroom price 
on a new car was much higher than 
the advertised price. 

The letter raised the question: 

“If education is to prepare chil- 
dren for reality, should I start 
teaching my students to read the 
fine print of contracts along with 
their ABCs?” 

Mr. Dennison concluded: “A sig- 
nificant cause of this 1958 reces- 
sion can be laid squarely at the 
door of that vicious minority of 
business whose advertising busi- 
ness practices are destroying public 
in the integrity of 


rl t's Official: Bonham 
Heads Miles’ New 


Home Products Unit 


ELKHART, IND., April 30—Miles 
Laboratories has announced that 
‘Lewis F. Bonham, president of 
| Bourjois Inc., New York cosmetics 
|marketer, will become president of 
|Miles’ newly formed home prod- 
ucts division about May 15. Mr. 
|Bonham’s move to Miles was re- 
|ported exclusively in ADVERTISING 
| AGE April 14. 
| Replacing Mr. Bonham at Bour- 
jois will be Francis X. Patrey, 


| presently vp and treasurer. 


| Mr. Bonham will also become a} 


vp and board member of the parent 
company. Miles’ new home prod- 
jucts division will be responsible 
|for marketing the company’s pro- 
prietary products, including Alka- 
| Seltzer, One-A-Day vitamins and 
| Bactine. 

The company released no de- 
| tailed information on the new divi- 
'sion or its operation, but said no 
| changes in advertising agencies are 
| planned. Geoffrey Wade Advertis- 
ing, Chicago, has the bulk of the 
Miles account. Wade Advertising 
Agency, Hollywood, Cal., handles 
Bactine, and Robert H. Otto & Co., 
New York, does export advertising. 


House Group Hears 
Testimony for Bill on 
National Fair Trade 


WASHINGTON, May 1—Resale 
price maintenance moved back 
into the spotlight here this week 
as more than a score of witnesses 
testified before a House subcom- 
mittee on a bill to establish a na- 
tional fair trade law. 

The bill is H. R. 10,527, drafted 
by Professor James A. MacLach- 
lan of Harvard Law School, spon- 
sored by the National Assn. of 
Retail Druggists, and introduced 
by Rep. Oren Harris (D., Ark.), 
chairman of the House interstate 
commerce committee. 

Three days of hearings have 
been held before a subcommittee 
of the commerce committee, and 
sessions will be resumed Tuesday. 
Subcommittee chairman is Rep. 
Peter F. Mack Jr. (D., IIl.). 


= Star witness for the proponents 
was Maurice Mermey, director of 
the Bureau of Education on Fair 
Trade. He explained the provi- 
sions of the bill, and argued that 
it is badly needed. 

“Profitless prices are no bargain 
for America,” he said, “however 
much they may seem a bargain to 
individual shoppers. Profitless 
prices guarantee declining sales 
volumes, and therefore declining 
production and more unemploy- 
ment.” # 


Norman Barnes, 58, 
San Diego Agency 


Founder, Is Dead 


San Dreco, April 29—Norman R. 
Barnes, 58, chairman of the board 
of Barnes Chase Advertising Co., 
who was often called “San 
Diego’s Mr. Advertising,” died at 
his home after a six-month ill- 
ness. 

Mr. Barnes, a native of Chicago, 
came to San Diego in 1926. After 
working as advertising manager 
of a furniture company, he later 
founded Barnes-Campbell Adver- 
tising in 1928 with Roy Campbell, 
now of Los Angeles. A few years 
later, with Henry Chase, now of 
Glendale, he founded the present 
company. 

The company opened a branch 
office in Los Angeles in 1932 and 
one in San Francisco in 1955. 

Mr. Barnes retired as president 
last July and became chairman of 
the board. He was active in many 
civic groups. + 
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™ 0 Ludgin ‘Inattentive’ 


a 


> : 


Hogue 


Preston 
TURNOVER—A. L. Davies, Whig-Sta 


Davies 
ndard, Kingston, Ont., new presi- 


dent of the Canadian Daily Newspaper Publishers Assn., accepts the 


gavel from outgoing president, J. 


C. Preston, Expositor, Brantford, 


Ont., while J. P. Hogue, Montreal La Presse, new 1st vp, looks on. 
Other new oficers (not shown) are R. W. Southam, Ottawa Citizen, 
2nd vp, and D. S. Perigoe, Toronto Telegram, treasurer. 


Dailies in 19 Cities 
to Give Metro Data in 
ABC, SRDS Reports 


New York, May 1—Newspa- 
pers in 19 cities will henceforth 
include metropolitan area total cir- 
culation figures in their Audit Bu- 
reau of Circulations reports and 
their Standard Rate & Data Serv- 
ice listings. 

The dailies’ action was hailed 
by Anton Bondy, print media| 
manager for Lever Bros. and) 
chairman of the newspaper com-| 
mittee of the Assn. of National 
Advertisers, who called it “an ex-| 
cellent beginning.” The ANA re-| 
cently urged publishers in 197) 
metropolitan areas to _ include 
such information in their reports 
(AA, Jan. 27). 

Among the newspapers which 
have agreed to the step are the 
Atlanta Constitution & Journal, 
Washington Post & Times Her- 
ald, Louisville Courier-Journal & 
Times, Minneapolis Star & Trib- 
une, Kansas City Star and Times, 
Nashville Banner and Tennessean, 
Dallas Times-Herald, Richmond) 
News-Leader and Times-Dispatch | 
and the Spokane Chronicle and 
Spokesman-Review; Herald and 
Review, Decatur, Ill.; Fort Wayne 
Journal Gazette and News- 
Sentinel, Observer-Dispatch and 
Press; News-Record, Greensboro, 
N. C.; Express, Easton and Wil- 
son, Pa., and Phillipsburg, N. J.; 
Gazette & Daily, York, Pa.; Sioux 
Falls Argus Leader; Lubbock, 
Tex., Avalanche-Journal; Norfolk 
Ledger-Dispatch & Star and Vir- 
ginian-Pilot; and Tacoma News- 
Tribune. 


= According to ANA, many ad- 
vertisers use the metropolitan 
area “because so much pertinent 
data is available on that basis, 
and many have set up sales dis- 
tricts using these areas as bases.” 

The ANA added, “Since it is 
possible for the advertiser to com- 
pile metropolitan area circulation 
from individual audit reports, the 
omission of the totals serves no 
purpose. However, such compila- 
tion by the advertiser or his agen- 
cy for every newspaper would in- 
volve many hours of clerical 
calculation.” 

Newspapers got the option of 
showing metropolitan area’ totals 
from the ABC in 1956. + 


‘PI’ Boosts Bruner, Day 
Printers’ Ink, New York, has 
advanced W. Richard Bruner from 
managing editor to executive edi- 
tor. PI also reportedly will pro- 
mote Cameron Day from assistant 
managing editor to managing edi- 


Century and 


20th Century Drops 
Glamor as Its 


Deficits Mount 


New York, May 1—New York 
|Central Railroad’s elegant Twen- 
tieth Century Limited has been 
| stripped of its glamor. 

What was probably its final 
regular run as a luxury train start- 
ed April 25 in Grand Central Sta- 
tion here and ended in Chicago’s 
La Salle Street Station the follow- 
ing day. (It arrived four hours 
late, an ironical finish for the 
its excellent “on 


time” record.) 

Last year an estimated 71,364 
people rode the Century. No 1957 
revenue figures were available 
today. But New York Central esti- 
mated it has been losing $1.50 on 
every $5 in fares taken in lately 
on the Century, which in its nearly 
56 years of existence has grossed 
some $200,000,000. (New York 
Central’s total passenger deficit 
for 1957 was listed at $52,282,982.) 


= Snob appeal came naturally in 
advertising the Century. Celebri- 
ties waxed lyrical about how they 
were pampered as passengers in 
advertisements carried in The 
New Yorker and in New York and 
Chicago newspapers. (In 1956 
New York Central spent $2,285,503 
for advertising; last year the figure 
was $1,105,035. J. Walter Thomp- 
son Co. is the railroad’s agency.) 

The Century of today is a mu- 
tation of the all-Pullman train 
that featured barber shops, radio- 
telephones, showers, corsages, 
boutonnieres, valet services and 
a central club car. All of these 
have been eliminated and the Cen- 
tury has been combined with the 
Commodore Vanderbilt, whose 
Mame now disappears from time 
tables. Day coaches have been 


added to the Century, and the! 


extra $7.50 fare is gone, too. 
The full-size diner, observation 


lounge and secretary-hostess have|_ 


been retained. 


Officially, this spartan arrange-| | 
ment is “just for the summer.” #]|"— 


Doyle Retires from Ford 
J.C. (Larry) Doyle, a top mar- 
keting executive of Ford Motor Co., 


who has been on a leave of absence | 


since February (AA, Feb. 24), has 
retired after a 42-year career with 
the company. Mr. Doyle had been 
general sales manager of the Edsel 
division for the last three years, 
and was succeeded in that position 
last February by N. K. Van Derzee. 
Mr. Doyle did not disclose future 
plans, but he intends to remain ac- 


tor. 


tive in business. 


to Merger Offers; 


Aims at Comeback 


(Continued from Page 1) 
cies have approached him with 
merger offers. He added that he 
“has paid no attention to the of- 
fers. 

“We are not going to merge the 
agency with anyone,” Mr. Lud- 
gin said. ‘“‘We intend to carry on 
as we have in the past and get 
back the business we have lost. 
We look for some new business 
in the very near future, but it is 
too soon to talk about it.” 


# In the wake of the resignation 
last week of John H. (Jack) Bax- 
ter, creative vp (AA, April 28), 
ADVERTISING AGE learned that six 
other persons have left or are leav- 
ing the agency. 

They include Raymond A. 
Phelps, vp in charge of marketing 
development, who has been with 
Ludgin for 15 years; Loy R. Lee, 
director of merchandising; Henry 
Browe, account executive; Arnold 
Watson, assistant account execu- 
tive, and August Tonne, production 
man. 

Martin Snitzer, who has been an 
account executive at Ludgin for the 
last five years, submitted his resig- 
nation two weeks ago, and will join 
Leo Burnett Co. May 19 as an ac- 
count executive. The other men 
have not disclosed future plans. 

Some executives were asked to 
take a 10% cut in salary last fall 
following the departure Oct. 1 of 
$4,500,000 in billings from Helene 
Curtis Industries (AA, July 2), 
57). The salary cut was restored 
Jan. 15. Just recently, however, 
Mr. Ludgin, Vincent Bliss, presi- 
dent, and John H. Willmarth, exec 
vp and art director, have accepted 
new reductions in pay. 


# Shortly after the Helene Curtis 
blow, Ludgin lost Zenith Radio 
Corp., which had been billing 
more than $1,000,000 when Zenith 
decided it wanted a larger agency 
(AA, Dec. 23, ’57). 

Ludgin recouped some of its 
losses last year when it picked up 
Tidy House Products Co. ($1,500,- 
000), Eureka Williams Corp., 
Eversweet Corp. and State Phar- 
macal Co. 

The agency added This Week 
Magazine in March, but lost the 
Rit products division of Best 
Foods, currently billing about 
$1,000,000 (AA, April 14). 

The Ludgin agency had its best 
year ‘in 1956, when it billed $13,- 
300,000. Last year, billings dipped 
slightly to $13,000,000. Current 
billings are running about $8,500,- 
000. # 


Stanley Names Hutchinson 
Wilson W. Hutchinson, formerly 
Rochester area sales manager of 
Stanley Home Products, has been 
appointed sales manager of the 
company’s Canadian subsidiary. 


RALPH C. ROBERTSON, formerly vp and 

marketing director of Geyer Ad- 

vertising, has been named director 

of advertising of Pharma-Craft 

Corp., New York, maker of Coldene 

proprietaries, Fresh toiletries and 
other products. 
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In | Parade | you get ' 


roughly two million more families, zx 


for a four-color page _ ia 


than you do in the biggest of 


the “Big-Three” weekday a 


magazines. mE 
Parade |=" 


V1 


Parade...The Sunday magazine ca 

section of 59 fine newspapers 4 
covering some 2800 markets...with 

16 million readers every week. 
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New Shopping Center Study 
shopping influence of the 


"The best newspaper for shopping information? 
Why, I prefer the ‘Tribune. Doesn't everybody?” 


NOT QUITE EVERYBODY... but more families in Chicago 
and suburbs prefer the Tribune for shopping information 
than all other Chicago newspapers combined. 

This new evidence of Chicago Tribune sales power stands 
out sharply in this just-released 1958 Shopping Center 
Study. Based on 2,701 household interviews, the study 


shows that the Tribune is the newspaper most preferred by 
customers in the trading areas of 62 out of the 64 leading 
shopping centers. 

You'll find a lot more valuable information in this fact- 
packed, 280-page study. Center by center, store by store, it 
spells out the answers to questions like these: 
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Chicago Tribune! 


MOST VALUABLE NEWSPAPER FOR SHOPPING 


reveals tremendous 


f- os 
CHICAGO CHICAGO CHICAGO CHICAGO 
PAPERB PAPERC PAPERD TRIBUNE 
% % % % 
Metropolitan Chicago 10.6 15.6 17.7 56.1 
Corporate Chicago 11.7 14.3 21.0 53.0 
Suburban Chicago 9.0 17.6 12.6 60.8 
J CHICAGO CHICAGO CHICAGO CHICAGO 
CENTER CENTER PAPERB PAPER C PAPERD TRIBUNE 
Central Business District 10.5 15.6 17.5 56.4 Lawrence, Lincoln & Western 7.1 13.7 17.8 61.4 
63rd & Halsted 15.2 15.9 22.0 46.9 Aurora 6.0 14.7 47 74.6 
Old Orchard 6.6 15.6 13.9 63.9 Lincoln Village 3.1 16.2 15.6 65.1 
Evergreen Plaza 12.1 18.4 19.7 49.8 95th & Western 
Oak Park—River Forest 8.3 17.3 13.7 60.7 (excludes Evergreen Plaza) 11.2 18.9 17.8 52.1 
Lincoln, Ashland & Belmont 7.0 13.0 16.9 63.1 La Grange 6.2 21.1 14.1 58.6 
Hillside 6.8 23.0 8.0 62.2 Chatham 11.1 22.0 16.7 50.2 
Milwaukee, Irving Park & Cicero 9.0 14.8 16.1 60.1 Cicero (Cermak Road) 10.0 21.7 7.5 60.8 
Belmont & Central 8.3 14.8 14.4 62.5 71st Street (Jeffery to South Shore) 7.4 20.0 17.0 55.6 
Madison & Pulaski 8.8 18.3 21.8 51.1 Chicago Heights (Central Business 
Evanston (Davis & Sherman) 5.3 16.6 128 65.3 District) 9.4 9.4 10.2 71.0 
Hammond (Central Business Dist.) 9.2 12.6 19.3 58.9 Joliet (Central Business Dist.) 13.9 22.2 13.9 50.0 
Gary (Central Business Dist.) 8.6 9.4 21.0 61.0 La Grange Village Market 4.4 22.2 8.4 65.0 
Harlem-Irving Plaza 7.9 19.5 13.8 58.8 26th Street (Kedzie to Central Pk.) 11.2 23.7 17.5 47.6 
Woodmar 8.8 11.5 18.4 61.3 Waukegan (Cen.ral Business Dist.) 8.1 17.7 16.1 58.1 
Eden's Plaza 6.3 17.7 8.8 67.2 Berwyn 9.0 25.4 11.9 53.7 
Michigan Avenue (105th-119th) Milwaukee Avenue 
(Roseland) 11.6 19.8 15.5 53.1 (Leland to Carmen) 6.2 8.0 23.0 62.8 
Logan Square 10.0 15.9 17.3 56.8 26th Street (Central Park to Keeler) 21.5 8.9 35.4 34.2 
North & Harlem 8.3 19.6 10.5 61.6 Elgin (Central Business Dist.) 8.1 14.9 11.8 65.2 
Devon & Western 3.3 17.8 16.4 62.5 East 63rd St. (Cottage Grove to 
Cermak Plaza 8.1 21.5 18.8 51.6 Stony Island) 26.4 8.5 15.1 50.0 
Park Forest 11.5 15.2 14.1 59.2 47th St. (State to St. Lawrence) 21.2 8.8 26.5 43.5 
Scottsdale 12.9 16.8 25.1 45.2 Lawrence & Kedzie 6.7 10.9 35.3 47.1 
47th & Ashland 16.9 13.0 24.7 45.4 Archer Avenue 
North Michigan Avenue (Francisco to Kedzie) 13.2 11.8 39.5 35.5 
(North Water to Oak) 92 134 12.9 64.5 Chicago Avenue (Noble to Damen) 11.0 120 29.0 48.0 
Milwaukee, Ashland & Division 8.1 15.5 26.4 50.0 79th & Halsted 12.4 24.0 12.4 51.2 
Roosevelt, Halsted & Maxwell 12.2 9.3 27.0 51.5 
patos y a Planet 8.0 13.0 166 624 wage & 35th Street 11.0 16.5 20.9 51.6 
ake Meadows 15.6 14.4 31.1 38.9 
63rd & Western 14.0 15.5 23.6 46.9 
Shad & Fommiacial 78 19.2 19.2 53.8 95th St. (Ashland to Longwood) 9.4 27.4 12.0 51.2 
Ransevell & Kedzie 123 17.4 23.9 46.4 North Avenue (Avers to Kolin) 13.5 20.7 12.6 53.2 
Uptown (Lawrence & Sheridan, 75th & Cottage Grove 3.6 19.6 17.8 59.0 
Wilson & Broadway) 78 14.3 11.4 66.5 East Chicago (Indiana Harbor) 8.4 15.7 12.6 63.3 
Gary Village Center Hyde Park 9.6 16.4 19.2 54.8 
(35 St. & Grant) 8.2 11.6 13.6 66.6 Skokie (Central Business Dist.) 7.8 11.8 13.7 66.7 


Bold Type denotes preferred newspaper. Source: 1958 Shopping Center Survey, Chicago Tribune Research Division 


Which are the leading centers? How do they rank? 
What class of customer does each center attract? 
How does each center compete with others? And 

with downtown? 
Store rankings, frequency of shopping, trading area 
growth, 128 new maps—they’re all here for your use 
and information. 

In the fast-moving, fast-changing Chicago market, 


it’s no easy task to steer the right sales course. This 
complete, authoritative study gives you the sharp focus 
marketing information you need and want. If you sell 
anything through shopping center outlets, this study 
proves that advertising in the Tribune is the quickest, 
surest way to sell more in the rich Chicago market. 

Copies of the complete 1958 Shopping Center Study are available 


from the Chicago Tribune for $10.00. Ask a Tribune representative 
to call and show it to you. 


Chicago Tribune 


Chicago hag York City San Francisco Los Angeles 

R. C. Tower ‘. F. y <1 wn E Bates Pgs seme Associates Fitzpatrick Associates 

1333 Tribune Tower 220 E. 1263 Penobscot Bldg. 155 Montgomery St. 3460 Wilshire Blvd. 
MUrray thn es 3033 WOodward 2-8422 GArfield 1-7946 DUnkirk 5-3557 
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The Editorial Viewpoint... 


Annual Market Data Issue 


In this issue ADVERTISING AGE presents, for the eleventh consecutive 
year, its-catalog of market data information available from various 
media, associations and other sources. 

In many respects, this is one of the least spectacular and one of the 
most prosaic jobs we do all year. We simply gather together all the 
available published market data, of all kinds, classify it into a half 
dozen categories, and then write descriptive reviews of each item. 
There is very little room here for “creative” writing or editorial 
brilliance. 

That is all the more reason we are so proud of this issue. It is a sim- 
ple, uncomplicated service to the advertising field, and, as we said, 
there is nothing very spectacular about it. Nothing, that is, except for 
the fact that two or three thousand readers of ADVERTISING AGE will 
carefully go through the lists of data, and ultimately will ask us to 
see that they receive 50,000 or 60,000 or more copies of the various 
pieces of market data listed and described here. 


What's the Total Marketing Concept? 


The great current fetish in the business world—or at least that part 
of it which is concerned with marketing—is something called “the 
marketing concept.” 

It is well nigh impossible to pick up a publication, or attend a 
meeting, or even to listen to three people talking at lunch, without 
getting into a discussion of “the marketing concept”—a phrase voiced 
in a tone which implies that this is the latest revelation from on high 
—the concept to end all concepts. 

Let us hasten to disabuse any readers who may peti there is some 
sort of mystical magic in the “marketing concept” phrase. There isn’t. 
The so-called marketing concept makes sense, we think, and we are 
all for it, but we don’t see anything radically new in it, and certainly 
we see it as no panacea for all the ills which afflict us. 

The “marketing concept” is mostly a change in emphasis, designed 
to highlight the need for a redirection of business thinking to meet the 
challenge of an era in which consumption, rather than production, is 
the most important single element. 

In the days when the important element in business was production, 
the generally accepted, even though not always specifically enunci- 
ated theory was: “If we make a good enough product we can sell it.” 
This theory, of course, reached its finest flower in the better mouse- 
trap philosophy. 

Now, when it is extremely difficult to make most products much 
better than they are already being made by competitors, and when 
the great emphasis has shifted away from production know-how to 
sales and marketing know-how, there is, or at least should be, a cor- 
responding change in emphasis in business thinking. Instead of think- 
ing purely in terms of production, with sales taking care of them- 
selves, the “marketing concept” erxivisions thinking in terms of cus- 
tomers and sales, and working back from that point to the product. 

Necessarily, it visualizes complete coordination all the way down 
the line—from the sale on back, so to speak, rather than from the 
product on forward. Product design and composition, pricing, distri- 
bution, selling strategy, advertising, sales promotion, etc., all are de- 
signed in terms of meeting the wants and needs of the ultimate user— 
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—Lu Palma, U. O Colson Co., Paris, Il. 
“IT hear that the man from Cunningham & Walsh is taking a week’s 
leave from the gas station to work at the agency.” 


the consumer—most closely. 

This change in the concept of business operation is an important 
one, and it has by no means been universally achieved. But it is still 
necessary to remember that it represents primarily a change in em- 
phasis, and not necessarily a revolutionary new approach to busi- 
ness management. Even in those hard-bitten pre-marketing concept 


days, very few companies produced products in defiance of the knowr : 


demands of their customers. 

It is also necessary to remember that appointing a “marketing man- 
ager” or a “vice-president in charge of marketing,’ where no such 
person bloomed before, does not automatically solve any business 
problem. It is still necessary to perform all the separate operations 
which were performed before—from financing the enterprise to en- 
gaging in personal selling. 

Advertising, selling, sales promotion and all the marketing func- 
tions presumably get more sympathetic and nourishing attention un- 
der a “marketing concept” management, but the jobs they have to do 
—individually and collectively—get no easier or simpler. 


# # = 
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What They're Saying... 
Paper's Job Seekers jered about the techniques of crea- 
Flunk Spelling Test tivity ... about its development by 

Percenelle, qualtifycations, gar-|education and training ...about 
entee, produkt—these were just a. |the environmental factors that en- 
few of the misspellings of appli-|Courage it. We are at about the 
cants for editorial positions on the|Stage in our knowledge of these 
Texarkana Gazette, each one of things that would be comparable to 
whom is given a spelling test. The that of Newton or Keppler when 
tests were given by Mrs. Ruth | they first began to formulate the 
Mahaffey, wife of the Gazette edi- theories that have been so brilliant- 
tor. She reports that out of 30 se-| ly parlayed into results in our own 
lected words on the test, a.27-year-|time. One of the facts that is 
old man from California, who said | €™erging certainly is that creativ- 
he had worked on California news-|ity in all fields seems to be the 
papers, missed 28. A 25-year-old ability to relate two or more things 


veteran with a high school educa- 
tion also missed 28. Some of the 
examples taken from the test pa- 


pers include: mislandison (miscel-_ 


laneous), acomadition (accommo- 
dation), secitary (secretary), ex- 
sesserys (accessories), uncomibird 
(unincumbered), teaccnik (tech- 
nique), hemidiate (immediate). 
“The only person who has made a 
perfect score,” Mrs. Mahaffey said, 
“was a 47-year-old woman with 
an 8th grade education, and we 
hired her.” 


—Bulletin of the Southern Newspa- 
per Publishers Assn. 


Matter of Relation 


Much has already been discov- 


that were not previously related. It 
is the ability to look at things with 
a fresh eye, the ability to look at a 
problem and to see a way of solv- 
|ing it that has not been seen be- 
fore. And this ability in all fields 
seems to be interrelated. Further- 
more, a definite pattern for the 
creative process is emerging, 
knowledge of which can definitely 
increase anybody’s ability to per- 
ceive these vital relations between 
previously unrelated things. But 
much more remains to be discov- 
ered. 


—Paul Smith, president and creative 
director, Calkins & Holden, and di- 
rector of the Third Communications 
Conference sponsored by the Art Di- 
rectors Club of New York. 


Advertising Age, May 5, 1958 


Rough Proofs 


Emerson Foote, who has just re- 
joined McCann-Erickson, is a suc- 
cessful advertising executive whose 
services are in such demand that 
he should be triplets, or twins at 
the very minimum. 


Washington reports that senators 
are cool to the drys’ attempts to 
impose a ban on liquor advertising. 

They have a suspicion that the 
ultimate goal is to dry up the oases 
which make the capital bearable 
in the dog days. 

e 


Looks as if the Twentieth Cen- 
tury Limited, famed in song and 
story, is being demoted to the stat- 
us of a Commodore Vanderbilt. 

Maybe they’ll at least continue 
the red carpet. 

- 


“Selling is back in style, and 
this is the year for mechanics in- 
stead of martinis,” a Westinghouse 
purchasing executive told an in- 
dustrial advertising group. 

He means you should pour it on, 
not pour it in. 

e 


Bob Petersen says his flourish- 
ing business was started with $400 
of borrowed money, and now 
grosses $7,000,000. 

This is the kind of Horatio Alger 
story that even Horatio wouldn’t 
have believed. 

e 


“ISIM will be born with or with- 
out NIAA, Myers tells Chicago 
unit" 

“Marketing association already 
has ISIM functions: Fernald.” 

The baby is either already born 
or a-borning. , 

7 


“Magazine color glorifies your 
product,” says MAB. 

Just as Florenz Ziegfeld spent a 
pleasant and profitable lifetime 
glorifying the American girl. 

* 


Martin Mayer, of “Madison Ave- 
nue, U.S.A.” fame, says the best 
thing the Advertising Council can 
do about the recession is to keep 
quiet. 

He thinks it’s been too well ad- 
vertised already. 

2 


An agency is trying to locate a 
man to work on a beer account, 
and says he must understand dis- 
tribution, sales, point of purchase, 
consumer advertising, etc. 

And also know where the umlaut 
goes tn “Gemiitlichkeit.” 

a 


A northwestern agency wants 
an account man who is “bursting 
with sound ideas for advertising 
and selling men’s sportswear” and 
has “a deep interest in all sports.” 

Including the Nineteenth Hole? 


General Motors and Ford have 
come out in favor of ticketing au- 
tomobiles to show the suggested 
retail price. 

The customer will still have the 
fun of dickering over the trade-in 
allowance. 

. 


In the first two weeks of the new 
baseball season, the invigorating 
atmosphere of San Francisco Bay 
pushed those sixth-place Giants 
right up into first place. 
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Some magazines specialize in news or fiction or fashions. Better Homes 

& Gardens specializes in ideas. Ideas that wake people up so their 
dreams of richer, happier family life can come true. None of the 

other major media creates quite the same kind of do-something-now 

mood. Because nothing can equal practical ideas to keep home 

lovers busy planning and doing and buying things. 


| The husbands and wives (and their children) who read BH&G don’t 
\ just talk about the things they see in their favorite idea magazine. 
They do something about the ideas they see on every page. 


The happy truth for advertisers is that there’s nothing quite so 
powerful as an idea if you want to make a sale. And Better 
Homes & Gardens is as full of ideas as a supermarket is full of 
food! That’s why it keeps on growing bigger and stronger 

and livelier every year. Meredith of Des Moines .. . 

America’s biggest publisher of ideas for today’s living 

and tomorrow’s plans 


ot America reads BHals the family idea magazine 


4,500,000 COPIES MONTHLY 
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In Alaska, in Korea, in Moscow, Bob Hope has pursued his incredi- 
ble television Odyssey. Not even Homer, who had only words to rely 
on, could impart to his countrymen the sense of understanding of 
remote peoples and places that Bob Hope consistently achieves with 
his NBC Television shows. 


The Moscow show mixed oil and water. It evoked unparalleled 
critical enthusiasm and captured at the same time one of the largest 
audiences of the year. It would take a mighty fast-draw Western 
to out-do a combination of Hope and Ukrainian spear dancers. 


In his 8th year on television, Bob Hope has surged ahead to new 
peaks of audience popularity—just as NBC Television, in its 10th 
year, has forged into unquestioned supremacy in program popu- 
larity. ARB, Nielsen Multi-Network Area Report and Trendex 


all agree: In the nighttime hours, where competition is keenest and 
viewing heaviest, NBC Television is now the Number One Network. 


The April Trendex reveals that NBC at night leads the second net- 
work by 14%, the third by 39%. In terms of half-hour wins, NBC 
has 20, the second network 14, the third 8. This report climaxes the 
greatest one-year audience shift in television’s first decade. 


Together, “Mr. United States”* and the network most preferred 
wherever there is full freedom of program choice, are riding the 
crest of the greatest audience endorsement in their joint histories. 


*From the 1958 George Foster Peabody Award citation to Bob Hope for his “Out- 
standing Contribution to International Understanding.” 


NBC TELEVISION NETWORK 
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On the center spread appears the first 
advertisement announcing the sale of 
the famous LASSIE series for syndi- 
cation. So great has been the demand 
for this show that, prior to general 
release, these represent but a few of 
the hundred-plus markets already sold! 


Altoona—Johnstown, Pa. . . . WFBG 
Amoariiio,Tex. ...+++«es.- KEDA 
Ames—Des Moines, lowa . . . KRNT 


Atlanta,Ga...........WLW-A WAY TO DOMINATE—A five-story replica of a Pepsi-Cola bottle towers 
over people attending the recent National Assn. of Stock Car Racing 
meet at Daytona Beach, Fla. The inflatable two-ply rubber “bottle” 
is one of six Pepsi is using for promotion purposes in the U.S. and 


For your market contact 


Television Programs of America, Inc., 488 Madison Ave., New York 22, N.Y. 


Latin America. 


bieiied with C & D market facts! 


If you’re bewitched, bothered and bewildered by the mer- 

chandising and marketing merry-go-round in the A & B 

(discount) markets why not take a look at the Keystone C & D 

markets . . . where men are men and a list price and a profit 

are still stylish. 

Here are a few quick facts gleaned from our brand new 

C & D marketing map— yours for the asking: 

e Total retail sales in 275 ‘“‘A” and “B’” Counties—132 
Billions of dollars or 68.6% of the total. 

e Total retail sales in Keystone’s C & D markets $60% 
Billions of dollars or 31.4% of the U. S. total. (usually 
forgotten or overlooked) 

e K.BS. gives you 86% coverage of these C & D markets! 
Nuff said? 


_KEYSTONE BROADCASTING SYSTEM. 
Pees...) 1) US. ‘CAND ‘D' COUNTIES 


ye) 


S. oe e... F 
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map and station list — you'll find them very useful! 
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KEYSTONE BROADCASTING SYSTEM 
111 West Washington St., Chicago 2, Illinois 


Name 


Address 


City State 


THE voice OF MOMETOWH AND RURAL AMERICA 


Mennen, ‘Playboy’ 
Launch Collegiate 
Copywriting Contest 


Morristown, N.J., April 29—The 
Mennen Co. has turned to the col- 
lege campuses for help in creating 
ads for its men’s products, using 
/a nationwide contest as incentive. 
| Students are asked to submit ads 
for the Mennen “There’ll always 
| be a playboy” series, which is cur- 
rently running in Playboy. Point 
of purchase displays and campus 
publications are being used to pro- 
mote the contest. 

The ads submitted must use a 
myth or historical incident to sup- 
ply a humorous story line into 
which is woven any one of the 
Mennen men’s products. Awards of 
$500, $250 and $100 will be given 5 
for the three best ads, and the 
winning entry from each campus 
having a Playboy representative 
receives a year’s subscription to 
the magazine. 

Leonard Colson, Mennen direc- 
tor of advertising, has sent letters 
to more than 1,000 marketing and 
advertising professors, suggesting 
that this ad-writing competition 
and other projects could be used 
in the classrooms for training pur- 
poses. He said the contest and simi- 
lar projects would help build “a 
reservoir of creative talent for the 
future.” # 


‘Voice’ Appoints Dyke 

Ken R. Dyke has been appointed 
consultant to the Voice of Ameri- 
ca, Washington. Mr. Dyke, who re- 
tired last year as vp of the inter- 
national division of Young & Rubi- 
cam, but remains a Y&R consultant, 
will continue to maintain head- 
quarters in New York. Mr. Dyke’s 
activities with the U. S. Infor- 
mation Agency will be primarily 
in radio and tv development. 


Badillo Named for Puerto Rico 


Nebraska Consolidated Mills, 
Omaha, has appointed Publicidad 
Badillo, San Juan, to handle its 
advertising in Puerto Rico. The 
company is building a flour and 
animal feed plant in Catano, 
Puerto Rico. 


Lionel 
does 
at! 


Sat so ger ERM ANY nee pele eet fh are oP ee * SSS ORR eS oe SE 5 MRM ne ML a geen.” 1 Cr eeeeaetengr ten well cae 1 Bicig efot Savy ee ge aan Pan eae eae 
a Re lag ee ght he ae ee . | a eee ee ee Be ie ie Ba a A Ee. cep.” a ere 7s sae ge ixetig hie Mcatee st. Seer ae ante eee 
é ase = phd fa ae a ses TPM Saeed: te eM ar ‘ cy eee 4 me ned : Lge. cytes aE Pcl tee) Sines ae 9 a ae Se hee 83 sie er” Son tier 
Ping Ss ‘dager ee ee Oe ts EEE Oe ONT oe i oe ae pets Me se oa =o oe eres “i : ee Ee eee - z i ae ‘ae acs 
te 2 te POE ee Oe enh a PERE Mae rape Nee ot Ae CE gett ai : i sd Se a ras ita ex Satie he re ea oe fi aan He ee ie ae 
< ; ea : we , Sa Ay | eo on : wai ; Ct 3 PS a Peace? Were) Soe oe, Sa Seman e EN eee ee eet Sage ge ae eves ee 
a. ae Fi Se ae : Stepan ne +s agg f e : oor : Cart Sede us See ‘ Se: ee wi, Sines si eae re ae ade ne: SNE | 
. _ i ee ee re e 
aa - -_ 
16 “Re - 
Advertising Age, May 5, 1958 
agar , & 
z Cas re v3 Cause , p 
; Sot ; e — Fe 
/ eee . Sy 
. P Le He ~ * : «x 
2 : “ _" +¥ a = * 
ve “ a * oh : ae a he’ 4 
‘ ; Hi se £. Seah aa OT ae RS OR 
Files ‘ | U . Bo) “4 ot — ; 
ae fin, ng ye ale a Re a" prs if 
mn & _ vey moe ft rs 5, pe | : 
i" ‘aap ee he (a yas 
ner ME ‘ 4 * Files se aS } 
% > . : ‘ ad 
el: tha Sire ce ‘ | ah p 
Gee. i =)" ee 8 é : 4 O DR a . ; 
ate mL. hABaie fit: os Same | 
eae ‘ad erty at Lae , f CORRS, : 
ES : a 8 oY) SFE f rT Be 8 ons, on ee | 3 
salts Bee) ees - * way Poe S. 
ie (ae ‘ ’ 7? oi 5 4 ~ t 
eo sae ¥, t Pe \ —! gd aie | & 
pee 5 ; : 2° F 
ae i ‘ ' we ow et * at an PS 
PP TIE Ss Ty OP gt! Wee : 
a 17%. eV a iid i “ae 
i oe ’ 8 ce L - — Rs + 
; im 785 “6g Se eT te SS. : = 6 oh : i Rs 
2 es —— se” sy yg Sl . ; ‘ j By 
: e 
i fe Los 
ey oe a 
‘ 8 cy 
7 ii a ? 
pte ge: PC % 
: Bg, | y 
Ee iS Fy ee LE ae ry 
oe: ae as 
a. ae FP 
be ae 3 
ie ; , 
ot i 
sae need : 
eae ‘ 
each cit ; kg : 
eg this 
eit ee Wy 
{oe = 
See ee ie 
woe new | 
Si) 
ery “a “4 
- 24«36 
iat map 
ss a por : 
oo aa . ws i lg ae 
pte 
= or ’ 
yi tate 
eae 
Part ES F ~~ ‘ sy ete ~ ~S , 
ge Der ‘ —— ¥ 
oe ad ~ rr \ } 
Ais bec aa ee; } oe ren Sur 
oa: es = * ST) trr -= : flak 
: oy - <a Le. - ; i, : i 
paren 1 isa = 5 <a re ne, f rg ee rs ‘ ; YS om th .¥ 4 
ia x son Sacll™ : I tins et : a eo? A 
a ee, arg inte Sten ae Bee 4 , eet oe ‘ 
A de ee ES Re te a a am @t de 
, a> if - J ‘ on » = yal em wh ‘ i . / ‘ 
. gS. ae... < 4 I< we! | S — Saele ay Sg rhe gw sao / . #3; 
: ye we ee a | ~~ } ; ie ee) = : + 
: in 2 Pocione bs, yf epee ee he ome = 7 se 
ete rc £ kn Tee ae >t l-S+ = Pees wr td = ee 
ORR See See ee “aoe: eS” : | 
ren el ee a a) ee eee oe ks ao 
guia ts Fe) vl ' 7 et OE ote 4 teow a : ae —, ee i) "ae ee | 
Ponce i: Ps a _ a ae Oe = ex i 
Seer a be Ar i ui 2 ae = pt tit™ , > sel 5 -¢ ! ae ws 4 
oe ane: C 3 a e * p= eer art 7 = we ° ae ee ee, | Ac. - a] 
en = ‘ ~ a * enn - . y \ " a+ ‘ee nt eaten | 
Sees : i ee wt SE) eee yl. 8. gg Ko Sgt ho eS, i. ae 3 | 
ieee a = =... cn —~L 5 ~ eh eer = I Tenet. ; Rath Sie om id 
Coe eee ‘ a. ee ne usec” “pinta tea oth. Cm San . a 2 .s 
ae 4 a a, = ea ~ S08 ran Say 2S ee BS aa . 
ie, »- rome — ' 4 0 hell eh oe ake a = (~ &. a ‘. ‘ +. Ren 
i: : ak eee. Se ef bah bh a es eee Sli ag IRS ; . 
see > ee ee as «6 Bi~ 7 - RS iheie ae” Se eee, eee a * ' 
gee dle nS  @ See ee eee a 5 a 4 - oe Y A oo 2 | 
ee “  }. i me Mey —— mer ie tae omc 89. as a 5 ae... Pe KE +. ~~ ® 
ee. ~ = oe = gap hw il ond Wha et aaa eet Oo a ls Sy ane oS a ‘ 
ett — ~ = colt eotnall oineea sce ea ae Et Ye A ee 
gee 3 = Ie P33 } om Peete hae oO ee a ee eS SE 8 x. = oon 
Ae aS i QR ee Ee eee Og 
ad te | we 1. peas m : © OE ttt et et ec oe ee oe Se “i » Pee ME SS. - ar ? pe 
fetes nt JS | _ - C é —_. ~ je ; fore - a ml Net Sg ae ee ~ £ i “ne - 
ee | § Be fs > = | oe Sop Oo. see ee, z Se ae 
YS oat Ser | on Ye * dae 7 ie —_ " em Oat arn ‘5 ee So oe he AB. T . «= e } 
Ae ae \ i eae e ee te SESS "Reta = ae eas er bk. A ee ; 
Verses a =. - Rape Seat < yl ae A Fo. : “a ” B hg e- 
sec Ea Ms j 4 » Bh = * Be re = 3. BS ee, pith eS hy ~~ ae ~ ees 
i la Gis, he. Se how su — eee ne we sagt eles —- 4 Fog SC7SHORE pmBADEAS TING SYSTER 
ere Toe! a ie 2 ee’ ee oe Serer 
,” » we. eet ree Bas) ot ee ee a ee 
; h 6 i Lease,’ i ae ag ipa, AC Lae anne as on my Se 
. ay , ta i ee ain Preiss wie ae i es Veena enon T 
e i - cm J foc" - oe 7 . * ME. . ops 
YW tes ; i =i Se : i" + oe * se ° 
ee Fp 9K, Boag ve 3 Peet Ne, So Sse | | 
Togo 2 Ci iE ¥ H ff 2k ee a . : a > = — -\ 
Mees: a9 ett rch RS Bet ile + ore " = mr ee Reman 
ee We \ . \ Os ie r = ie Ss 3 Me Tonks 8 en ave ame COMTRAgE 
oe) ets, Mek at on ; % wrens 199% OF tm wee ta 
oy ae ~t rete es epee hind aI we > comme 
a dares —e = sb es . S pubwed ca fo 'S> ~ si 2] 
eye, { . J by? RY i ane “ we comme (I 
Pilg , 1 + \ { at bn foes ~~) “eae P 
ae { b Vea J ~ ~ (7 > ~-E \ “7 ao | ' 
les » oF. ae ber » *? oe ee ‘ ce eed 
a t . Vee ma. we a 4 Fare Oe pw P S| 
oe i Woke. tot as f roe 
“aad - Sra ee i : pM : aaa aa 
ee 7] 7] 
oy ‘ 
a Write for your Free 24°36" ie Le 
Ba a n . ener ence beoeoeDeS—>asenenaPaDSeSSSSRSEDSDEN 
sf Cia ‘ Eo be 
eee: = 23 ee, Si 4 j eee ‘ pad 
=. eystone - 
edie Uae =¥ 
et ‘ — 
Eye ts ed ee 
ies Se <ss 
2S. Tee . Sie 
FalegZ ont moo BROADCAS 4 [a a 
ae m STING SYSTEM, nc 
ee Pe 
fit a Nea eich intadigtas Seaase ce iain ancdi 
tL a 
ae See page 166 
at eee 
ies 
ems t : - , pe ay A 6 . a 
Ba eal Me ay Sa aon bar. i eae eaiseke ne eee a 1) Rae al 7 ec Ag! Oe are nhl 8 a OTS o>  RRESD . ora or cos at 
et ae Fae | Ra Se a a or peep anit tre oe a screen tgs 0 Sone 
Nae isk it I Sorte ERT eee serach anenanenphtintieat iamipene eee ae Dore agen Be een ET es me te Teas pe te NE Aiea SR SB 
Debi aed ae, i Be Sik Se rl Dp gee Te ee og fay geese EDTA seit a ae pid 9 matt sags Oke BS a PATE og)! ee Si terecege er 8 re ee ca eR 8 
ol Rae GR eee eae ae rr ee Re a a "Src ee A ni a Oo a Ie a ee ee Yak eae eae, 


Sell EN-R's 77,000 
and you sell the 
men who build America 


ENGINEERING 
NEWS-RECORD 


A McGraw-Hill Publication, 
330 West 42nd St., New York 36 


Survival in the fiercely 
competitive construction industry 
demands timely, accurate 
knowledge of constantly changing 
material, equipment and labor 
costs. For decades EN-R’s 
exclusive cost indexes and 

reports have been the standard 

of the industry...depended 

upon daily by wmportant 


construction men everywhere. 
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LOS ANGELES | 2,287,900 
PHILADELPHIA . 2,180,300. 
DETROIT ~—_—si1,943,800 © 
_ BALTIMORE =—-975,300 © 
CLEVELAND . 947,800 
WASHINGTON 8 

. LOUIS. 


MILWAUKEE : — ; 
PITTSBURGH : | 
CINCINNATI 


NOTE: the obove comparison of 15 cities with Family 
Day VARA Weekly's 556 county coverage area where it averages or 
ott. ey 60% or-more family coverage is made to dramatize 
nashaicapt apt FAMILY WEEKLY's Supercity of 173 
markets. (Populations above are for cities” ham 
"While it is true that for FAMILY WEEKLY We’ dre using 
total market area population figures, it is sqvelly trve we * 
"that it frequently requires several newspapers to satu- 
- rate these cities with the intensity of local coverage 


o * 
” » : 


Sa of. the newspapers that carry FAMILY Wwemtiy, 


os pees vot include Brooklyn NATURALLY! 
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i oe + Sanaa ea os i 2 oe jaa a ilps belie, ae pate ‘yee re aoe toa ee ae (Ti ghee aie. ss 48 ee. ‘ne Re eaeere wees 3 ag ii Mike a. yee 
Lae Pi 6 we york YANKEES 
aay » a 
ee - Ss 
ae — ———— 4 
Lees ae at) ues = ORs 
aa: ei eg ae es * a a a ‘ P J 
Ngee OP ae = om 3 ee a . - . / 
Ce | ae i = ie wv —_ Pe j 
ee eS es ‘> ~~ Papas a , 
oe | we | \2 reD Tim “A ceases. Ja } 
eeu: fe ‘ y, QSTON OX ‘ ee ’ aw? = 7 Te i 4 , 
Se G S| x a 
ies we \y NY a \ - Pe ha ' At we 
Wedges ILA perPnA j ; . \Y \ ig ww ‘ j t + _ ‘ 
iis Gen (Prit! 2 &. ——— foe — ey By 
ee = iat Ks or ~a ail . is Sy. . on a 
eee LAS ‘9 iy Ri Ye | 
ee ” @ 4 pO / a, t bay ~ Sa 
Sn Rome's j - 4 ai a te, 
ee i 2. Ps " “38 ‘ tig 
- > iTrseS” a a) - %® \ a 
aS ~ Sar Pal Ai AL { " 
a. YM me Oh, 
Re 3 “oO i Ws, a. x uy y j | | 
Be he ) \. get NR ‘ay: ) 
wae of M " LWAues : ¢ "hy P03 C,> rf’ F Ss SR i" " ie / 4 , 
ee iO op er i re cs  "¥ S< uh ; ee Se PR xp. : “4% 
i ~! , aii - SA ie, Se 
ete Voor 5 ~~ 1/ i , ta Dhies susie / 
me 4 ae a \ y 7 a ts\ ae 
aor aa > AY 
lesion, Oe oN WAR . N ‘ | 
a tal \ Mi MiFe Gy NG TON™ > N 
ee (> GPX 1 9 \ ee a "i 
ba re ( \¢ ‘ I 4 - yy Ke x 
ee . ee tT Tg MORE PEOPLE LIVE IN FAMILY WEEKLY's 
i a) UA P ca = SUPERCITY OF MIGHTY MIDDLE MARKETS 
ee gee We ; THAN LIVE IN ALL OF BASEBALL'S MAJOR 
; } : | eee aire ase St git ial 
: aa st ; 
ree . TC ATTL P? TPR A oC BEEP — _ =a 
ee a? ‘1 = Rid Adu 5 Same ie ee: ie wa "y ° 4 “a . 
ee ee J L — a : 
vip. SG, Feel / -—--@ : 4 
hus. i ae > \ . x ss SAN FRANCISCO 810,100 ; 
see ; vy 2 eg, (See 
a i . > | i ee cae > “= 
Se S| — = : ae 
= Wal a UMS were es 
aa — gh ae ae Ch ge 5 ee fe ; ee PP non eee ae Sra earns f - 
3 yi Nea (i WO eee \/ Total Major League Cities 23,236,500 4 
oe nat a fig ey oe ree, a 
‘Komen aal olls| (pee pe _ TOTAL FAMILY WEEKLY MARKET 24,997,100 = * 
er as 4) ‘¢ >, i} ’ ’ & ( e yj _ : a ee 
aa ba >” ‘ae > . Stes, | HY, 
Pe at f Mi? = Stes es | y 
ne ey LA . —- i— 
“a Te . 
cael Wd gas 
hen tee « 4 
r 
ee . 7 
Bars: 
nee 
a 
si 
ee . 
Sipe + ae 
1k MT gk gee edteb ces e.g eg eles a pieeg we week : cosa arc AE Oe me SON a eS a 
dee et Sg ec emg a pee ee 
es Sehe a “y 5 ae peo ves me a va ite . 2) sg nc: a sets ears era ee sada fe : ona eh eh sega Sh ad aenaney 5 aa =" a ee. a icine ae < fea ee a ai ES A : ee 2a 
rR a, Ea ao a ae ee eis. Ae er ag ri ee OP ees ees to oe ME ce Ss ate 


oe a eee, eee a re ee 
Si ee oe CIN! mee hes iy bots Ie ie 2 Sa ee ae ae oh Ree oe 
any ASU é ais ets eee er ee 


apical WE 


- a 
. 
-, 


giant Supercéty of 173 markets 
ib AG. in... 


SIZE and SALES 


Here is a major league that gets bigger every year. It’s the big sales 
league of 173 markets saturated by FAMILY WEEKLY, the Sunday 
Colorgravure magazine that is making history in advertising gains 


month after month. 


It’s big—more than 24 million people live and buy in the 556 counties 
where FAMILY WEEKLY is read by at least 20% of all families, where 


| average family coverage is 60%. 


It’s busy—$27,779,002,000 in annual retail sales are scored by mer- 
chantsin FAMILY WEEKLY’s giant Supercity of 173 markets. That 
means ONE dollar out of every $6.93 spent at retail in the entire U.S. 


. is spent in a market covered by FAMILY WEEKLY. 


Re her 
4 


Re ae wes 


Now is the time to take a new look at FAMILY WEEKLY'S saturation coverage 
of a giant segment of the U.S. market potential—the virtually unduplicated 
coverage of a Supercity of 173 key markets. Take a look, and you will see 
why advertisers increased their expenditures in FAMILY WEEKLY by 69% in 
the first four months of this year. 


FAMILY WEEKLY MAGAZINE, Inc. 


153 NORTH MICHIGAN AVENUE, CHICAGO 1 
Leonard S$. Davidow. President and Publisher 


NEW YORK 22: 405 Pork Avenue 
DETROIT 2: 3-223 General Motors Building 
CLEVELAND 15: 604 Hanno Building 
LOS ANGELES 5: Blonchard-Nichols, Assoc., 633 South Westmoreland Avenue 
SAN FRANCISCO 4: Bianchard-Nichols,.Assoc., 33 Post Street 
MIAMI 32: J. Bernard Cashion, Chamber of Commerce Bidg. 


REACHED IN SUCH DEPTH WITH ASINGLE MEDIUM 
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On the center spread appears the first 
advertisement announcing the sale of 
the famous LASSIE series for syndi- 
cation. So great has been the demand 
for this show that, prior to general 
release, these represent but a few of 


the hundred-plus markets already sold! 


Bakersfield, Calif. ...... KERO 
Baton Rouge, La. ...... WAFB 
Bellingham, Wash... .... KVOS 
Binghamton, N.Y. ...... WNBF 


OO Ee 
Goilee, idaho ....:++:.s2- KIDS 
Boston, Mass. ......... WBZ 
PET OS 6 6 ue ee eee Cee 


Bute, Mem. seca e 


For your market contact 


Television Programs of America, 


Inc., 488 Madison Ave., New York 22, N.Y. 


Advertising Age, May 5, 1958 


Jamian Upholds Honor of Small 
Shops; Bids for Lincoln Account 


(Continued from Page 2) 
agency little thinking. We're 
young enough to think for our- 
selves, hungry enough to blaze 
creative and merchandising trails. 

“And the fact is, our unique 
programs have made dollar suc- 
cesses for small clients against 
huge competitors. More fresh- 
thinking programs, market for 
market, have come out of Jamian 
than can be duplicated by any 
‘large’ agency. 

“We have thoughts now for you 
that are well worth considering. 
We will call you Wednesday to 
discuss this further.” 

The phone call brought an in- 
vitation to pitch for the Lincoln 
business. 


ws “We were the only agency bill- 
ing under $50,000,000 that was in- 


IN ARIZONA... 


IN PHOENIX... 


Every week 300,000 customers 
shop America’s only down- 
town regional shopping center. 
Known as Park Central, the 
beautiful, new center occupies 
47 Acres in the heart of 
fabulous Phoenix. 


Like so many hundreds of other 
Arizona industries, retailing 

has enjoyed a growing prosperity 
that reflects the state’s own 
amazing development. Retail 
sales in the Phoenix area have 
increased by a solid 33% 

in the last 5 years. 


everything grows better under our famous 
sunshine! First in percentage growth of life 
insurance, Arizona also leads the nation in per- 
centage growth of bank deposits, manufactur- 
ing employment, personal income, mineral 
production and the value of farm products. 
Arizona is second only to Nevada in percentage 
growth of population. The state has doubled its 
population since 1947 . . . and all signs point to 
doubling it again before 1977 comes round! 


You can reach 60% of all Arizona families in 


/ THE ARIZONA REPUBLIC 


Arizona's largest morning and evening newspapers 


y/ The Phoenix Gazette 


vited to make a presentation,” 
said Howard Mendelsohn of Jam- 
ian. “And when we say under, 
we mean under. Our billing is 
under $5,000,000.” 

“We went out to Detroit with 
a really unusual idea,” continued 
Mr. Mendelsohn. “Every other car 
today sells looks, horsepower, low- 
ness, size—mainly the physical 
characteristics of the car. We came 
to Lincoln with an idea of selling 
the car as ‘Your Home Away 
from Home’—a car every bit as 
luxurious and comfortable and 
modern as the finest home. 

_ “Why did we make this kind of 
presentation? For this reason: As 
an agency with a _ tremendous 
amount of experience in home fur- 
nishings, we were the first to in- 
troduce the ‘fashion touch’ to 
home furnishings advertising. 
We've been selling styling, fash- 
ion and design for years—and 
selling to the same. kind of cus- 
tomers that would Buy a Lincoln. 


= “We presented our campaign to 
Bob Nadal, Lincoln’s sales pro- 
motion manager, and to Bruce 
Miller, ad manager. They were 
quite impressed. But we didn’t 
get the business. We lost out be- 
cause Lincoln felt we didn’t have 
‘the facilities to service an auto- 
motive account.’ 

“This is not as anticlimactic as 
it sounds. The point is that we, a 
small agency, were able to get our 
foot in the door of a giant account. 
We competed with agencies bill- 
ing 50 times as much. Few agen- 
cies our size would have had the 
gumption to go after Lincoln. We 
did it because we feel advertising 
means ideas and that they can 
come from the little guys as well 


‘as the giants. 


“The unfortunate thing today is 
that most clients demand size and 
‘facilities’ before they choose an 
agency. We know anyone can ex- 
pand his facilities if he gets an 
account. But the important ques- 
tion is talent—ideas. They can 
come from a small agency as well 
as a big one. 

“And the chances are the small 
agency will work a lot harder and 
better for a big account because 
it’s the only one they have to con- 
centrate on.” 


= The $5,000,000 Lincoln account 
was resigned in January by 
Young & Rubicam. It went (with 
Continental) to Kenyon & Eck- 
hardt in March. Joseph E. Bayne, 
general sales manager of the 
M-E-L division of Ford, said, 
“The experience and long associ- 
ation which K&E has had with the 
Lincoln account weighed heavily.” 
He also pointed out that K&E al- 
ready had a national service or- 
ganization and a Detroit office to 
handle the account efficiently. + 


Glamorene Sets Drive 

Glamorene Inc., Clifton, N. J., 
will introduce its quart-size liquid 
rug cleaner with a $250,000 radio- 
tv campaign, beginning April 30. 
Ads will be used on “Jan Murray 
Treasure Hunt” (NBC), “Art 
Linkletter’s House Party” (CBS), 
“Don MeWNeill’s Breakfast Club” 
(ABC), and “The Couple Next 
Door” (CBS). 


Philip Zach Joins ‘Life’ 

Philip Zach, former president of 
Capper Publications, has joined 
Life, New York, as special assist- 
ant to the publisher. Mr. Zach left 
Capper last year when Oscar 
Stauffer bought the company. 


PRSA Moves Office 
The Public Relations Society of 
America has moved to new head- 
quarters at 375 Park Ave., New 
York. 
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First Fashion Pictures From Paris 


By AITTIE. CAMPBELL 

PICTURES of new Paris fashions, shown today for the first 
time in America, reveal the dramatic changes in fashion’s future. 

These photographs were taken in Paris exclusively for The 
Bulletin by French photographer Jacques Rouchon. Check jhe 
points of news they illustrate—news headlined less than a mohth 
ago from the French capital and already affecting American fash- 
jons as designers and manufacturers here prepare to adapt these 
creations in clothes Philadelphia shops will be showing in weeks 
to come. 

Note the audaciously short skirts and the space-age “newness” 
expressed in their look! See the “Trapeze Line” which made Yves 
St. Laurent, successor to the late Dior, the sensation of Paris! 

These and other points illustrated mark this season as the be 
ginning of a new fashion era! 


The Evening Bulletin 


|. Wesrens bei 


FASHIONS @ FOOD © CLUBS @ CHILDREN © HOME ¢ GARDENS 


riety is a reason why 


in Philadelphia nearly everybody reads The Bulletin 


For the latest in fashions, food, clubs, home, gardens 
and scores of other subjects, women in Greater Phila- 


delphia depend on The Evening and Sunday Bulletin. 


In fact, here is a newspaper tailored to meet the 
diversified interests of all members of the Philadelphia 
family. They find in The Bulletin a great variety of 
news of their community and their world. 


It is the family appeal of The Bulletin that helps 
make it such an effective advertising medium. It de- 
livers sales messages which are read in the home, 


where most of the decisions to buy are made. Phila- 
delphians like The Bulletin. They read it, respect it 
and respond to the advertising in it. 


The Bulletin goes home . . . delivers more copies to 
Greater Philadelphia families every seven days than 
any other newspaper. 


Advertising Offices: Philadelphia * New York * Chicago 
Representatives: Sawyer Ferguson Walker Company, Detroit 
Atlanta + Los Angeles + San Francisco + Seattle 

Florida Resorts: The Leonard Company, Miami Beach 


The Bulletin publishes the largest amount of R. O. P. recess 
color advertising in Philadelphia—Evening and Sunday! 


YVES ST. LAURENT OF DIOR shows a split-level version of the “Trapeze” with 


YVES ST. LAURENT OF DIOR shows the “Trapeze” with fairy-like quality for eve- GUY LAROCHE is non-conformist about the waist, 
ning. Billowy white nyloa net is star-dusted with jewels from princess neckline al- brief over-hang jacket = skirt flaring with wide box pleats. Slightly ‘onger pinching in the front, freeing the back. To be 
most to edge of knee-length skirt. To be edapted by Nanty Gowns for The Blum Store. than knee-lengeh. To be adapted by Hannah Troy for Nan Duskia. adapted by Seymour Fox for Bonwit Teller. 
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On the center spread appears the first 
advertisement announcing the. sale of 
the famous LASSIE series for syndi- 
cation. So great has been the demand 
for this show that, prior to general 
release, these represent but a few of 
the hundred-plus markets already sold! 


Cadillac, Mich.........WWTV 

Cape Girardeau, Mo...... KFVS Cleveland, Ohio ........WJW 

Charleston, W.Va. ......WCHS Colorado Springs, Colo... . KKTV 
Columbus, Ga......... WRBL 


Gries, Game. «1. et eo te OO 


For your market contact 


Television Programs of America, Inc., 488 Madison Ave., New York 22, N.Y. 


‘Fund Raiser,’ New Quarterly, | } 


to Bow in the Fall 
The Fund Raiser, a new quar- | 


‘ terly magazine, will make its de-| 


but this fall. It will be published 
by the Jennings Murphy Publish- 
ing Co., Detroit. 

Fund Raiser is believed to be| 
the first and only publication de- 
signed to serve specifically the 
fund raising program functions of 
clubs, schools, churches and 
lodges. It will have an estimated 
guaranteed controlled circulation 
of more than 100,000. The first is- 


sue is planned as a 64-page, self-| - 


cover offset production. 


Graphic Offers Bank Ads 

Graphic Arts Inc., Miami, is 
offering an ad service for savings 
and loan associations which pro- 
vides a series of 13 ads at a total 
cost of $490 on an “exclusive” 
basis—only one savings institu- 
tion in each county will be sold 
the campaign. 


THE NDIAWABOLIS"aRen 


@ Shoot the works! It really pays off in the Indianapolis area. It's 
big and it's rich . . . over 2,000,000 people who buy more because they 
have more! In Indianapolis alone the average annual income per 
family is $6,882 . . . 20% above the national average, and 9th among 


* THE 45-COUNTY TRADING AREA 
THAT'S BIGGER THAN YOU THINK! 


, Population: 2,029,000 
cities of over 600,000.t Retail sales per family average $4,615 an- ileal $3,430,000,000 
nually, 6th among cities of over 600,000.t With 58.4% coverage by Retail Sales: cnieienane 
The Star and The News, you're a sure-fire winner in this top-ranking Sibel : py ws 


market! Write today for complete market data. 


+1954 Census of Business & Retail Trade poe 
Sotelis STAR Morning & Sunday 
naporis INE WS... 


rie ie qe" 
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The Star and The News 


KELLY-SMITH COMPANY ¢ NATIONAL REPRESENTATIVES 


Advertising Age, May 5, 1958 


CLARK £. ZIMMERMAN has joined 
Lang, Fisher & Stashower, Cleve- 
land, as director of market re- 
search, as part of the agency’s ex- 
pansion of marketing services in 
consumer goods areas. He formerly 
was director of research of Mc- 
Cann-Erickson, Cleveland. 


Co-op Ad Ruling by 
U.S. Draws Fire of 
Hollywood Adclub 


Los ANGELES, April 29—Last 
month’s Internal Revenue Service 
proposal to include co-op ad funds 
in a commodity’s base price for 
excise tax purposes (AA, March 
31) has drawn fire from the Holly- 
wood Advertising Club. 

Writing on behalf of the club to 
Rep. Joe Holt (R., Cal.), George 
Burtt, the club’s managing direc- 
tor, charged that “taxes on adver- 
tising are, in effect, blows against 
free speech and a ‘free press’—in- 
terpreted td mean all the usual 
means of communication of news, 
ideas and information.” 


® Included with the letter was a 
reprint of a group of Home Fur- 
nishings Daily stories reporting 
that dealers throughout the coun- 
try fear the proposed ruling would 
reduce or eliminate their co-op ad 
funds, thus curtailing business. 

Mr. Burtt’s letter asked only that 
Rep. Holt “be alerted [to the de- 
velopment] and thus be able to 
take such action as you judge ap- 
propriate.” He noted, however, that 
several other regional advertising 
groups—Los Angeles Advertising 
Club, Southern California Broad- 
casters Assn. and the Western 
States Advertising Agencies Assn. 
—are being invited to join in pro- 
test action against the proposed 
measure. #..*.... 


Industrial Editors Elect 
McCormick President 

James McCormick of E. I. du 
Pont de Nemours & Co., Wilming- 
ton, Del., has been elected presi- 
dent of the American Assn. of In- 
dustrial Editors. Mr. McCormick 
is responsible for the advertising, 
promotion and merchandising of a 
new thermoplastic, Delrin, devel- 
oped by Du Pont. He is also re- 
sponsible for the production of 20 
publications to promote the new 
product. 

Other officers elected include 
Woodson Knight, Atlantic Refin- 
ing Co., Philadelphia, Ist vp; Les- 
ter J. Straits, Standard Oil Co., 
Cleveland; Walter C. Van Buren, 
Moore Business Forms Inc., Ni- 
agara Falls, N. Y.; and Eugene L. 
Lang, General Electric Co., Cin- 
cinnati, regional vps; Alice T. 
Nestler, S. E. Massengill Co., Bris- 
tol, Tenn., secretary; and William 
F. Smith Jr., Leeds & Northrup 
Co., North Wales, Pa., treasurer. 
The 1959 annual meeting will be 
held in April at Syracuse, N. Y. 


Two Join ‘TV Guide’ 

TV Guide, Radnor, Pa., has 
added Edwin L. Johnson to its 
Chicago sales staff and Lloyd S. 
Perlin to the Cleveland sales de- 
partment. Mr. Johnson was with 
Branham Co. and R. R. Donnelley 
Co.; Mr. Perlin was an assistant 
store manager of Bond Stores Inc. 
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*H. E. Dadson, 
Advertising M 


Mechanical Goods Division 


United States 


anager 


Rubber 


McGraw-Hill Publications © 


McGRAW-HILL PUBLISHING COMPANY, NEW YORK 36, N. Y. 


To determine whether seasonal spot or consistent year ‘round 
scheduling is most effective, Ed Dadson utilizes information 
furnished by McGraw-Hill’s Laboratory of Advertising Per- 
formance. Research results prove that consistent advertising 
pays off. Here’s why: 

1. Advertisers who used twelve or thirteen insertions per year 
averaged 27% greater readership scores per advertisement 
when compared with advertisers who used one to five insertions. 
2. Greater frequency of insertion, in itself, appears to build 
reader habit that results in an attention-bonus for the 
advertiser. 

3. Cost for “Read Most” readership was 22% less for the 12 to 
13-time advertiser, compared to the | to 5-time advertiser. 


Studies such as this are a continuing project at McGraw-Hill. 
They are designed to provide a better understanding of how 
good advertising in good business magazines helps create 
more sales. 

By concentrating your advertising, year “round, in the one 
or more McGraw-Hill magazines serving your markets, your 
advertising will produce more productive readership per 
advertisement. 


FON Sani 


consistent 


330 WEST 42ND STREET, 


scheduling 


pay off?” 


From Laboratory of Advertising Performance Sheet 3053: An analysis of 706 
one-page advertisements. Page rate and circulation of the publications were 
averaged to arrive at the index of cost per reader. Starch readership scores 
were developed through 2,400 personal subscriber interviews in 1952. This 
study indicates that, the more frequently they appear, good advertisements 
are better read and recalled. For your copy of research sheets analyzing 
scheduling effect on cost-per-reader, contact your McGraw-Hill office. 


INDEX OF AVERAGE READ MOST SCORES BY THE 
NUMBER OF INSERTIONS USED BY ADVERTISERS 
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Burke Higgins 


Higgins, WTHI-TV-AM-FM, Terre Haute. The center photo shows 


NAB Hits 7 


Stations 


as TV Code Violators 


(Continued from Page 3) 
that the board hopes that the sta- 
tions will make the necessary 
changes to remain eligible for code 
membership. But he added: 

“In fairness to the overwhelm- 
ing majority of the stations and 
networks which do observe, in sub- 
stantial fashion, the code’s recom- 
mendations, it is the board’s intent 
to deprive of subscriptions those 
stations which cannot or will not 
operate consistent with the code’s 
provisions ... Obviously if the low- 
est common denominator sets the 
minimum standards of practice for 


precautions accordingly. 

“The code’s provisions. for self- 
discipline are certainly to be pre- 
ferred to outside censorship. If the 
violations were more common, an 
industry czar might be indicated; 
but it would seem to me that strict 
enforcement of your present pro- 


Mrs. T. Sarnoff 
NAB FESTIVITIES—Partying at the National Assn. of Broadcasters convention in Los An- 
geles were executives of CBS and affiliates: Hubbell Robinson, CBS exec vp; Vann M. 
Kennedy, KZTV, Corpus Christi; Harry D. Burke, KODE-TV, Joplin, and Joseph M. 


Bilby T. Sarnoff 


NBC executives 


gins to take effect among consum- 
ers. 

“It seems to me that broadcast- 
ers can promote selling now by 
building the best possible case for 
vigorous use of your media this 
summer,” he suggested. “Tradition- 
al summertime practices may well 
be reviewed to be sure that use of 
your media by individual adver- 
tisers is all that it should be in 
relation to their summertime mar- 
ket potential. 

“Strong programs can dominate 
summertime schedules. Advantages 


cedures should be adequate. Last | ined this summer can help win 


year 75% of all violations were | 8reater 


share-of-audience and 


found on 15% of the monitored|8reater share-of-market for next 
stations. Not only must the abuses | fall and winter,” the agency exec- 
of this minority be corrected, but | Utive said. 


the remaining violations among all 
other stations. A 100% compliance 
is needed. 


our code, the document soon will | 


become insignificant.” 


NAB members and code sub-| 
scribers are not necessarily the| 


same. 24 association members do 
not subscribe to the code; six code 
subscribers are not in the associa- 
tion. Mr. Quarton invited the code 


subscribers to stay in NAB even | 
if they have to give up their code 


of good practices seal. He empha- 
sized that 85% of the code viola- 
tions turned up on about one- 
fourth of the stations. 

While the code session was one 
of the most potentially provoca- 
tive on the schedule, it drew a 


very small house from the more) 


than 2,000 broadcasters in attend- 
ance at the convention. There were 
no questions from the floor. 


s In a featured luncheon address, 
McCann’s Marion Harper suggest- 


ed that the majority of responsible | 


telecasters are being penalized by 
the poor taste and over-commer- 
cialization of a few. 

He warned that simple state- 
ment of the proportion of offend- 
ing telecasters—‘‘a seemingly neg- 
ligible 2%” which go beyond the 
allowed amount of time—‘can be 
misleading. For the effect of vio- 
lations is far more serious.” 

Mr. Harper pointed out that the 
problem, as noted in the code, is 
one of courtesy and good taste as 
well as length of commercials. 

“This of course is the most dif- 
ficult area,” he said. “What may 
not be annoying or disturbing in 
some homes will be found offen- 
sive in others. Each of us can re- 
call commercials which we re- 
garded as objectionable in one 
way or another—being yelled at 
by a pitchman playing doctor; by 
the use of repetition as an irritant 
and tension builder; by noisy dis- 
cussions of sweat glands or diges- 
tive tracts during a dinner time 
news show. 

“Again, if we stop to count up 
specific cases of taste violations, we 
find relatively few. And yet it is 
easy to understand how a small 
proportion can color people’s at- 
titudes. It would seem desirable to 
determine—on a continuing basis— 
what the threshold of irritation for 
your audiences actually is and take 


|@ “Offensive advertising in print 
media will usually produce little 
more than boredom. But the impact 
of broadcasting is so immediate 
that offenses provoke anger. An- 
ger amplifies and exaggerates. 
Prejudice is created not only to- 
ward the particular advertising 
message but toward advertising in 
general. And there is harm to au- 
dience relations, business relations 
and government relations. 

“Triple spotting is an abuse of 
stations, while over-long commer- 
cials are clearly an abuse of ad- 
vertisers and their agencies. But 
whoever is at fault, the broadcast- 
er is responsible for his medium 
and for the observance of good 
broadcasting standards. 

“It is your property which is 
being depreciated. The very ad- 
| vertisers who pressure you to ac- 
cept offensive commercials not 
only discourage others from using 
your medium, but they themselves 
may not return to your stations— 
if the abuses have had the effect of 
reducing audience and effective- 
ness,” Mr. Harper advised the tv 
men. 


s The second major point empha- 
‘sized by the McCann-Erickson 
| president was the proper attitude 
| for business to take during a reces- 
sion. 

| “A time of recession is the most 
favorable time for a change in 
competitive positions,’’ Mr. Harper 
asserted. “Companies which are 
second and third in their fields—by 
|applying extra pressures and de- 
vising creative strategies—can gain 


|advantages which they can carry 


into times of prosperity. 
“Leaders in their 


| sit through a recession. To main- 
tain leadership they must follow 
aggressive, imaginative programs. 
Whatever their position, if com- 
panies wish to be growth com- 
panies, they must certainly behave 
like growth companies,” he con- 
tinued. 

Mr. Harper suggested that the 
slogan, “Sell Now,” must become 
effective throughout business be- 
fore the slogan, “Buy Now,” be- 


respective | 
fields correspondingly cannot just | 


Mr. Harper also called on the 
broadcasters for all-out participa- 


tion in the Advertising Council’s | 


campaign to build confidence and 
thereby beat back the recession. + 


John Gilman, 63, 
Former Ad Exec of 


Lever, Colgate, Dies 


TRIVERTON, R. I., May 1—John R. 
Gilman, 63, retired vp of Roy S. 
Durstine Inc. and former vp in 
charge of advertising of Lever 
Bros. Co. and at Colgate-Palm- 
olive-Peet Co., died yesterday at his 
home here after a brief illness.’ Mr. 


Gilman reportedly had not enjoyed | 


good health for several years, and 
his retirement from the Durstine 
agency in 1954 was said to have 
been because of his impaired phys- 
ical condition. 

Following his graduation from 
Harvard College in 1917, Mr. Gil- 
man joined Lever Bros. He was as- 
sistant and then associate adver- 
tising manager, and for about ten 
years he was vp in charge of ad- 
vertising and a director of the 
company. 

In 1932 he joined Colgate-Palm- 
olive-Peet Co. as advertising man- 
ager of several product group divi- 
sions and in 1946 was elected vp in 
charge of all of the company’s ad- 
vertising. He resigned suddenly in 
1952. Shortly afterward he joined 
Durstine as a vp. 


s Mr. Gilman was credited with 
originating the “Lux Radio Thea- 
ter,” and he had a reputation of 
never sparing himself, often work- 
ing 16 and 18 hours a day when he 
felt conditions required it. 

After leaving the Durstine agen- 
cy he became an advertising con- 
sultant for a few accounts, coming 
to New York for a few days at a 
time each month. 

He was a member of the Harvard 
Club of New York and a former 
governor of the Harvard Club of 
Boston. # 


Promotes Jim Steen Jr. 

Jim Steen Jr. has been appointed 
advertising manager of Plastics In- 
dustry, New York. He was formerly 
on the sales staff of the magazine 
as well as other books published 
by Vincent Edwards & Co. 


Mitchell 


R. Sarnoff Stone 


NAB's Ban on 
Show Suppliers 
May Not Stick 


(Continued from Page 2) 
the exhibits cause too many di- 
versions which take their minds 
off top-level business problems 
that need attention. 

Nevertheless they turned out in 
droves for the trek to the film 
cocktail party at the Beverly 
Hilton Hotel, in far off Beverly 
Hills Monday, and they wended 


their way through the corridors) 


of the Biltmore, freighted down 
with canes distributed by World 
Broadcasting System, the minia- 
ture accordions handed out by 
RCA and an array of colorful hats 
and trivia passed out by other 
promoters of programming mate- 
rials. 


s Program folk in turn were not 
sure what to make of their situa- 
tion. Only a few days ago the cus- 
tomers had voted overwhehningly 
to throw them out. But if there 
was anything personal in the vote, 
it wasn’t evident in any of the 
conversation over liquid refresh- 
ments at the various exhibit rooms, 
nor over the barbecue sandwiches 
which NTA handed out to guests 
who filed through the swinging 
doors of its decorated “Gold Rush 
Saloon.” 

Nor was there any shortage of 
broadcasters waiting in line to be 
photographed looking out of the 
window of the “Gray Ghost” train 
at CBS Television Film Sales, 
or to be sketched by the girl car- 
toonist at Associated Artists Pro- 
ductions. 

Under the plan sponsored by 
NAB’s directors, program suppliers 
will not be allowed to register at 
convention . headquarters when 
NAB swings back to Chicago next 
fall. Directors take the position 
that future meetings should be 
pointed toward the _ industry’s 
public relations, management and 
engineering problems, with at- 
tendance confined to owners, 
managers and engineers. 


# Some directors contend the 
programming people convert the 
convention into a trade show, un- 
dermining the high professional 
tone the industry would like to 
set. They are content to have the 
manufacturers of transmitters and 
other equipment remain in the an- 
nual meeting, because they feel the 
purchase of equipment is a matter 
of concern to owners. And in any 
event they regard the equipment 
suppliers as more dignified than 
the show business folk from the 
programming field. 

If the new plan works as its 
sponsors hope, the program people 
will do their work at the series of 
eight regional conferences which 


Quinlan 


Siegel Seligman  Pival 


Robert Sarnoff, Tom Sarnoff and Kenneth Bilby, plus Mrs. Tom Sarnoff. At the right 
are five ABC station managers with Simon B. Siegel, AB-PT vp. The five are John 
Mitchell, KGO, San Francisco; Robert Stone, WABC-TV, New York; Sterling Quinlan, 
WBKB, Chicago; S. J. Seligman, KABC-TV, Los Angeles; John Pival, WXYZ, Detroit. 


NAB sponsors in the fall. 

NAB staff people indicate there 
may have been other reasons why 
broadcasters flocked to throw out 
the programming exhibits after 
this year. Many voted “yes” on the 
by-law after fighting off a string 
of program directors and other de- 
partment heads who wanted to 
make the trip to Los Angeles. 
Broadcasters supporting the 
change argued programming ma- 
terials would be available to more 
station employes if it was brought 
to the regional i. eetings, and the 
cost of attending conventions 
would be significantly reduced. 


= Program suppliers voiced a wide 
range of reactions to the change. 
Some, who pay as much as $1,200 
a year to NAB in dues, thought 
they would resign from the associ- 
ation. Others said philosophically, 
“If we are not wanted, we won’t 
come. But it will be a dull conven- 
| tion without us, and they will be 
| inviting us back.” 

Early in the week there was 
| talk of a meeting of film people to 
|draft spontaneous resignations. 
NAB’s president, Harold Fellows, 
urged them to be calm, and they 
are now talking of a meeting in 
New York in another two or three 
weeks to decide on a course of 
action. 

Some were arguing that without 
an exhibit at the convention, there 
isn’t much point in belonging to 
NAB. There was talk of a separate 
convention preceding or simultan- 
eous with the NAB meeting. Others 
seemed inclined to troop to the 
regional meetings. 

But some indicated they have 
little enthusiasm for the regional 
meeting plan. They note that the 
meetings are held in the fall, when 
schedules are already fixed. “It 
is neither the right time for us, nor 
will there be the right people,” 
they say. “We want to meet these 
people while there is still time to 
sell them something,” and “we 
aren’t particularly interested in 
spending time with people who 
aren’t in a position to make deci- 
sions.” # 


Armour Expands Campaign 

Armour Auxiliaries Inc., Chi- 
cago, is expanding its campaign 
for Liquid Chiffon with quarter- 
hour segments of “The Price is 
Right” and “Dough-Re-Mi’’—each 
every other Monday. Chiffon’s 
“Mr. Oops” will be featured in 
the commercials. The tv purchases 
are in addition to Liquid Chif- 
fon’s regular co-sponsorship of 
Arthur Godfrey’s program on CBS 
radio and ty and “Perry Mason” 
(CBS-TV). Foote, Cone & Beld- 
ing is the agency. 


Fairchild Names Boland 

Boland Associates, San Fran- 
cisco, has been appointed to han- 
dle advertising for Fairchild 
Semiconductor Corp., Palo Alto, 
manufacturer of high frequency 
silicon transistors. A trade paper 
campaign supplemented with di- 
rect mail and technical literature 
is planned. 
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THERE'S A BIG DIFFERENCE IN THE THREE HOUSTON NEWSPAPERS... 


‘cade 


Se : y iitiel ie 


AND ADVERTISERS know 1 


CHECK THE BIG DIFFERENCE FOR YOURSELF? 


4 | Gees V 


The Chronicle leads Houston’s other two newspapers in 19 out of the 24 Media 
Records RETAIL Classifications! 


The Chronicle carries over 3 times as much EXCLUSIVE RETAIL linage as both other 
Houston papers COMBINED! 


The Chronicle receives the MAJORITY of linage placed by 64% of all RETAIL Advertisers! 


The Chronicle leads Houston’s other two newspapers in 20 of the 22 Media Records 
GENERAL Classifications! 


The Chronicle carries over 22 times as-much EXCLUSIVE General Linage as both other 
Houston papers COMBINED! 


The Chronicle receives the MAJORITY of the linage placed by 65% of ail GENERAL 
Advertisers! 


The Chronicle leads Houston's other two newspapers in 25 of the 28 CLASSIFIED Classi- 
fications! 


The Chronicle is 3rd in the entire nation in the number of CLASSIFIED ADS published, 
among evening newspapers! 


The Chronicle carries over 2 times as many CLASSIFIED ads as the morning paper, The 
Houston Post. . . over 10 times as many as the other evening paper, The Houston Press! 


The Chronicle publishes more FINANCIAL linage than both other Houston newspapers! 


. and even more important, receives 73% of all EXCLUSIVE FINANCIAL linage placed 
in Houston’s 3 newspapers! 


The Chronicle publishes more AUTOMOTIVE linage than both other Houston papers... 


. and even more important, receives 65% of all EXCLUSIVE AUTOMOTIVE linage 
placed in Houston’s three newspapers! 


TOTAL LINAGE 1957 


CARRIES MORE TOTAL CHRONICLE . . . . 42,710,266 
LINES 


ADVERTISING THAN =| pose |... . . 31,694,991 
BOTH OTHER HOUSTON Lines 


PAPERS COMBINED ess e+ Oe 


THE CHRONICLE 


O 


THE REASON... Fy otul / 


THE HOUSTON CHRONICLE 


JOHN T. JONES, JR., President 
R. W. McCARTHY, Advertising Director 
M. J. GIBBONS, General Advertising Mgr. 


THE BRANHAM COMPANY — National Representatives 


-_ SOURCE: MEDIA RECORDS YEAR 1957 
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Creditors Hover 


as Seaboard Drug 
Bankruptcy Nears 


New York, April 29—Judge Wil- | 
liam B. Herlands has signed an| 
order adjudging the Seaboard Drug | 
Co. as bankrupt. The company has | 
been assigned to Herbert Loewen- 
thal, referee in bankruptcy. 

Counsel for Seaboard had indi- 
cated he was in accord with the 
trustee’s recommendation that Sea- 
boara@’s assets be sold for the bene- 
fit of creditors. The largest cred- 
itor is Grant Advertising, with a 
claim of $110,404 against its former 


client. All told there are some 300 
creditors, plus 1,400 stockholders | 
whose $300,000 investment has 
been wiped out. 

Assets, which were approximate- | 
ly $3,000 when the company was 
assigned to the court trustee last | 
spring for possible reorganization, | 
are now placed at slightly over | 
$25,000. Administrative expenses | 
and taxes must be paid before any 
creditors become eligible. | 

An oral motion by counsel for 
Carlos Franco Associates to trans- 
fer its claim against Seaboard to 
the state courts for action was de- 
nied by Judge Herlands with the 
indication that he would deny the 
motion in written form as well. 
Franco, Seaboard’s agency before 
Grant, is pressing a $156,000 suit 
against Seaboard (AA, April 21). 


s One “innocent shareholder,” 
Samuel Nehemiah, who said he 
owned 2,600 shares, told the court | 
that Walter Winchell’s plugs were 
responsible for his purchase and 
he thought that Mr. Winchell, who- 
was sponsored by Seaboard at 
one time, and others “should be) 
brought before the bar of justice.” | 

The trustee told the court that 
he had so much returned merchan- 
dise that he feared for the strength | 
of the floor on which it was being 
stored. Later Mr. Schwartz said | 
McKesson-Robbins held $10,000 
worth of consignment merchandise | 
it was ready “to ship on signal.” | 

More seriously than in jest, Mr. 
Schwartz told a small group of 
listeners that he would be happy 
to accept 5¢ a bottle for Mericin, | 
Seaboard’s arthritic pain reliever 
which originally sold for $4.95. + 


Weed Opens Dallas Office 

Weed TV Corp. and Weed Radio 
Corp., New York, have opened | 
their ninth regional office in the| 
Davis Bldg., 1309 Main St., Dallas. | 
Homer H. Odom, formerly sales) 
manager of WACO, Waco, Tex.., | 
has been appointed manager of | 
the new office. 


Loughran to Donahue & Coe 
James M. Loughran, formerly an | 
account supervisor with Erwin) 
Wasey, Ruthrauff & Ryan, Los| 
Angeles, has been appointed vp in| 
charge of client service for the Los | 
Angeles office of Donahue & Coe. | 


Ivers Joins Marshall & Coch 

Robert L. Ivers, formerly of the 
promotion art staff of the New| 
York Mirror, has joined Marshall | 
& Coch, New York, as art director 
of the agency’s media accounts, a 
new post. 


it type 


IN SECONDS! 


Tens of thousands of artists, | 
ad men, printers, editors and | 
students have discovered the | 
Haberule Visual Copy-Caster | 
to be the simplest, fastest, most 
accurate copy-fitting tool ever 
devised. At art supply stores | 
or order direct... only $7.50 | 


HABERULE 


BOX AA-245 + WILTON + CONN. | 


Wasserman Buys ‘News’ 13. page layouts, adaptable ‘for 
The Daily News, Amesbury, |smaller ads as well. Each ad con- 

Mass., has been purchased by tains a merchandising theme and 

Amesbury Daily News Inc., a new | is illustrated. 

corporation headed by William S. 

Wasserman Jr., from Amesbury’ Tussy Names Schliemann 

Publishing Co. Mr. Wasserman William P. Schliemann, former- 

formerly was business manager of ly assistant director of eastern 

the Daily Record, Middletown,| operations for Helene Curtis In- 


se A |dustries, has been appointed as- 
beeen sales manager of the Tussy 
Offers Food Ad Service |cosmetics division of Lehn & Fink 


Stamps - Conhaim - Whitehead, | Products Corp., New York. 
New York, has announced a food | 


advertising service for supermar-| Vibra Names Reid, Decker 
kets and food stores. Published Vibra Screw Co., Belleville, 


quarterly, the service will contain|N. J., maker of dry materials. 


Advertising Age, May 5, 1958 


feeders, has named Reid, Decker &| Hinde & Dauche Paper Co., has 
Stocki, Newark, to handle adver-|joined Thomson-Leeds Co., New 
tising and promotion. Reid, Decker! York, as vp. The company de- 
estimated the account would bill|signs and makes advertising spe- 
about $25,000 this year. The for-. cialties. 
mer agency is John Philips Ad- 
vertising, Bloomfield. Monogram Names Wallace 
Donald P. Wallace, formerly of 
D. P. Brother Inc., has been 
named Detroit resident salesman 


Freed Joins Servo 
Arthur Freed, formerly presi- 


| 


_dent of Freed Electronics & Con-|by Monogram Art Studio, New 


trols Corp., has joined Servo Corp. | York. 
of America, New Hyde Park, N. Y., 
as vp of marketing. Dell Moves Offices 
Dell Publishing Co. has moved 
Applegate Joins Thomson-Leeds | its offices: to 750 Third Ave., New 
Claude Applegate, formerly of! York. 
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RCA Denies U. S. 
Expert's Charge of 
TV Patent Monopoly 


WASHINGTON, April 29—The for- 
mer Federal Communications 
Commission patent expert whose 
reports triggered the Justice De- 
partment anti-trust suit against 
Radio Corp. of America took his 
case for FCC cancelation of NBC 


radio and tv station licenses to the | FCC act, but the duty, to cancel the) 
House legislative oversight sub-| RCA licenses. Subcommittee mem- | 


Harris (D., Ark.) promised care- 
ful consideration and complete 
hearings. In a later statement to 
reporters by Rep. Harris, however, 
he indicated indecision about 
further hearings on the subject. 
William H. Bauer, chief patent 
expert for the FCC until his re- 
tirement late last year, accused 
RCA of patent misuse and result- 
ing monopoly in fm, b&w tv and| 
color tv. He said the FCC not) 
only has the authority under the | 


committee. RCA owns the network.| ber John J. Flynt Jr. (D., Ga.) | 
Subcommittee Chairman Oren’ contended that the FCC does na 


have such authority if there has 
been no court conviction. 


= RCA issued a statement to the 
effect that since the matters Mr. 
Bauer testified about are now in 
court, “It would be inappropriate 
to comment ... other than to state 
that the allegations are completely 
unfounded.” 

In a letter to the subcommittee, 
RCA listed existing patents in 
color tv, of which only three of 
seven are controlled by RCA. 
It told the subcommittee that “the 
present FCC color standards em- 
body technical signal specifications 


recommended by virtually the 
entire industry and approved by 
the commission as the best avail- 
able...” # 


Sullivan, Stauffer Boosts Smith 

Ralph Smith has been named vp 
in charge of operations at Sullivan, 
Stauffer, Colwell & Bayles, New 
York. Mr. Smith will also continue 
as an account supervisor. 


Graft Joins Kane Advertising 
John T. Graff, formerly with 
Fletcher D. Richards Inc., has 
joined R. B. Kane Advertising, New 
York, in an executive capacity. 


ee ——— 
rm] 


PLENTY: Live Music to swing out 
your sales campaign. 
that win extra points for your prod- 
uct... and that’s not all. A Farm 
program that’ll put your tractor in 
high gear. A Women’s feature 
that’ll put your cosmetic on a mil- 
lion faces.... You name the product ; 
we’ve got a program that can sell it. 


Sports events 


But programs alone don’t do it: It’s 
the people behind them that convert 
listeners into customers. And we 


have the people—over 200 top-flight 
personalities that breathe life into 


pendent competition. 


every program and commercial. 
Audiences respond to this vigor and 
know-how. They respect it. 


Proof? We have it: A recent study 
in six cities by Motivation Analysis, 
Inc. showed clearly that our Person- 
ality Programming gets far greater 
listener attention than the Inde- 


What’s more, the very scope of our 
program schedule inspires audience 
belief. People think of our stations 
as big and authoritative. They be- 
lieve in our programs. And finally, 
they believe in your commercials. 
This is our case. It can be yours. 


<< CBS RADIO SPOT SALES 


WCBS, New York 
WBBM, Chicago 


KNX, Los Angeles 
WCAU, Philadelphia 
WCCO, Minneapolis-St. Paul 


WEEIT, Boston 
KMOX, St. Louis 


KCBS, San Francisco 


WBT, Charlotte 
WRVA, Richmond 


WTOP, Washington 
KSL, Salt Lake City 
WMBR, Jacksonville 


KOIN, Portland 


CBS Radio Pacific Network 


and CBS Radio 


New England Network. 
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NEW—Kreml Corrective, a_ hair 
preparation that “kills infectious 
dandruff germs” will be launched 
|May 10 by Pharmaceuticals Inc. 
|in tv and newspapers. Parkson Ad- 
| vertising, New York, is the agency. 


Hum Joins F. C. Russell Co. 

| Robert R. Hum, formerly of Mel- 
‘drum & Fewsmith, Cleveland, has 
|joined F. C. Russell Co., Columbi- 
ana, O., in the new position of 
sales promotion manager for the 
|;company’s line of doors, windows 
and allied products. 


Organ Studio to Shaller-Rubin 

Mark Laub Lowrey Organ Stu- 
dios, Ridgewood, N. J., organ sales 
and lessons, has named Shaller- 
Rubin Co., New York, to handle 
advertising. There is no previous 
agency of record. 


Joslin Joins Ad Association 

Joslin Advertising, St. Louis, has 
been elected to membership in the 
|National Assn. of Transportation 
Advertising. 


PA 3,465 


SOLD 


PHONE, 


AND OFF 
THE FLOOR!* 


*One ROP color ad 
did it for Richards 
in Miami. 
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RACE “come. 
{ 910 East 138th Street 
|. » New York 54, N.Y. 
Ne i 
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... there’s MORE to every food 
operation .. . and it’s this TOTAL 
consideration that is of vital 
interest to every Institutions’ 
executive... 


Uncover it where you may — in a hotel, hospital, restaurant, school or any type of mass 
feeding Institution — a food service operation, anywhere, represents a totality of interests. 
It includes food, food service, maintenance, building planning and construction, interior 
design and decoration, housekeeping, management, merchandising, sanitation, person- 
nel, safety, etc. Translated into basic needs, this range of interest represents products, 
services and equipment used throughout all segments of the $40 billion Institutions Mar- 
ket. And the Institutions’ executive—the man YOU MUST SELL — is vitally interested in 
these products, services and equipment. 


it’s this diversity of interests among all 
Institutions’ executives that attracts 
readers to INSTITUTIONS Magazine! 


As is usually the case in any personal interest, there naturally follows an outlet: a source 


for further discovery, information, mutual appreciation of the same sphere of interest. 
The Institutions field is no exception, for collectively and individually, the men who lead 


the field, who have this alikeness of interest, have found their stimulating / motivating out- 
let: INSTITUTIONS Magazine. It helps him control costs. It helps him operate in an 


efficient and economical manner. 


It’s this way with thousands of Institutions’ executives — and their key executives — 
representing every segment of the vast, sales-prolific Institutions Market. It should be 
a cue to use INSTITUTIONS Magazine when talking to Institutions’ executives. 


— | — Fe 


consult your advertising agency @®: so, 


THE MARKET: 
Hotels 


Restaurants 

Hospitals 

Motels 

Clubs 

Industrial Cafeterias 

Sanitariums 

Schools 

Colleges 

Youth Service Organizations 

Military Installations 

Office Buildings 

Transportation Systems 

And Other Institutions 

Plus Their Consultants 
and Suppliers 


¥ 


IS | -wSuvwruvrrvwrwTw!’ 
MAGAZINE OF MASS FEEDING - MASS HOUSING 


the idea stimulating /sales motivating 
magazine for institutions’ executives 


DEPT. M-5, 1801 PRAIRIE AVE. © CHICAGO 16, ILL. 
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Fondren Proud Boker 
AFA DOINGS—At the left, James C. Proud, president of the Advertising 
Federation of America, congratulates the newly-elected 9th district 
AFA governor, Lee Fondren of KLZ, Denver, and board chairman, 
Newt Baker of Black, Sivalls & Bryson, Kansas City, at the annual 


feature 


SEND FOR a copy of FEATURE — 


| Via 
vy 


Dodderidge 
district convention held in Kansas City. At the right are Dick Dod- 
deridge, Bruce B. Brewer & Co., Kansas City, convention chairman, 
and speakers Ben Donaldson, Ford Motor Co.; 
Research Institute, and A. C. Nielsen Jr., A. C. Nielsen Co. 


Advertising Age, May 5, 1958 


Cheskin Nielsen 


Louis Cheskin, Color 


America's only publicity medium. 
It reaches leading U.S. editors with 
Communications Counselors, pr 


you publicity features. |affiliate of McCann-Erickson, has 


CENTRAL FEATURE NEWS INC| moved its New York offices to 750 


1475 Broadway, New York 36, New York Third Ave. 


EWRR Promotes Drake Liftsavers Sets $500,000 

George Drake, a creative vp of Newspaper, TV Spot Drive 
Erwin Wasey, Ruthrauff & Ryan, Liftsavers Inc., New York, will 
has been named copy director of| launch a $500, 000 newspaper, ra- 
the Chicago office. 'dio and tv campaign the first part 
of May to introduce its new heel 


Moves New York Oftice 


|device which saves heel lifts from 
wear. The product is a moked 
lift which women slip over their 
heel lifts to keep them “forever | 
new.” To date, more than 1,000,000 
pairs have been sold through drug, | 
variety, department, and _ shoe 
chain stores, the company reports. 

The campaign will consist of 
| radio spots, multiple insertions in 
|newspapers in the 24 largest mar- 
kets and tv spots in 60 markets. 
Products Services Inc., New York, 
is the agency. 


MacFarland Adds Shafer 
MacFarland Advertising Inc., 
San Francisco, has added the E. W. 
Shafer & Co. industrial agency 
as its engineering advertising di- 
vision. The new unit will specialize 


On the center spread appears the first 
advertisement announcing the sale of 
the famous LASSIE series for syndi- 
cation. So great has been the demand 
for this show that, prior to general 
release, these represent but a few of 
the hundred-plus markets already sold! 


Las Vegas, Nev. ....... KLRJ 
Lebanon, Pa.......... WLBR 


in catalogs, brochures and other 
— os lif, gedade pn na collateral advertising materials. 
Los Angeles, Callf....... | Shafer clients who will be handled 


| through MacFarland include H. S. 
Watson Co., Creative Metals Corp., 
|Coen Co., Hydrauger Corp. and 
| Jiffy Mixer Co. 


For your market contact 


Television Programs of America, Inc., 488 Madison Ave., New York 22, N. Y. 


u=y5q GREATEST COVERAGE 


Where Farm Trucks Count Most... 


TEXAS AND OKLAHOMA 
comprise the greatest area for 


Noi, n 
ae a 


TEXAS AND OKLAHOMA COUNTIES 


NO. 6 
farm trucks in the nation. Texas 
OF A Senes 234 alone has 50% more farm 
234 COUNTIES WITH OVER 500 FARM TRUCKS EACH trucks than California, the sec- 
contain 90% of all Farm Trucks in Texas and Oklahoma ond state in rank. Oklahoma is 
187 8th in rank, with 2,000 more 
farm trucks than Iowa. Texas 
THE FARMER-STOCKMAN and Oklahoma combined have 
NUMBER OF more farm trucks than Califor- 
COUNTIES 138 nia and Kansas, the next best 
IN. WHICH states, combined. 
PUBLICA- FARM & RANCH THE FARMER-STOCKMAN 
TIONS HAVE 110 gives the best possible farm cov- 
OVER75% erage in Texas and Oklahoma. 
COVERAGE PROGRESSIVE FARMER 
OF FARMS... 


a2: 
FARM JOURNAL 


Send for similar data on other farm equipment, 
livestock, crops, irrigation and farm income. 


434813 | The Farmer-Stockman 


paid subscribers OKLAHOMA CITY @ DALLAS 
J. H. Hunter, Advertising Director 


420 Lexington Aven 500 N. Brood 


4321 N. Central Expressway 
New York 17, MUrrey Hill 4-3340 Oklchoma City. , of CEntral 2-3311 


400 N. Michigan Aven 


'$13 billion 


‘58 Farm Income to 
Rise 5%-10%, Says 
Agriculture Dept. 


WasHINGTON, Apri] 29—Farm- 
ers will have more money to 
spend this year than they had 
last year, the Department of Agri- 
culture predicts. Noting that farm 
income was at an annual rate of 
in the first quarter 
compared to $11.7 billion in the 
same period last year, the de- 
partment said farmers should net 


i|between 5% and 10% more this 


year than last year. 

The department conceded that 
farm prices will likely decline to- 
ward 1957 levels as the year 
wears along and also that pro- 
duction expenses will continue to 
rise. But even with these adverse 
factors farmers will have more 
spendable income for the year as 
a whole, it was predicted. 

Despite drops in industrial pro- 
duction and increases in unem- 
ployment, consumer demand for 
food has not softened. Besides 
strong demand and higher prices, 
increased soil bank payments are 
expected to add dollars to farm 
income. 


# Meanwhile the Bureau of Labor 
Statistics reported factory work- 
ers’ spendable earnings were al- 
most unchanged between Febru- 
ary and March, but buying pow- 
er dropped because of a rise in 
consumer prices. 

Gross average weekly earnings 
in March were $80.65, compared 
with $80.64 in February, $82.21 in 
March, 1957, and the 1947-49 av- 
erage, $52.95. 

Buying power dropped 0.5% dur- 
ing the month and was 5% below 
March, 1957. Of the 5% drop. 1.5% 
was due to smaller paychecks, the 
rest to higher prices, according to 
the report. + 


Southwestern Names Stiles 


William D. Stiles, station man- 
ager of KLRJ-TV, has been named 
general manager of the tv station 
and its sister radio outlet, KORK, 
Las Vegas, Nev., in a realignment 
of management functions by 
Southwestern Broadcasting Co. 
Mark Smith, KLRJ-TV operations 
manager, has been appointed sta- 
tion manager, and Ralph W. John- 
son, sales manager for the tv out- 
let, assumes the new post of 
commercial manager for both ra- 
dio and tv. King Harmon contin- 
ues as KORK station manager. 


Elects Mrs. Ida Rosenthal 

Mrs. Ida Rosenthal has been 
elected to succeed her late hus- 
band, William Rosenthal, as pres- 
ident of Maiden Form Brassiere 
Co., New York. Mrs. Rosenthal, 
one of the founders of the com- 
pany, has been treasurer for many 
years and will continue in that 
capacity. 


Chicogo 11, SUperior 76145 Dalles 5, LAkeside 1-312! 


| 
| 
| 
| 
| 
| 


: , ae «gS ee = 4 akc 1 aes Sse Oe eit». a ein ah, Me ber ra MRR aa EE Pa eT Ae) oe fees ae " ia, ei a ¥ r Sey Vag 2 ‘ a 
a: ,, - so ay Veen si oie Teen meee a eae aa Mee: a i Me ay ae mae a see eee : Parmer 3 Gira oe a a ie : ne ME ee ee ne Dx 
es ae... gee op > aS nes ing fase tee) ape ae ae SMe! Gi ene er. ate ee See tanys eel ‘ate Be = > Sigatnae 0s ARN ae egy ACS hae “Sener c yy Rees 5, eae ea Mra = RL Ree ae ey eat See 
ee ‘oat Pi ca oe ee Sax, ae ae ae ee ee ore : ae ieee: = ee ee Re ie | ome ae es) ae “Sy a Re aie ra es > cae 
ag Be ve - ai sae ica ae, D nag 5: ” uae 2 £ . _ Gs. RTS TS i Fy te ir ? ce 
Bi: 7 oan net : \ queers ei om orm negnar = 
he. 
i 30 ee 
aoe 
| —” /, ‘ _ my ( y) yr | 
| | j | | | 
ae te 2 >| 
“ot 
a | 
3 Jan eae (a 
j . = ' i tri ° ae sa = \! 
t . RSS 6 a 7 
> “A et ‘ ae 
ie a, SS Te 
a = } 3 % 4 Niet, S 
: “a = 2 a - 
oat Pe | j ht : a Ns, } 
u ee ATTA SS | 
el iy ‘ae ae ae oe bss een : r ie, SR be os BR : eo. CU = ; 
as ee any Oy. eee | ng ge ee ae oe. eae = 2 | \ ps ie. ge ae 5 ee | 
' | NS eo ogy el Se oh ee re Bia: een | eS ee aT Gein ae: . . ie Me tee ‘ ee é i 
a ; SY gs ten, ae Ms ee ae eee 1 ce See ea oe Bee eae : \ ae hs t -— See ic eats | 
; eee. ae PEGE. a eee sie = sue. ya “20 a = OS SS | 
; pes eee Veh. he eee ‘ ce ry... eee Sask att ame AS ll OU } 
' ae, i vty Pte oe: Sere La hie sis Ss eas om q ees is * ‘ . FA eee iy nS fet lll 
ha | Pe. ea ae Sa, Gere ‘ie ae Adin ee , a Ea rai : 
: | es cae TREE ale? ES eg Pea 5th eat aaa “ oe Maile Me a eet tay ae | 
PS Cte ee ie Se gee <i ; - ae ae 
: Re. oh mo re ak a partes Oem i eee ei: a —- * \ ee ts ota beset 
7 
ae 
“; . | } 
ee | 
» I 
“ , 
Ps 
é OO —CSCSCSCSC‘iéis 
' 
r% a : . lated rinaeninenannstatariatmamepemeaemermnaniaein 
a 
a ee | 
et oe Re re ES 
bn ae cae ain 
: anh 
be : a —_— 
: a eae 
ee eet 
eae Sh Resa 
: Soe se ie T. 
: Pi a a ean 
ae 
ee EO _ 
ae: 
ee a 
a | 
Pa aol 
po © 4 gp” 7 coer 
id J .) ~ 
be iv l « we | 
Mie Y——BHD) 1 | 
: Lemme | 
a ole O ~— 
ey 
Pe AC 7 
on 
: : 
c 
j 
{ z: 3 Bee a Ds 
a la ee saat. Nias | © Farm 
4 s 4 8 ee a . | 
a. ee sa a | : an : "er.§, Ty 
. am =e : > ee id a ic —"Man 
; . a . eae #3 Of. : z } | 
: reat 4 7 es ioe 7 pee oe = i “ 
a aa oe — a - 2 of 
. x * ta a a iy 
4 nail sneammaiiiiinaitasmecetieasama” ye gel eM = 
ern . 3 ie AZ e Tag | 
e | 
. 2 
od a 
: ae ah oe Tighe 
| ot Seer mm 
e ; ae my ee 
: mee 
' 
i) oN: Se cae . “ Si : as 5 cee Gaia « Be e emetic Bae phi ees ayeee eS AL See cna Wey pe eRe ane Bees Sait ee aR tad es Se wd Rene ay acer a NM TACb ae AS Pe 3S 
Er 2 fetal i aia %, (Pee Seo RMR RDP eGR PR oa pt lia ON Toe Bs ay syrt on  E CS e ei NS ge tie! Apel fee hee” ROE ee, cabaret ae ae Sere ia ie re, rere ict ee Dek eR et nt, yet, UR Pugiacae es Spee es “ee ee 
Pe Nk a mcg SS getty IN te oot ihe Maple ce eae ee, oe Sites fs os age dit Pat dg ee ner ees Un ea Lan palaues 1) om os en eee oe a Fe 3p ca nee ana eS Sige a Oe 
BPE Fo oy: SPUR MR ey tesa EPS Site) SiR r-less ea ae I Tes Oe a8 Se aia Ne ea eg tac Ugo NL RN Te eR Uh cate ae her 
PE 1 PRR a a) Se a Pear os saa ‘gta eae ey Page citer ie See NP age bre oem rags ea SAT oa CN edie eet eermape Re Leite Ute oo nomen ea eee Oaeeeeeas a. 
ate C= dea ee i a ONS PRRs, ch We eM wie ms aay —— hk lal a 2 ney pe alana Me Mee De Pa tects) he ha He cece alain set eR SM Tee Le A ON A ly Lion tare Wie ar me OTe PSF Siig asd Pas Ee Gea eae Ths TEER PY sh rn er eee: ae 
SRS 1 nai teRRiSN RR ee PPR: PST aR 5 5 aol a ns oi OE URES reer OC Stott oP ane een an) Geren. on | i LR ca RM Ree ae PS real SL eee Gece SWOT UK Siete cnt Mon Moc Reema een ne reir Db GP in Gans ig ie eres. gr Mitr eaet 


know your market 


- 


* Media executives are concerning themselves more and more with the quality 
of the newspaper circulation they buy. Nowhere 1s this factor more important 
| than in the Washington, D. C., area. Washington families enjoy the second high- 
| est family incomes in the country, but there is a vast difference between the lower 

and higher income groups. The best informed and most experienced advertisers 
| around Washington long ago learned that The Star 1s the Washington newspaper 


that delivers their advertising to the homes that account for the bulk of the buying 
power in this area. Here 1s proof: 
- 
Last year 25 retail advertisers (the biggest and best in the area) . 
placed more than 50% of their linage in . 
‘THE WASHINGTON STAR | 
k 
for a total of _ - 
° 
14,058,058 Lines 
During the same year 25 retail advertisers placed more than 50% of their linage in 
) for a total of 
3,403,668 Lines | 
4 
* Doesn’t it make sense that the bulk of your national advertising belongs in | a 
the same newspaper that is over a 4 to 1 favorite with Washington’s biggest, best 
and most successful retail advertisers? ‘ 
EVENING AND SUNDAY * WASHINGTON, D.C. ‘ ™ 


Represented nationally by: O’Mara and Ormsbee, Inc., 342 Madison Avenue, NYC 17; Chicago — Detroit — Los Angeles — San Francisco 
Special Florida representative: McAskill, Herman & Daley, Inc., 1205 Lincoln Rd., Miami Beach, Fla. us 
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Welch Mosley 


INTERLUDE—Between sessions at the American Assn. of Advertising Agencies’ annual 
convention at White Sulphur Springs these admen and media men got together to chat: 
John Welch, Warwick & Legler; George Mosley, Seagram-Distillers; Jack Kaduson, 


ANE ee ye eee 4 sal 
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; aver 7 Sead ce . 


Kaduson 


Winslow 


Mr. and Mrs. Harper 


Brorby 


Warwick & Legler; Ralph Winslow, Koppers Co.; Mr. and Mrs. Paul Harper and Mel 


Anderson Deemes 


Von Tress Gibbon 


Brorby, all of Needham, Louis & Brorby; Bob Anderson, of Batten, Barton, Durstine & 
Osborn’s Detroit office; Richard Deems, of Hearst Magazines, and Ed Von Tress and 
Bob Gibbon, of Curtis Publishing Co. 


Draper Gets Top Mohr Ad Post 


Seale D. Draper, formerly ad 
manager of the Kellogg switch- 
board supply division of Interna- 
tional Telephone & Telegraph 
Corp., has been appointed ad man- 
ager of John Mohr & Sons, Chi- 
cago machinery designer and fab- 
ricator. Mr. Draper’s duties will 


include ad work for Mohr’s new | 


Kent poultry processing equipment 
manufacturing division, formerly 
Kent Industry, which Mohr re- 
cently acquired. 


‘Bay Window’ Returns 

The San Francisco Bay Window, 
an entertainment and culture 
weekly, resumed publication April 
30 after a six-month hiatus. Cleve- 
land E. Twitchell continues as 
publisher. 


Cataldo to Doyle Dane 

Gloria Cataldo, formerly fash- 
ion coordinator of Sterling Adver- 
tising, has joined Doyle Dane 
Bernbach as an associate fashion 
director. 


Canada Market Is 


Proportion to Its Size, Says New Book 


New York, May 1—“Today Can- 
ada stands second only to the U.S. 
in its standard of living and has 
emerged from World War II as an 
important industrial nation and 
world trader out of all proportion 
to its still small, but growing, pop- 
ulation of 16,000,000. To companies 


For your market contact 


Television Programs of America, Inc., 488 Madison Ave., New York 22, N. Y. 


On the center spread appears the first 
advertisement announcing the sale of 
the famous LASSIE series for syndi- 
cation. So great has been the demand 
for this show that, prior to general 
“release, these represent but a few of 


the hundred-plus markets already sold! 


Madison, Wis. ........WKOW 
Medford, Ore. ........ KBES 
We, FO cc tt tk te we 
a a 


Montgomery, Ala. ...... 


WSFA 


Big st 


Important Out of 


|in the U.S., Great Britain and else- 
where, Canada has become in- 
creasingly attractive as a prospec- 
tive market for their goods and 
services.” 

So reads the preface to a new 
437-page volume titled “Market- 
ing in Canada,” edited by Edward 
J. Fox, head of the marketing de- 
partment of the University of Mi- 
ami and formerly at the University 
of Western Ontario, and David S. R. 
| Leighton (published by Richard D. 
Irwin Inc., Homewood, II1., $7.80). | 

Sponsored by the Toronto chap- | 
ter of the American Marketing | 
Assn., the volume includes contri- 
| butions by 40 authors. Major parts | 
of the book include “The Canadian | 
Market in Perspective,” “Regional | 
Markets of Canada,” “Distribu-| 
tion Channels in Canada,” “Auxili- 
ary Marketing Services,” “Govern- | 
ment Regulation of Marketing in 
Canada,” “Managing the Sales 
Force in Canada,” “Selected Case 
Histories” and “Sources of Cana- 
dian Marketing Information.” 


= The case history section includes 
contributions on “Establishing a 
Canadian Subsidiary” and ‘“Mar- 
keting a New Proprietary Medi- 
cine” in Canada. 

Advertising agencies, discussed 
under “Auxiliary Marketing Serv- 
| ices,” place an estimated 95% of 
national advertising, or about half 
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. : NATION-WIDE SERVICE 


NEW YORK: 
BOSTON: 
CHICAGO: 

SAN FRANCISCO: 
MONTREAL: 
TORONTO: 
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records cart uild bett 


or percentages, plus quarterly and year to year analyses. You quickly spot trends, pin- 
point weaknesses and measure advertising effectiveness of local and national campaigns. 


; R & S can handle every sort of data processing—in any volume—CALL AN R & S 
— : REGIONAL CENTER TODAY for consultation and estimates—no obligation. 


1) RECORDING & STATISTICAL CORPORATION | | 


100 SIXTH AVENUE, NEW YORK 13, N. Y. WOrth 6-2700 2 
566 ATLANTIC AVENUE, BOSTON, MASS. Liberty 2-5365 . ea 
223 WEST JACKSON BOULEVARD, CHICAGO 6, ILL. HArrison 7-7357 ‘i ; 
560 SACRAMENTO STREET, SAN FRANCISCO 11, CAL. EXbrook 2-4341 ; < 
407 McGILL STREET, MONTREAL, CANADA. Plateau 3831 * 4 
439 WELLINGTON STREET, WEST, TORONTO, CANADA. EMpire 3-4951 


: R & S data processing of your sales will give you all-inclusive reports almost as bo - 
oe soon as the sales take place— = | 
“3 BY TERRITORY —national, state-wide, city . .. by customer, class of outlet, +e 
a product (including size or color range)—and by salesman. . 
cag You get week to week, or month to month break-downs and comparisons in dollars ead 
k 
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4 | 
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of all advertising, including local 
retail in Canada. In 1955, when to- 
tal advertising came to $350,000,- 
000, agencies placed about $175,- 
000,000. Included as national are 
nearly all magazine advertising, 
85% of outdoor and television ad- 
vertising and 65% of radio. 

“The most significant trend in 
the size of agencies, as judged by 
total billings, is the increasing im- 
portance of the over-$5,000,000 
class. Agencies in this classification 
shot up in proportion of total bill- 
ings from 35% in 1951 to 61% in 
1955, thus almost doubling their 
share of the total in only four 
years,” the book says. 


= Pointers for Americans ap- 
proaching the Canadian market are 
covered by Floyd S. Chalmers, 
president, and Robert G. Scott, re- 
search manager, of Maclean-Hunt- 
er Publishing Co., who authored 
the book’s opening chapter. “A safe 
rule for the U.S. or U. K. business 
man seeking to enter the Canadian 
market is to assume that Canada 
is a foreign country, one whose 
citizens are developing not only 
their own emotional characteristics 
and habits, but their own vernacu- 
lar.” 

The point, these authors state, is 
that while Canada is economically 
part of North America and spirit- 
ually part of the British Common- 
wealth, Canadians insist on being 
Canadians, individually and na- 
tionally. They do not want to be 
British or American or French. 

“Marketing in Canada” presents 
an exhaustive and penetrating look 
at economic Canada, particularly 
from the standpoint of “the out- 
sider considering the marketing of 
his goods and services” to our 
northern neighbors. Its emphasis 
on the unique characteristics of the 
Canadian market and problems to 


| be found there make it invaluable 
|for the American business man 


now facing north. # 


Brown & Bigelow’s 
Sales, Profits Dip 

Brown & Bigelow, St. Paul re- 
membrance advertising specialist, 
sustained a drop in sales from $55,- 
196,108 in 1956 to $53,701,911 in 
1957. Similarly B&B’s earnings 
dropped from $2,214,120 in 1956 to 
$1,996,931 in 1957. 

As a percentage of sales, the 
company’s profit this year was 
3.72%—the smallest in the last 10 
years. The company’s common 
stock last year earned $1.58, com- 
pared with $1.75 earned in fiscal 
1956. 


Y&R Gets McCormick in Mexico 


McCormick de Mexico, subsid- 


|iary of the U. S. spice company, 
» | has appointed Young & Rubicam, 

Me Picare: » | Mexico City, to handle its adver- 
eee Se Se as oh ts So 


tising. 
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Poster designed by Dancer-Fitzgerald-Sample, Inc. 


deliver Tartan’s basic selling points 


“Tartan distributors and retailers recognize the 
selling support our Outdoor advertising is giving 


them...support which has resulted in substantially 
Mr. John M. Morson, increased Tartan sales. We need Outdoor’s ability 
Vice President and Manager, to reach millions of consumers with quick, easily 
McKesson and Robbins Laboratories, absorbed sales messages at relatively low cost. 
Bridgeport, Connecticut, says: Results prove that it works for us. That’s why 


Outdoor advertising is all-important to the 
introduction of new Tartan 21 this season.” 


8 out of 1O people remember OUTDOOR Advertising!" 


OUTDOOR ADVERTISING INCORPORATED oO A i 


NATIONAL SALES REPRESENTATIVE OF THE OUTDOOR MEDIUM 
60 EAST 42ND STREET, NEW YORK 17, NEW YORK - ATLANTA - BOSTON - CHICAGO - DALLAS - DETROIT 
HOUSTON - LOS ANGELES - PHILADELPHIA - ST. LOUIS - SAN FRANCISCO - SEATTLE 


*Urban Poster Readers—Starch Continuing Study of Outdoor Advertising 
Standardized Outdoor Advertising, 24 and 30-Sheet Posters—and Painted Bulletins 
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Wherever executive 
and professional 
families live... there 


you'll find TIME 


HIS FACT about TIME’s audience is clear: it is 

heavily concentrated in the suburbs. In fact, 
TIME delivers to advertisers the greatest concentra- 
tion of executive and professional families available 
in America today— 


families that are the country’s most courted 
consumers, most desirable industrial custom- 
ers, most fertile source of capital, and source 
of personal and corporate good will. 
The location of a magazine’s readers is a factor that 
is receiving particular and critical evaluation from 
marketing men today. Your review of magazine cir- 
culations in the high income suburbs of eight of the 
largest cities will show that... 


TIME delivers 39% more circulation than News- 

week and U. S. News combined .. . almost as 

much circulation as the biggest mass weeklies. 
And wherever executive and professional families 
live, there you'll find twice as many copies of TIME 
as of either of the two other news weeklies. 

These copies of TIME are concentrated in the hands 
of America’s best prospects—families with a total 
annual income of $27 billion, and liquid assets* of 
more than $85 billion (a figure higher than the total 
federal budget). 


The one best way to reach the country’s big con- 
centration of best prospects, reach them efficiently 
and economically, is TIME—with 2,250,000 families 
in all the best places. 


*Includes cash, checking accounts, all types of savings ac- 
counts, corporate stocks and bonds, and government bonds. 


Readers of TIME’s International Editions are also concentrated in sim- 
ilar communities, such as: Epsom, London; St. Cloud, Paris; Monte Parioli, 
Rome; Djursholm, Stockholm; Hurlingham, Buenos Aires; Westmount, 
Montreal; San Angel, Mexico City; Denen Chofu, Tokyo. 


TIME 


The Weekly Newsmagazine 
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2,500,000 Went to BBB in ‘57 
Nearly 2,500,000 people used the 


services of Better Business Bureaus | y 


in 1957, according to the Assn. of 
Better Business Bureaus. 
advertisements required investiga- 
tion and action, a 2,745 increase 
over 1956. Of fhese, 493 (2%) had 
to be referred to authorities when 
voluntary correction was not ob- 
tained. Automobile retail advertis- 


ing was the most frequent category | 


requiring bureau action, followed 
by home appliances, furniture and 
floor coverings. Bait advertising 
and comparative pricing claims 
were the main reasons the ads were 
questioned. 


| Ralph Gardner Promotes Three | 


Ralph D. Gardner Advertising, 
ew York, celebrates its third an- 
niversary with a fourfold expan- 


26,096 | sion of its offices, located at 745 


Fifth Ave. Constance Williamson 
has been promoted to media direc- 
tor. Richard Cloke has been named 
to head up the agency’s new mer- 
chandising and sales development 
division and Teresa Blauert suc- 
ceeds Mrs. Williamson as assistant 
|to Mr. Gardner. . 


| Schick Launches Trade-in Drive 


| Schick Inc., Lancaster, Pa., has | 
|launched a buy-now trade-in offer | 


to push its electric shaver line be- 
tween now and Father’s Day. 
“Trade in anything that shaves— 
old blade razor, old straight razor 
or old electric shaver,” is the 
theme. Trade-in allowances range 
from $5 to $7.50, depending on the 
model bought. 


Edlund to ‘Nation's Business’ 


Richard H. Edlund, formerly 
eastern advertising manager of | 
Management Methods, has joined) 
the New York advertising sales} 
staff of Nation’s Business, Wash- 
ington. No immediate successor to | 
Mr. Edlund was named. 


Transistorize 
Your 
Radio- Electronics 
Advertising 


with no takers!) 


54,257 @ 
THE 


A transistor is an electronic component able to do the work of 
a vacuum tube more cheaply and reliably. They are so tiny that 
dozens may be held in one hand yet they are performing in- 
credible feats for our military. They are also the basis for whole 
new technologies in industry and commerce. 
June celebrates the tenth anniversary of the discovery of the 
transistor. PROCEEDINGS will record the event with a whole 
issue devoted to the subject. (November, 1952 PROCEEDINGS was also given over to transistors. 
Despite a substantial overprinting, within 3 months as much as $25.00 was bid for a single copy 


Want to be part of radio-electronics history . . . be in PROCEEDINGS in June. And because history is 
made fast in this field, maybe you had better be in every issue! 


TRANSISTORS—JUNE, 1958 
Proceedings of the IRE 


INSTITUTE OF RADIO ENGINEERS 


Adv. Dept., 72 W. 45th St., New York 36, N. Y. * MU 2-6606 
los Angeles * 


Chicago * Cleveland * 


San Francisco 4 


6-COUNTY PULSE REPORT 


KALAMAZOO-BATTLE CREEK AREA — MARCH 1957 
SHARE OF AUDIENCE — MONDAY-FRIDAY 


6 A.M.-12 NOON 35 
12 NOON - 6 P.M. 30 
6 P.M.-12 MIDNIGHT) 29 


To Strike It Rich 


BUT... You Need WKZO Radio 


In Kalamazoo - Battle Creek | 
and Greater Western Michigan! 


Want more sales in Kalamazoo-Battle Creek and Greater | 
Western Michigan? Then tell your sales story to the 
biggest share of the radio audience with WKZO! Pulse 


9 figures at the left prove that WKZO delivers the lion's 


10 
10 


share of the audience morning, afternoon and night! 


And, look at this! Some of the most impressive ratings 
are for WKZO local shows with up to 41° Share of 


Audience — over twice the share of the nearest 


competition! 


Get the facts. Ask your Avery-Knodel man. | 


WKZO _ 


CBS RADIO FOR KALAMAZOO-BATITLE CREEK 
AND GREATER WESTERN MICHIGAN 
Avery-Knodel, Inc., Exclusive National Representatives 


Advertising Age, May 5, 1958 


Getting Personal 


On the 25th anniversary of the founding of John Blair & Co., radio 
station representative, the New York staff members gave a reverse 
twist to the tradition of having company presidents present gold 


RECORD—Ben H. Wells, vp and di- 
rector of sales and advertising, the 
Seven-Up Co., St. Louis, was 
named Skier-of-the-Week during a 
vacation with his family at Aspen, 


watches to employes with 25- 
year service records. At a sur- 
prise dinner honoring Mr. 
Blair, the gold watch was pre- 
sented to the president by the 
a 

Howard Munce, vp and art 
director of Foote, Cone & 
Belding, is one of the artists 
contributing to the collection 
of paintings to be suctioned 
for the benefit of the Manhat- 
tan Eye, Ear & Throat Hos- 
pital. The collection, sponsored 
by the Society of Illustrators, 
is based on reverse interpreta- 
tions of the “Three Wise Mon- 
keys” who see, hear and speak 
no evil—the illustrations de- 
picting “See well, hear well, 
speak well.”.. 

Patrick J. Winkler, assistant 
to the president of RKO Tele- 
radio Pictures, has been elect- 
ed president of the WOR Chil- 
dren’s Christmas fund... 

Fred G. Wade Il, director of 
operations at KCRA-TV, Sac- 
ramento, has won a six-day 
vacation in Mexico, the first 
prize in Aluminum Co. of 
America’s contest originated to 


promote the “Alcoa Theater” 
on local stations. Rolleiflex 
cameras were won by George 
A. Greenwood, WSAZ-TV, 
Huntington, W. Va.; Edward 
F. Hessel Jr.. WBRZ-TV, Baton Rouge; Carol Ackerman, KVAR, 
Phoenix; and Edna L. Seaman, WFBC-TV, Greenville, S. C... 

Raymond E, Olson, president of Taylor Instrument Cos., placed an 
anniversary watch on the wrist of Wallace W. Lockwood, ad manag- 
er, as a gift of the company to mark completion of 25 years’ service 
with the company. Mr. Lockwood began as technical editor, advanced 
to assistant ad manager in 1939, and assumed his present post in 
1941... 

Robert A. Wilson, vp of Cargill & Wilson Inc., Richmond, Va., has 
been appointed a board member of the Central Richmond Assn., an 
organization dedicated to increasing downtown Richmond business 
... Alfred P. Rexford, president of the Poor Richard Club, Philadel- 
phia, and governor of the 2nd District, AFA, has been hospitalized in 
Jefferson Hospital, Philadelphia, recovering from a heart attack... 


Colo. He was cited for his “enthusi- 
asm, appreciation and progress in 
skiing ability.” 


CHECK-OUT—Elaine M. Bechtel, first employe of Lewis & Gilman Inc., 
Philadelphia, to get her share of the agency’s profit sharing retire- 
ment fund inaugurated several years ago, receives her check from 
John A. E. McClave, chairman. At left is John C. Belfield, president. 
Miss Bechtel, Mr. Belfield’s secretary, is retiring to be married. 


Into its second printing is “Miracle Gardening,” Bantam Books’ 
publication of Samm S. Baker’s help for gardeners. The Donahue & 
Coe exec emphasizes the fun and rewards—apparently not the back- 
aches—of gardening... 

New president of the Merion Golf Club, Ardmore, Pa., is Jerome B. 
Gray, senior partner of Gray & Rogers, Philadelphia ...The birthday 
of A. W. “Andy” Neally, senior consultant, Batten, Barton, Durstine 
& Osborn, Los Angeles, was marked with doughnuts and coffee for 
all—following Mr. N.’s custom for office birthday celebrations... 


Cecil P. Underwood, veteran agency exec (former vp, Needham, 
Louis & Brorby, manager of Warwick & Legler on the West Coast), 
has left Beverly Hills for San Clemente, Cal. He has purchased the 
ocean front Vista Villa Apartments, which he thinks will be a restful 
retreat for some of his “ulcer gulch” brethren... 

Ray Mithun, president, Campbell-Mithun, Minneapolis, and his 
staff celebrated the 25th anniversary of the agency in April... An- 
other 25th was a surprise dinner on April 11 in honor of H. G. Blakes- 
lee, vp and general manager of Cory Corp., Chicago. “Blake” was 
given a gold-plated Cory Crown Jewel percolator and matching en- 
graved serving tray from Cory Corp. president J. W. Alsdorf... 
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OUR BIGGEST FIRST QUARTER 


IN HISTORY! 


-YEAR 
CIRCULATION 
GROWTH OF 
38% 


5 214,581 


Ist quarter City and Retail Trading Zone 


Sunday Circulation 274,298. daily circulation 178,682, 
Up 19,310 over 1957 «= Sumday 211,214. 


3 _ From the Publisher's records for Ist Quarter of 1958. 


Source: March 31 Publisher's Statements and Publisher's Statement for March 31, 1958 
as filed with the Audit Bureau of Circulations subject to audit. 


Represented by Sawyer Ferguson Walker Company 
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38 Advertising Age, May 5, 1958 
| Murphy Joins ‘LHJ' | dising Associates, Boston, to handle | Classified Departments Named ||uminating Bldg., 55 Public Square, 
| John F. Murphy has joined the) advertising and public relations.| Classified Departments Inc., Los|0n or before Sept. 1. The agency 
promotion department of Ladies’| Hammer & Co., Hartford, is the! Angeles, classified ad counselor,| Will occupy the 17th and half of 
Home Journal, Philadelphia, as a| former agency. has been appointed as classified ad| the 16th floors. 

member of the creative services| representative for Oil & Gas Jour- | 

staff. He formerly was executive| Nametra Names Van Brunt nal in Arizona, California, Idaho, Chrysler Promotes Davis 

editor of Skiing Publishing Co.,, Nametra Inc., New York, travel) Nevada, Oregon, Utah and Wash-| John T. Davis, formerly senior 


Denver. |agency and wholesale tour oper- ington. buyer, corporate purchasing, of 
ator, has named Van Brunt & Co., 


' : |Chrysler Corp., Detroit, has been 
| United Switches Agencies _also New York, to handle advertis- |\Cleveland F&S&R to Move appointed advertising supervisor 
United Plastics, Fitchburg, Mass.,| ing and merchandising. There is} Fuller & Smith & Ross, Cleve-|of the corporation’s MoPar divi- 


has named Advertising & Merchan- | no previous agency of record. |land, will move into the new II-| sion. 


DASHING—Instead of the more usual 

bags, Nash Coffee Co., St. Paul, is | 

now distributing its restaurant cof- 

fee ina gold, red and brown pack- 

age designed by Frank Gianninoto| 
& Associates, Clifton, N.J. 


Merchandise Service | 
Formed to Promote | 


Non-Foods in Supers , 


CuicaGo, April 29—Merchandise | 
Service Inc., formed to build traffic 
and promote non-food items—es- 
pecially small appliances and 
housewares—in supermarkets, has 
opened offices at 737 N. Michigan 
Ave., Chicago. 

Partners in the operation are 
Robert B. Douglass, former presi- 
dent of Ross Coles, sales incentive 
company, and Edward W. McCas- 
key, formerly merchandise manag- 
er of Belnap & Thompson, also a 
sales incentive organization. Both | 
Chicago companies were merged 
into Cappel, MacDonald Co., Day- 
ton, which is now E. F. MacDonald 
Co. (AA, Dec. 2). 

Merchandise Service said it will 
produce promotion featuring non- 
food merchandising, including de- 
velopment of materials, layouts, 
display, in-store posters, stream- | 
ers and bag stuffers. 

Mr. Douglass said the key to the| 
market for small appliances and 
housewares lies in the 22,700 su- 
permarket outlets, which the av- 
erage housewife visits at least 
twice per week. In 1957, non-food 
items were responsible for more 
than 7% of retail sales in super-| 
markets, he said. He also noted that 
22% of the supers employ buyers 
for non-food merchandise. + 


Lesser Joins Keyes, Madden 

Gerald Lesser, formerly vp and 
head of the home furnishings and 
building materials division at E. T. 
Howard Co., New York, has joined 
Keyes, Madden & Jones, New York, 
as account executive. 


Walker Named Partner 

Dilworth H. Walker, since 1954) 
associated with the marketing di- | 
vision of Cresap, McCormick & 
Paget, management consultant, 
New York, has been elected a part- 
ner of the concern. 


Hanson Joins Wittner 

Harold B. Hanson, formerly on 
the copy staff of Doyle, Kitchen & 
McCormick, and before that with 
Fuller & Smith & Ross, has joined 
the copy department of Fred Witt- 
ner Advertising, New York. 


St. Peter Joins Albert Frank 

Charles St. Peter, former finan- 
cial editor of the San Francisco 
Examiner, has joined the pr staff 
in the San Francisco office of Al- 
bert Frank Guenther-Law. 


KM&4G Promotes Two 

Ketchum, MacLeod & Grove, 
Pittsburgh, has promoted William 
E. Sprague from account executive 
to account supervisor and Vincent 
H. Drayne from account assistant 


to account executive. 


] 


A SURVEY OF BUYING PLANS 
CONDUCTED AMONG 
COMMERCIAL LAUNDRIES 
. . . Survey covers the presidents 
of 550 companies listed by the 
American Institute of Launder- 
ing as having an annual sales 

volume exceeding $225,000. 


= 


A SURVEY OF BUYING PLANS 
CONDUCTED AMONG 
PLASTIC MANUFACTURERS 
. . . Nationwide survey among 
list of 980 companies compiled 


from the Modern Plastics En- 
cyclopedia. 


7 


A SURVEY OF ELEVATOR, 
ESCALATOR AND AIR 
CONDITIONING OWNERSHIP 
AND BUYING PLANS 


. » « Conducted among 3000 ex- 
ecutives of leading businesses in 
New York, Chicago, Los Angeles. 


10 


INVESTMENT PRACTICES 
OF EXECUTIVES IN 
BUSINESS AND INDUSTRY 
. .. Study of personal investment 
practices of executives in some of 
the largest banks, corporations, 
merchandising, transportation, 
life insurance and utility com- 
panies. : 


13 


A STUDY OF 
CORPORATE PERSONALITY 
AN APPRAISAL OF 
CHEMICAL COMPANIES 
BY BUSINESS EXECUTIVES 


. . » Conducted among 500 own- 
ers, officers, managing executives 
of many types of businesses. 


2 


A SURVEY OF BUYING PLANS 
CONDUCTED AMONG 
GENERAL CONTRACTORS 
. . . 3000 names selected from 
membership list of Associated 
General Contractors, Washing- 


ton, D.C. All types of construc- 
tion. 


SURVEY OF BUYING PLANS 
CONDUCTED AMONG 
INDUSTRIAL DISTRIBUTORS 

. . . Data on size, sales staffs, ad- 

vertising, sales volume, equip- 

ment purchased, operating ex- 

penses, etc. 


3 


AN ANALYSIS OF 
HOSPITAL BUILDING 
AND EXPANSION PLANS 


. .. Activities of businessmen as — 


hospital board members. Survey 
conducted among presidents of 
2000 hospital boards throughout 
country. 


MOTOR TRUCK AND 
COMMERCIAL TRANSPORT 
EQUIPMENT SURVEY 


. .. Conducted among 2982 cus- 
tomers and prospects of major 
truck manufacturer, to determine 
types and brands of motor trucks, 
transport equipment used. 


14 


A STUDY OF 
CORPORATE PERSONALITY 
AN APPRAISAL BY 
BUSINESS EXECUTIVES 
OF AIRCRAFT MANUFACTURERS 


. Includes opinions of 500 
business executives in comparing 
leading aircraft manufacturers; 
covers leadership, future outlook, 
employment, investment, etc. 


/ 


3 


A SURVEY OF BUYING PLANS 
CONDUCTED AMONG 


INTERSTATE MOTOR FREIGHT HAULERS 


... 2000 freight haulers surveyed 
from four sections of the coun- 
try; buying of office, warehouse 
equipment; truck and trailer 
ownership; types of insurance, etc. 


A SURVEY OF 
PACKAGE SHIPPING METHODS 
. . . Survey conducted among 
2000 subscribers of Nation’s 
Business to learn percentages of 
shipping done by air, railway, 
truck. 


9 


CONDENSED DATA ON 
NATION’S BUSINESS 


. .. Handy 4-page summary of 
facts and figures on the Market, 
Editorial Coverage, Readership, 
Circulation, Advertising Volume 
of this all-business magazine. 


12 


READER CHARACTERISTICS OF 
NATION’S BUSINESS SUBSCRIBERS 
FROM STARCH CONSUMER 
MAGAZINE SURVEY 


. .. Presenting facts on income, 
occupation, age, household pos- 
sessions, etc.,of Nation’s Business 
readers based on 25,644 inter- 
views by Daniel Starch and Staff. 


15 


A RECOGNITION STUDY OF 
COMPANIES AND SERVICES 
FURNISHING BACKGROUND MUSIC 
FOR BUSINESS AND INDUSTRY 


. .» Shows which names are best 
known to 500 businessmen who 
were asked to name companies 
which furnish background music 
service; value of corporate ad- 
vertising program. 


| 
| 
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Record-Vending Unit Bows | Food Magazine Expands 
Columbia Records, New York,| Food Merchandising, formerly 

will introduce a vending machine| Meat & Food Merchandising, has 

for 45 rpm records this summer. | moved its editorial and advertising 


Called Dial-A-Disc, the $595 unit) Sales offices to larger quarters at, 


will vend 10 different records |342 Madison Ave., New York. 
which the customer selects by dial- 

ing the record number. The com-| Ruggiero Joins Gaynor 
pany says the device is the “first 
practically proven method for mar-| Norman, Craig & Kummel, has 
keting one of the most strongly | joined Gaynor & Ducas, New York, 
pre-sold non-food products.” as an art director. 


|‘Scrambled Mailing Hatches Beneficial 


Consequences for Halverson-Hurst Shop 


San Francisco, April 30—Ad-| out, all addressed to the wrong ad- 
vertising people are like everyone | dresses. 
else, apparently, when it comes to. 
reading other people’s mail. They 
John A. Ruggiero, formerly of | enjoy it. | than 10% of the letters came back 
Halverson-Hurst agency found | with personal replies pointing out 
this out when 1,000 sales letters to| the mistake—and asking for more 
West Coast advertisers were sent | information. 


Instead of suffering from the er- | 
lror, the agency found that better | 


HERE! ...important 


Here are market studies which have proven helpful and 
valuable to sales managers, marketing men, advertising 
managers, and agency executives. Take a few minutes to 
check the titles described on the left. 


Market data you can use 


The studies are recent. The findings are important. The 
facts are reliable. It will pay you to fill in and mail the 
coupon below for whatever numbers would be most 
useful to you. 


Nation’s Business is all business 
to America’s business owners! 


Behind these surveys stands the authority of Nation’s Busi- 
ness, the all-business magazine. While many magazines 
are aimed at management men, Nation’s Business is edited 
for ownership-motivated businessmen . . . the presidents, 
owners, partners, corporate executives of businesses of 
all types and all sizes. 


Nation’s Business editorial content is comprehensive, 


780,000 PAID CIRCULATION, including 700,000 executives 
who have personal subscriptions and 80,000 executives of 
business members of the National Chamber of Commerce. 


ACTION IN BUSINESS 


results when you advertise to 


business and industry in 


authoritative, timely; presenting “a useful look ahead” 
in three basic areas of vital importance to business own- 
ers: business leadership, national issues, government 
problems. That is why 23,744 progressive firms pur- 
chased more than half a million useful reprints of Nation’s 
Business articles in 1957. Every issue is profitable reading 
and profitable selling. Result: Nation’s Business adver- 
tising is up 40% the past 2 years. 


Use this coupon 
to secure any of these surveys 


T MATION’S BUSINESS, room 1602, 711 Third Ave., N.Y. 17, N.Y. : 
Please send market data for numbers I have circled: i 
Regret t ee aS Se Se 
I REE ee ere os EE Re ae ees ee se - I 
I SE eae es Jcsadowdeabasidhinnty ase hh hatin ninth eaaty destin’ I 
I Firm ey ee Bt SOPs yD Scoaeeanaal : 
eS ae hin simgeiritihirteanialle palate Salih ieleansictcetadlleias i 
i NE ns See ee Zone______ State rn | 
Se Se a 


Nation’s Business 


ADVERTISING HEADQUARTERS: 711 Third Avenue at 44th Street, New York 17, N.Y. 
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The mix-up resulted when typ- 


| ists inadvertently stuffed Mr. X’s 


letter into Mr. Y’s envelope—1,000 
times. 

Despite the pulling power of the 
unintentional “gimmick,” the agen- 


| cy avows it has no intention of re- 


peating the gaffe. 
“If it had been for a client, we 
would have been ruined,” the 


'agency said. + 


Cleveland Unit Names Fisher 
Alvin B. Fisher, vp of Lang, 
Fisher & Stashower Advertising 
Agency, has been elected chairman 
of the board of governors of the 
Cleveland council, American Assn. 
of Advertising Agencies. Also 
elected were Jack M. Bristow, vp, 
Batten, Barton, Durstine & Os- 
born, vice-chairman, and Louis A. 
Schweizer, vp, Bayless-Kerr Co., 
secretary-treasurer. 


Mayers Joins Transitads 

W. Russell Mayers, formerly of 
Transportation Displays, Philadel- 
phia, has been named a sales rep- 
resentative for National Transit- 
ads, also Philadelphia. 


That Floyd’s a helluva 
bellringer too! His good times 
campaign has caught on 
like wildfire. Viewers are 
flooding Joe’s KEL-O-LAND 
switchboards and mailrooms 
with “business is good” 
reports; and each item is 
beamed back to-the KELO 
group’s four-state audience.* 


The Bellringer campaign 
confirms two statistical facts 
—today’s most lucrative 
market is KEL-O-LAND; 
and KELO-TY with its 
booster stations 
gets you there fast! 

* a million-plus people 


in South Dakota, Iowa, 
Minnesota, Nebraska. 


CBS * ABC ¢ NBC 


ABERDEEN 
HURON 


KDLO vv 


WATERTOWN 


i o] 
13,600 Watt 
Power Eqv. 


KELO RADIO 


General Offices: Sioux Falls, $. D, 
JOE FLOYD, President 
Evans Nord, Gen Mgr., Larry Bentson, V.P. 


REPRESENTED by H-R 


In Minneapolis: Bulmer & Johnson, Inc 
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Myron Dubro, formerly exec vp 
and account executive at Sherwood 
Agency, New York, has joined 
Charles J. Charney & Co., New | 
York, as an account executive. 
Several accounts formerly at Sher- 
wood, which has gone out of busi- 
ness, have moved to Charney with 
Mr. Dubro. Charney also has been | 
named the first agency for Fair- 
field Knitwear, New York. 


Dubro Joins Charney | 


Bi Publishers 


oo . Established repre- 


has) 

i sentative invites 
publishers’ in- 
quiries regarding 
A 


a 
coverage of Mid- 
die-West 
tory. 


terri- 


a. 


james k. millhouse 
PUBLISHERS’ REPRESENTATIVE 


5935 Montrose Avenue, Chicago 34, I1). 


| lina, 


L Along the Media Path 


Parade’s glove-compartment-size | 
“1958 Turnpike Guidebook & | 


Guidemap” is ready for America’s | 


motoring public. The 20-page color | 
booklet is available for 25¢ from 
the publication, Box 475, Dept. 18, 
Radio City Station, New York 19. 


e Life reports that an average of| 
one advertiser an issue has made} 
use of the seven-day closing sched- 
ule it instituted three months ago. 
Life says advertisers use the quick | 
close to introduce new models, an-| 
nounce corporate and product news | 
breaks and price cuts. 


e The latest “E.S.C. Quarterly,” 
published by the Employment Se- 
curity Commission of North Caro- 
Raleigh, contains a broad 
picture of the radio-ty industry 
in the state. Included are special 


articles on a number of the sta- 
tions. 


e Chain Store Age Grocer’s Manu- 
al will celebrate its 25th anniver- 
sary with a special issue in July. 
e Alfred of New York, shirt 
maker, will run a_ seven page| 
color Father’s Day section in the 
May issue of Gentlemen’s Quarter- 
ly. A facing page lists over 200 
stores in the nation where the mer- 
chandise may be bought. 


e McCall’s is offering a new! 
“Book of Family Manners” which 
includes tips to hostesses, to teen- | 
agers, to travelers, and gives infor- 
mation about weddings, table 
manners, etc. The 36-page book, 
written by Carolyn Hagner Shaw, 
is available for 25¢ in coin from 


Advertising Age, May 5, 1958 
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DOLLAR STRETCHER—By using half-pages like this, Enterprise Mfg. Co. 

was able to get the effect of a color spread in Argosy for its Pflueger 

fishing tackle. Moreover, by using electrotypes and omitting the 

“Greatest name ...” banner topping the right hand unit, the “spread” 

was easily converted to a page. Akron Advertising Associates is the 
agency. 
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SKELLY BRINGS ITS MARKETING 
DIVISION TO “HOME BASE” 


Skelly Oil Company has long had its executive offices in 
Tulsa, but marketing division headquarters were in Kansas 
City. Not for long, though! In the very near future, con- 
struction will start on a beautiful new home office building 
(in the ““$10-million range’’) to house executive offices of 
ALL divisions of the company. 


With this move, Skelly joins a growing list of major oil 
companies with imposing headquarters in Tulsa. Amerada, 
Pan-American, Sinclair, Warren Petroleum, Sunray Mid- 
Continent, and now Skelly—these national firms mean 
big payrolls, stable employment, and positive proof of 
Tulsa‘s stature as a marketing center... and as a market! 


ronMORE BUSINESS, USE 


...@ TWO BILLION 
DOLLAR MARKET! 


THE OIL CAPITAL NEWSPAPERS 


\ TULSA WORLD 
- TULSA TRIBUNE 


MORNING @ EVENING @ SUNDAY 


Represented Nationally by The Branham Co., Offices in Principal U.S.A. Cities 
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|McCall’s | Modern Homemaker, 
P. O. Box 1390, Grand Central 
| Station, New York 17. 


e “Your WORds and WORth More 
on WOR Radio” is the message 
| which goes along with a promotion 
!'piece—a Webster’s New World Dic- 
tionary—sent out by WOR, New 
York. 


e Reader’s Digest says that its new 
“Caribbean Edition Audience 
Study” —the first since 1955— 
|points up the widening sales op- 
| portunities in the Latin American 
market generally and the high le- 
vel of the Digest’s audience in 
particular. The brochure is avail- 
able from C. R. Devine, ad director 
of the Digest’s international edi- 
tions, 230 Park Ave., New York 17. 


e The Broadcasters’ Promotion 
Assn., 190 N. State St., Chicago 1, 
has issued a brochure, “BPA. . . 
| Its Story,” which “spells out how 
a membership in BPA can pay 
off in terms of good hard cash 
profit to your station and for a 
very small investment.” 


e Following studies made _ on 
| April 21 and 27, readership studies 


© |of the New York Mirror will be 


made on May 20, June 25, Sept. 26 
and Oct. 23—each a different day 
of the week—by Daniel Starch & 
Staff, the newspaper announces. + 


|E. B. Weiss Study Offered 

| “Winning Multi-location Expo- 
|sure for Brands in Mass Outlets” 
| is the title of the latest in a series 
|of studies into merchandising and 


marketing by E. B. Weiss, director 
of merchandising for Doyle Dane 
Bernbach and ADVERTISING AGE 
columnist. This report details a 
new retail marketing trend—the 
growing tendency by mass retailers 
to give important brands display 
in two or more sections. Copies of 
the 58-page report are available 
at the agency’s New York and Los 
Angeles offices. 


9,000 in Norge Stamp Plan 
More than 9,000 home appliance 
dealers and their salesmen have 
enrolled in the Norge Cinderella 
trading stamp plan. More than 800 
dealers have signed up since Feb. 
1, according to Gordon G. Hurt, di- 
rector of merchandising and ad- 
vertising of the Norge division, 
Borg-Warner Corp., Chicago. The 
top prize is a 14-day tour of Europe 
for two, including four days in a 
castle in Spain, for 90 stamp books. 


Natric to Leichman-Winters 

Natric Sales, New York maker of 
women’s cotton garments, has 
named Leichman-Winters, New 
York, to handle advertising. Plans 
call for insertions in Mademoiselle, 
Seventeen and Women’s Wear 
Daily and a direct mail program. 
There is no previous agency of 
record. 


DuFine Adds Wander & Co. 


DuFine & Co., New York, has 
been named to handle the adver- 
tising of Wander & Co., New York 
jewelry manufacturer and retailer. 
There is no previous agency of 


record. 


INTERESTING layout 
makes part of a 
good ad. Typography 
makes up a good 
part, too. See the 
difference it makes 


in your next ad. 
Have it SERVICE set! 
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Cluster-Pak’'| sells more units...faster! 


Revolutionary Cluster-Pak multi-unit cartons make island displays really pay off. 
That’s because Cluster-Pak provides double “grab appeal”...as a special-offer 
vehicle and as a convenient everyday way for consumers to buy several cans or jars 
instead of one. What’s more, Cluster-Pak is the strongest multi-unit carton made, 
with unique self-locking construction that requires no glue, no staples. a t I an ta 

Call your nearby Mead-Atlanta representative for full details. 


MEAD:-ATLANTA PAPER COMPANY _ where Packaging 
Atlanta 2, Georgia. Sales offices in principal cities is Advertising 
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towns — 1,173 shopping 
streets—309 shopping | 
centers — provides | 

economic data. 
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| 1958 OPERATING 


Cabell 


to Sales and 
Advertising Executives 


SALES CONTROL 


of the vast, expanding 


New York Market 


Ls BRAND NEW for a NEW New York...a working sales tool of continuing value to 
you in realizing maximum sales results in the world’s largest, most complex market. 


Since 1946,the New York marketing area has undergone great change... unmatched 
by any period of preceding years. We have had a housing boom—a baby boom—fan- 
tastic growth in suburban population and shopping areas— birth of new industrial 
regions — urban reconstruction on a vast scale—new shopping streets and develop- 
ments—concentration of population and business along new traffic arteries. 


And now we place the NEW New York right on your desk, segment by segment, for a 
clear understanding of each working part. Here is sales visualization and interpretation 
of a market of 15 million people never before available to you. Here is a working sales 
tool that eliminates all guess work...includes the latest economic data...lays the 
world’s greatest concentration of consuming power before you in a specific yet flex- 
ible form that assures top sales operation. 


Learn how the 1958 Sales Control Manual can work 
for you. A Hearst Advertising Service man stands 


ready to show you a copy. Write or telephone today. 


NEW YORK 


Represented Nationally by Hearst Advertising Service Inc 
959 Eighth Ave., New York City - COlumbus 5-3700 


ALBANY * BALTIMORE * BOSTON * CHICAGO »* DALLAS * DETROIT * MIAMI BEACH * MILWAUKEE 
LOS ANGELES * PHILADELPHIA * PITTSBURGH * SAN ANTONIO * SAN FRANCISCO ® SEATTLE 


The field job involved walking 
317,000 New York City blocks and 
countless suburban streets. 


162 city and suburban sales divisions 
have been mapped and 2,867 shop- 
ping areas located. 


107,387 Retail Outlets are listed in 
10 sales classifications of business. 


The vast growth of the Suburban Area 
is pinpointed by a detailed study of 
495 towns and cities covered. 


Hundreds of sales and advertising 
executives, associations and municipal 
authorities in three states contributed 
information and advice. 
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Fackler Named Ozalid A.M. 
David E. Fackler, formerly ad- 
vertising and sales promotion 
account manager of Remington 
Rand, has been named advertis- 
ing manager of the Ozalid divi- 
sion of General Aniline & Film 
Corp., New York. Richard G. 
Kopff, formerly with Koppers 
Co., has been named to the new 
post of manager of executive de- 
velopment of General Aniline. 


The most 


LOOKED AT 


tv station 
in 
Dallasl 


DALLAS — CHANNEL 


Represented Nationally By 
THE BRANHAM COMPANY 


Colgate’s First 
| Quarter Sales, 
Net Equal ‘57 


Wells, Angelus Leave 
Burnett Agency Posts 
to Join Colgate Division 


New York, April 29—Sales and 
} earnings of Colgate-Palmolive Co. 
|for the first quarter of 1958 were 
substantially the same as last year, 
stockholders were told at the an- 
nual meeting last week. 

President E. H. Little predicted 
an increase in sales and profits 
for the first six months of the year 
over 1957. “We’re aggressive in 
our advertising this year,” he com- 
mented, adding that the company 
would be “very heavy” during the 
second quarter in magazines, tele- 


Dubrowin Webb 


ELECTED—New officers (AA, April 21) of the Point- 
of-Purchase Advertising Institute are O. H. Stark, 
Snyder & Black, New York, president; Stanley L. 
Wessel, Stanley Wessel & Co., Chicago, chairman; 
William M. Harris, William Melish Harris Associ- 


Fenster Stark Wessel 


Harris 


ates, Greenwich, Conn., 1st vp; William W. Mee, 
executive director; Roy Dubrowin, U.S. Printing & 
Lithograph, New York, eastern vp; John R. Webb, 
Magill-Weinsheimer, Chicago, western vp; Harry 
Fenster, 1. Fenster & Sons, Brooklyn, treasurer. 


vision and 
advertising. 
Acknowledging that selling to- 


“total expenses’’ for 


paste in a container shaped like 


\9 gun. 


THERE IS ONLY ONE WAY TO REACH THE 


day is not as easy as it used to be, |@ Earlier in the week, the appoint- 
Mr. Little continued: “We see no|ment of two executives formerly 
reason to make us feel in any way| with Leo Burnett Co., Chicago, 


AKRON 


BEACON 


AREA OF 


JOURNAL 


INFLUENCE 


A One Billion 350 Million Dollar Market 


Akron, the biggest ONE Newspaper Market in the 
nation, is also Ohio’s most concentrated area 


of gteat industrial names. For only 40c per line, 


daily or Sunday, you can do 


selling the area. There is no substitute. an 
ROP Spot or full color available 


in all issues. 
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AKRON BEACON JOURNAL 


AREA 


OF INFLUENCE 


Population 


719,435 
Families 213,048 
Total Buying 

Power .. $1,349,384,000. 
Total Retail 

Sales ................$ 958,138,000. 
Food Sales ........$ 238,114,000. 
Gen. Mdse. 

Sales .... some 132,837,000. 
Fr-H-R Sales ..$ 44,996,000. 
Automotive 

Sales ..... S$ 205,680,000. 
Drug Sales $ 29,035,000. 


Source 1958 Sales Management 
Survey of Buying Power 


NEWSPAPER COVERAGE 


DAILY Cire. % Cov. 
Akron Beacon 

Journal .... 156,382 73.4% 
Clevelan 

Plain Dealer .... 21,931 10.3% 
Cleveland Press... 5,981 2.8% 
Cleveland News... 1,938 0.9% 
SUNDAY 
Akron Beacon 

Journal ...... 155,877 73.1% 
Cleveland 

Plain Dealer . 21,193 9.5% 


Source March 31, 1957 
A. B.C. Audit Statements 


# EACON J 0 ib RNAL For your market contact 


| 
| 


| 


that we will not be able to make 
our budget. The business is avail- 
able if we’ll just work harder.” 


= Consolidated net sales for the 
three months ending March 31 
were $128,296,239, compared with 
$128,410,684 for the similar period 
in 1957. Net income was $4,419,- 
345, equal to $1.72 per share, com- 
pared with a 1957 figure of $4,328,- 
889, equal to $1.70 per share. 

In answer to a_ stockholder’s 
question, Mr. Little said that in 
the original budget proposals of 
last October, Colgate had planned 
on earning $1.61 per share for this 
quarter. 

Three new directors elected to | 
the board were William T. Miller, 
vp in charge of the household | 
products division; John R. aged 
Jr., vp in charge of research, and 
LeRoy W. Campbell, retired exec 
vp of the Chemical Corn Exchange 
Bank. 

In contrast to last year’s annual 
meeting (AA, April 29, 57) when 
Mr. Little spoke uninterruptedly | 
for about an hour, reviewing the | 
company’s history, explained the | 
firing of former P-esident William 
L. Sims II, and defended himself 
against charges of one-man rule, 
this year’s gathering was over in 
less than an hour and went off 
without a hitch. 


s Last year a woman stockholder | 
wanted to know why Colgate | 
didn’t package its toothpaste in 


was announced by the company. 
Donald A. Wells has been named 
general products manager of the 
household products division, suc- 
ceeding Tom Carroll, who is now 
with Lever Bros. 

Robert I. Angelus has been 
named a product manager in the 
division, in charge of advertising 
and merchandising for Vel pow- 
der, Super Suds and Kan-Kil. 
These responsibilities were form- 
erly divided among other product 
managers. 

Mr. Wells was a vp at Leo Bur- 
nett and Mr. Angelus an account 
executive. # 


Siese] Adds Two Plastics 
Clients—Aurora and Vinyl 
Harold J. Siesel Co., New York, 
has added two manufacturers of 
plastics products to its client lists. 
Aurora Plastics, West Hempstead, 
N. Y., has switched from Tower 
Advertising to Siesel. The “larg- 
est advertising campaign” in 
Aurora’s history will be launched 
in July via magazines and tv spots 
to promote Aurora’s hobby line. 
Vinyl Plastics Inc., Sheboygan, 
Wis., maker of vinyl floor tiles, has 
named Siesel to handle its adver- 
tising and publicity. The account 
was previously handled by Barnes 
Advertising, Milwaukee. 


Briggs Appointed Publisher 
W. Bradford Briggs, formerly 
publisher of McCall’s Pattern Book 


Supermarts Supplant 
Oldtime Newsstands 


in Magazine Sales 


WaAsHINGTON, April 29—Another 
American institution—the down- 
town newsstand—faces a fight for 
survival in the path of progress, 
according to the Council for In- 
dependent Distribution. 

The council, an association of 
newsstand distributors, has _ re- 
leased a survey indicating a 
marked trend in magazine sales 
from the central sections of cities 
to outlets in the outskirts and 
suburbs. The survey results were 
reported at a council meeting held 
in conjunction with the Atlantic 
Coast Independent Distributors 
Assn. convention here last week. 

“In one city with over 1,000,000 
inhabitants, there is not a single 
old time corner newsstand or 
street stand left,” said Robert 
Klein, Cleveland distributor who 
conducted the survey. “Only in 
major metropolitan areas can the 
old-fashioned newsstands be 
found.” 


# Supermarkets, drug stores and 
suburban shopping centers are now 
the primary places of distribution, 
the survey said. 14,700 supermar- 
kets now have magazine depart- 
ments serviced by council mem- 
bers. 

“Although this represents only 
about one-seventh of the total re- 
tail outlets we serve, these mam- 


| moth operations account for a far 
|larger percentage of our total 
| sales,” Mr. Klein said. + 


duck-shaped tubes with the paste and McCall’s Needlework & Crafts,| Jager Joins Grey as A.E. 


coming out the beak, as an entice- | 
ment for children. Last week, for | 
the same reason, a lady stockholder 
wondered why Colgate 
package its new pressurized tooth- | 


has been named publisher of Mod- 
ern Bride, a quarterly published by 
Ziff-Davis, New York. William 


publisher. 


Hunter Jager, formerly an ac- 
| count executive with Foote, Cone 
|& Belding, has joined Grey Adver- 


didn’t | Ziff, company president, is former | tising, New York, as an account ex- 


ecutive. 


On the center spread appears the first 
advertisement announcing the sale of 
the famous LASSIE series for syndi- 
cation. So great has been the demand 
for this show that, prior to general 


release, these represent but a few of 
the hundred-plus markets already sold! 


New Haven—Hartford, Conn. . WNHC 
New Orleans, La........ WDSU 
WPIX 


Meow Vem Sys 5 etc eee 


“Ohio's Most Complete Newspaper” 
4OHN S$. KNIGHT, Publisher Represented by STORY, BROOKS & FINLEY 


| Television Programs of America, Inc., 488 Madison Ave., New York 22, N. Y. 
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PHOTO COURTESY HELENA RUBEN... - 


The Chemical Engineer keeps 83 million women beautiful 


Soaps and perfumes, lipstick and cosmetics 
. . . more contributions to the better life 
made possible by the Chemical Engineer 
and his technology... 


In industries using chemical procesess and 
techniques . . . their products range from 
explosives to cosmetics . . . the one unifying 
influence is the active presence of the chemi- 
cal engineer and his technology. These in- 
dustries buy big . . . a third of all capital 
goods, $46 billion in raw materials and fuels 
... and it’s the chemical engineer who rec- 


ommends and specifies as processing needs 
turn into orders. Sell him first and you’ve 
sold the common buying denominator of 
the Chemical Process Industries. 

Only one magazine, CHEmiIcAL ENcI- 
NEERING, is aimed exclusively at the chemi- 
cal engineer, whatever his function. And it’s 
preferred by a solid 3 to 1 margin among 
chemical engineers in all functions, in all 
industries. This year you can talk to them 
with a greater frequency, timeliness and im- 
pact than ever before. CHEMICAL ENGINEER- 
ING, A McGraw-Hill Publication, 330 West 
42nd St., New York 36,N.Y. @ @ 


Published every other monday 
for Chemical Engineers in all functions 
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Current Figures for U. S. and Canadian Publications Reporting to Advertising Age 


is 16 Advertising Age, May 5, 1958 
y A i] Pp d L 1 7 F Pp b! icali 
a pril Pages and Linage in Farm Publications 
Commercial Dis- Commercial Dis- 
play Excluding play Excluding | 
som Poultry, Classified Poultry, Classified | 
rere and Livestock, and Livestock, 
: -—Total Advertising, in Pages. ———Total Advertising, in Lines———, in Lines -—Total Advertising, in Pages——, ———Total Advertising, in Lines———, in Lines 
Fy voc April = April Jan.-Apr. Jan.-Apr. April April Jan.-Apr. Jan.-Apr. April April March March Jan.-Mar. Jan.-Mar. March March Jan.-Mar. Jan.-Mar. March March 
: 1958 1957 1958 1957 1958 1957 1958 1957 1958 1957 1958 1957 1958 1957 1958 1957 1958 1957 1958 = 1957 
Wallaces’ Farmer ........ 131.0 135.1 303.8 327.0 102,736 105,884 238,213 256,386 93,137 97,180 
Farm Magazines Washington Grange News... 16.9 19.0 40.4 44.0 18.382 20,678 43,834 47.782 17,920 20. 
pet Capper’s Farmer .......... 62.3 764 242.6 296.4 27,964 32,774 105,304 127,166 26,758 31,481 Western Farm Life ........ 33.9 40.2 94.6 99.7 26,613 31,577 74,230 78,242 22,124 27,645 
ae Farm & Ranch—Southern Agriculturist: Colorado Edition ....... 6.6 5.5 40.1 40.1 5,182 4,312 31,460 31,505 4,636 4,172 
iy #Southeastern Edition .. 46.4 49.0 1738 was.s 39.922 21.006 7as7s we,eoe sss 1a. Wisconsin Agriculturist & Farmer 92.8 99.4 213.7 237.6 72,764 77,911 167,570 186,287 70,455 76,118 
3a Southwestern Edition ... 45.0 51.4 ‘ 7.7 19, - 3 . A 327 FETacw ak. Tak as 
a Average 2 Editions ...... 458 49.9 1718 1889 19,635 21.414 73,708 81,048 18,003 19.190 om = SA 1,401.2 1,467.8 3,403.1 3,617.5 1,063,945 1,125,858 2,607,237 2,773,709 968,833 1,022,341 
Farm Journal: 
ee #Central Edition ....... 100.1 128.6 354.6 410.2 42,931 55,154 152,139 175,969 41,307 53,586 
HEastern Edition ...... 94.4 130.6 319.7 422.3 40,500 56.010 137,164 181,177 38,876 54,442 . Fi Cee 
#Southern Edition ...... 82.7 119.4° 266.2 381.9 35,496 51,222 114,186 163,815 33,872 49,654 Farm Linage Trend = 
Western Edition ...... 103.1 133.7 338.2 429.0 44,221 57,372 145,071 184,055 42,597 55,804 
: Average 4 Euitions ...... 95.1 128.1 319.7 410.8 40,787 54,940 137,140 176,254 39,163 53,372 
ME Proyressive Farmer: MAGAZINES MONTHLIES 
#Carolina-Va. Edition ... 100.7 130.4 366.5 442.7 68,468 88,646 249,249 301,062 66,139 85,881 | 1958 10880 
#Ga.-Ala.-Fla. Edition .. 106.0 130.8 366.8 441.2 72,048 88,960 249,408 300,049 69,599 86,112 | 
#Ky.-Tenn.-W. Va. Edition 93.6 120.7 334.5 412.1 63,642 82,055 227,491 280,221 61,536 79,665 APR [196 | APR.| 671 | 
ZtMiss.-La.-Ark. Edition . 95.2 123.0 335.3 411.5 64,747 83,654 228,000 279,845 62,698 81,342 
: Z#Texas Edition ........ 97.2 127.7 342.6 424.6 66,125 86,829 232,987 288,723 63,760 83,515 MA [205] 
Average 5 Editions ..... 98.5 126.5 349.2 426.4 67,005 86,029 237,427 289,981 64,746 83,303 R ' = MAR.| 661 | 
Successful Farming ........ 90.2 122.9 311.6 412.7 40,575 55,292 140,200 185,696 39,839 54,446 1957 1957 
. ree 391.9 503.8 1,394.9 1,735.2 195,566 250,449 693,779 860,145 188,509 241,792 apr. Webs ee a 8 
# Not included in totals. 
_ Nea nar 
Monthlies 
Agricultural Leaders’ Digest 10.2 20.4 55.1 58.6 4,390 8,779 23,625 25,153 4,390 8,779 _ SEMI-MONTHLIES BI-WEEKLIES WEEKLIES CANADIAN 
American Fruit Grower ..... 53.2 26.7 171.2 140.2 22,978 11,517 73,990 60,576 22,513 11,187 1958 1958 1958 1958 
American Poultry Journal: 1,064 
#Eastern Edition ...... 256 350 125.3 1523 11,020 15,028 59,779 65,436 8,070 12.599 MAR} 1,064 MAR. MAR[258__| maR[413__ | 
i: Midwest Edition ...... 32.8 35.2 1323 150.8 14,067 15,100 56,719 64,652 11,221 12, 
Bees Southeastern Edition .. 28.2 348 129.6 1503 12.181 14943 55,698 64,486 9,257 12592 | | FEB. Fes. [113] FeB.[180 | FeB.[364 | 
Southwestern Edition .... 24.4 34.2 1146 144.4 10,494 14660 49,101 61,959 7,976 12,595 | — ren 
ea #Pacific Edition ....... 27.6 345 1188 146.5 11,824 14826 50,947 62,853 8,838 12,099 1957 195 1957 
Average 5 Editions ...... 27.7 347 124.1 1489 11,917 14,911 53,469 63,877 9,072 12,669 MAR. mar. mar. Pe A407 | ] 
5 American Vegetable Grower . 41.1 24.4 145.1 119.8 17,877 10,560 62,672 51,742 17,558 10,370 50 273 MAR. Bey ' 
Arkansas Farmer ......... 194 201 699 80.5 14,646 15,247 52,852 60,900 14,113 14,671 
: can og 8 peal or 32 "a3 4 Nees ‘sens S208 eae "Sat ime Total Advertising, in Pages——, Total Advertising, in Lines——, 
: +Breeder's Gazette ........ 17.2 ; i E } y ; } . . —_ : — \ : ; 
Broiler Growing .......... 33.9 33.3 145.4 167.9 14,537 14,284 62,380 72,043 11,788 10,218 April April Jan.-Apr. Jan.-Apr. April April = Jan.-Apr. Jan.-Apr. April April 
California Citrograph ...... 23.7 24.0 90.7 93.7 16,058 16,170 61,152 63,070 15,530 15,876 1958 1957 1958 1957 1958 1957 1958 1957 1958 1957 
California Farm Bureau Monthly 13.6 12.9 49.8 53.8 10,276 9,771 37,625 40,701 9,800 9,135 ‘ ‘ ; 
The Cattleman ........... 77.6 711 327.6 347.5 32,540 29,883 137,545 144,947 13,016 14,204 Semi-Monthlies (April) 
= Cooperative Digest ........ es S| eM” OS Se ee lee ee Colorado Rancher & Farmer. 38.9 41.3 141.5 156.0 29,418 31,226 107,102 118,252 26,870 29,483 
‘ County Agent. & Vo-Ag Vescher 34.0 447 126.5 2987 14586 19,19) 54.108 699,908 Dakota Farmer ........... 62.3 81.4 244.0 268.1 48,861 63,860 191,352 210,197 62,061 48,507 
a weet fae... 8 Br 36 Sf eS ee Se eee 119.5 110.9 400.7 415.8 93.653 86,976 314.122 325,953 87.676 80,815 
Everybodys Poultry Magazine 27.9 29.4 139.9 139.9 11,987 12,635 60,034 60,017 8,812 8,729 Hoard’s Dairyman ........ 71.7 69.1 264.5 252.8 52,176 50,303 192,543 184,005 46,582 44,619 
Farm Management ........ 30.7 22.7 1016 940 13,161 9,730 43,578 40,239 13,161 9,730 pT la 739 646 2467 2458 56819 49609 189.474 188751 51.404 43.741 
: Farmer-Stockman: Montana Farmer-Stockman .. 69.7 74.1 244.6 263.6 52,721 56,041 184,938 199,250 47,614 48,299 
Ss #Oklahoma Edition ..... 47.2 44.2 148.5 184.9 20,274 18,974 63,742 79,148 18,578 17,306 Nebraska Farmer .......... 105.5 106.6 384.6 406.3 79,829 80,641 290,939 307,163 72,496 73,492 
H#Texas Edition ........ 46.3 43.3 143.0 178.0 19,892 18,598 61,352 76,379 18,196 16,930 dNew England Homestead. 49.2 44.7 1588 150.0 34444 31.294 139.465 105.021 26610 22996 
Average 2 Editions ...... 468 4S USE = 16LS 20,085 18,706 62547 74,764 18,987 17,018 H#Ohio Farmer ............ 81.0 822 296.8 300.9 62,210 63,117 227.931 231,070 55.547 57.259 
Florida Cattleman ........ oe S ore phe payee apo yy men jeg pe #Pennsylvania Farmer ..... 56.2 52.7 238.9 234.6 43,164 40,471 183,529 180,159 39,309 35.267 
Florida Grower & Rancher .. . : ' . ’ ’ ’ ’ ’ ’ Jaces’ Farmer ..... sss. 1156 1135 419.4 . 596 88, 328, 345,385 86, 84,037 
Georgia Farmer .......... 14.0 15.2 545 64.3 10551 11,529 41.159 48,630 10,325 11.403 a = a i a eam 
*Indiana Farmer's Guide hp 4 , #Regular Edition ...... 36.1 35.7 130.8 135.5 28,363 28,023 102,593 106,265 22,240 23,240 
_ Kentucky Farmer .......... 26.5 26.3 105.1 105.7 20,765 20,616 82,424 82,916 19,454 19,094 an tin 459 40.4 180.7 180.4 36013 31.721 141703 141468 29358 26.025 
$Livestock Breeder Journal: Average 2 Editions .... 41.0 38.0 155.7 157.9 32,188 29,872 122,148 123,866 25,799 24,633 
aan — seeeeees poy! ona oy es one a eee tanteese Wisconsin Agriculturist & Farmer 91.0 82.4 304.7 320.0 71.345 64,634 238.915 250.921 69.826 63,186 
uthern re . a . ona ’ ’ ’ ona =. aed — ——_———_ —_—eee our prance ements 
way Michigan Farm News ...... 3.7 2.6 11.7 94 8,537 6,000 27,725 21,560 7,959 5,600 by aoe ‘2 Neuse? .. 797.2 711.0 2,873.1 2,996.9 615,163 612,296 2,215,164 2,312,725 576,915 546,336 
is Mississippi Farmer ....... 12.3 149 48.0 60.4 9,289 11,180 36,289 45,561 9,042 10,958 # No . 
: §Missouri Farmer ......... 16.0 17.7 53.4 448 6,714 11,965 22,413 30,612 Ba ao ——Total Advertising, in Pages——, ———Total Advertising, in Lines———, 
National 4-H News ........ 23.2 27.7 04 CAS 105 166 = 55.908 55.500 i f March March Jan.-Mar. Jan.-Mar. March March Jan.-Mar. Jan.-Mar. March March 
National Hog Farmer ...... 15.0 7.0 49.3 25.5 15,260 7,110 50,060 25,885 14,722 6,505 a wa ae er ee. we hee — os & 
National Live Stock Producer 18.8 129 617 63.5 13,729 9,398 44,970 46,296 15,430 8.805 
Nation's Agriculture ...... 9.1 12.3 32.9 36.3 4,098 5,551 14,598 6,339 m . - . 
New Jersey Farm & Garden. 54.4 637 2014 237.2 24.496 28659 90644 106.776 21.616 24.986 Bi-Weeklies (March) 
Ohio Farm Bureau News ... 97 153 41.6 52.8 4,389 6,911 18,759 23,824 4,389 6,911 Arizona Farmer-Ranchman .. 106.0 111.6 242.7 255.2 80,168 84,406 183,505 192,939 78,233 82,114 1 
Poultry Tribune: California Farmer: 
#Eastern Edition ...... 35.9 42.7 176.3 192.4 15,389 18,317 75,647 82,530 11,514 15,023 #Northern Edition ..... 82.5 71.7 175.2 177.9 62,422 54,230 132,470 134,522 60,082 51,783 
#Midwest Edition ...... 38.5 425 173.5 183.7 15,211 18,236 74,451 78,820 12,065 15,463 | #Southern Edition ..... 78.9 68.4 168.4 171.4 59,690 51,692 127,358 129,581 57,350 49,336 
#Pacific Edition ....... 39.3 47.2 190.4 202.2 16,856 20,263 81,691 86,756 11,192 15,465 Average 2 Editions ...... 80.7 70.0 171.8 174.7 61,056 52,961 129,914 132,051 58,716 50,559 
#Southeast Edition ...... 39.1 “ oes poole per fey ee ae wae = Dairymen’s League News .... 15.6 17.1 41.2 46.6 11,381 12,427 30,017 33,942 10,643 11,891 
Southwest Edition ..... 37.5 . . . 5 ’ . . . ee 6] Felted Grow ...-..ss.... 23" 108.7 7557 Wes 52.605 ——_—_—~— ——————- S ee 
Average 5 Editions ..... 37.4 45.0 179.9 195.0 16,062 19,306 77.198 83,650 11,987 15,667 By - ban ApS 202.3 198.7 = 455.7 476.5 152,605 149,794 342,436 358,932 147,592 144,564 
Southern Planter .......... 26.7 30.8 115.0 126.7 18,673 21,585 80,454 88,744 18.165 20.903 . 
Tennessee Farmer & Homemaker 17.0 18.9 72.0 74.4 13,360 14,723 56,501 58,219 12,469 13, 
Turkey World ............ 45.7 45.1 233.5 251.2 19,592 19,368 100,160 107,779 13,854 12,047 Weeklies (March) 
Western Dairy Journal 48.3 39.3 168.5 157.3 20,706 16,842 71,942 67,480 13,340 9,878 Iowa Farm Bureau Spokesman 59.4 53.6 173.4 161.0 60,350 54,267 175,975 163,289 56,217 49,120 
es y 
Western Fruit Grower ..... 47.1 45.1 156.2 148.1 19,782 18,921 65.604 62,244 19,782 18,921 tThe Poultryman: 
Western Livestock Journal: National Edition ....... 16.5 227 55.4 67.2 17,857 24,657 60,095 72,919 7,171 14,322 
Mts. & Plains Edition... 40.5 37.6 206.6 172.5 17,394 16,137 88,673 74,006 6,782 8,829 Dixie Edition .......... 17.6 23.1 61.2 58.8 19,057 25,077 66,450 63,787 7,937 14,742 
Pacific Slope Edition .... 84.8 70.2 402.1 384.0 36,373 30,107 172,496 164,728 15,211 14,482 New England Edition .... 20.8 28.2 681 81.8 22,614 50,562 73,900 88,800 10,696 17,562 
Wyoming Stockman-Farmer . 45.2 44.3 162.4 154.7 35,546 33,558 126,378 118,114 29,962 29,172 New Jersey Edition ...... 28.5 40.2 96.4 125.9 30,937 43,658 104,691 136,640 16,379 29, 
; eee 8 5,430.3 5,019.0 670,595 618,516 2,711,251 2,540,089 499,516 492,241 Weekly Star Farmer: i 
br ff ar de a Page g agli cage = yon png oan nage Bo + permed te Galen? fe #Kansas Edition ...... 20.1 17.0 515 44.4 49,560 41,895 126,808 109,295 32,027 24,390 
@ Tet tenets te taah. + Coons Bee 6 any $ *% S , Missouri Edition 218 195 544 49.0 53,646 47,960 133,976 120,829 34,961 29.707 
December 1957 of the Breeder-Stockman and Southern Livestock Journal. § Changed from a 699-line page to a 420-line MOM... ee - . . . ’ ’ : 5 J 
in September 1957. * Became a monthly with April 1958 issue. #Okla-Ark. Edition ...... 18.7 158 47.0 41.5 46,101 39,049 115,900 102,359 34,059 23,353 
page in Sep’ . Average 3 Editions ..... 20.2 174 51.0 45.0 49,769 42,968 125,561 110,828 33,682 25,817 
Newspaper Monthly Farm Sections = _— Reporter . ao pA = a a a a 108,885 57,533 12,376 6,916 
F & Home Registe 17.5 29.4 82.6 84.5 17,523 30,055 82,646 86,218 17,092 29,372 otal Group ............ 15.8 6. 615. 14.1 25 : 72,931 715,557 693,796 144,458 158,371 - i 
oo ron & fam conape 13.3 112 73.8 80.6 13,342 11,186 73,836 80,556 12,208 10,542 t Four issues in March 1958; five issues in March 1957. # Not included in totals. tl 
ee ete 308 406 1564 165.1 30865 41,241 154,482 166,774 29,300 39,914 
§ Changed A a 1,020-line page to a 1,000-line page in August 1957. Dailies (March) | 
Corn Belt Farm Dailies: 
-—Total Advertising, in Pages——,. ————Total Advertising, in Lines———, Chicago Daily Drovers Journal 36.1 41.1 107.3 116.1 78,200 89,109 228,369 247,157 46,417 46,911 
March March Jan.-Mar. Jan.-Mar. March March Jan.-Mar. Jan.-Mar. March March Kansas City Daily Drovers 
= 1958 1957 1958 1957 1958 1957 1958 1957. 1958 1957 MMOPOM ccs cceccess 36.0 41.0 101.7 112.0 77,601 87,171 216,358 238,378 50,075 60,803 
ie cute Baily dournal. Stockman 38.7 41.0 124.7 133.2 82,256 87,577 265,364 283,455 52,128 55,007 
sca ouis Daily Livestock ry 
Semi-Monthlies er 5 dei. abkkc a edn ines eee a Reporter ............ 26.4 28.0 74.4 82.5 56,167 59,625 158,339 175,464 39,557 36,496 
as American Agriculturist ..... . . 9 . 5 i > , . . wy a 
cn Colorado Rancher & Farmer | 48.1 55.1 1026 114.7 36,419 41,879 77,684 87,032 33,980 38,820 Total Group ............ 137.2 1511 408.1" 443.8 294,224 323,482 868.430 944,454 188,177 199,217 
Dakota Farmer ...........- 79.1 78.3 181.7 186.6 62,034 61,449 142,491 146,337 60,451 59,389 — 
ee eee 119.5 120.6 281.2 304.8 93,672 94,580 220,469 238,977 87,420 87,882 Quarterlies 
Hoard’s Dairyman ........ 76.1 64.7 192.8 183.7 45,413 47,085 140,367 133,702 45,413 47,085 tFarm Quarterly .......... — 1015 925 —— —— 46,893 42,735 45,611 41,811 
Indiana Farmer's Guide .... 24.4 32.3 59.9 75.7 19,138 25,314 46,939 59,374 15,026 20,484 t+ Published quarterly, spring, summer, autumn and winter. \ 
Kansas Farmer ........... 535 553 129.8 138.5 40,722 42,082 98,684 105,288 36,830 39,349 { 
Michigan Farmer ......... 74.8 75.7 172.7 181.2 57,429 58,179 132,655 139,142 52,033 51,125 Canadian (March) t 
eed AS sad 54 1749 1894 $5907 6458S 152.217 143209 45967 52.388 Country Guide 498 51.7 115.0 120.0 35,886 37,195 82,776 86,389 — ' 
Montana Farmer-Stockman .. 4. ’ . . ‘ . , . . A MY —GUIGE wwe ee eeeee . . 5 ! / = x ‘ — ( 
Debate Pimer ......... 125.2 134.9 279.1 299.5 94,696 102,023 211,110 226,522 85,516 93,464 pm Bye ARR teense 90.5 85.2 236.2 230.2 88,255 83,104 230,316 224,472 67,549 63,656 
ST One... el Se eee Ee Se aa «sen ia ae Gee Canadian Countryman .. 60.7 59.6 137.4 134.0 42,489 41,708 96,153 93,795 35,518 34,931 
~eDchnevll ae eR BR Br ee BB BB BB Farmer’s Magazine ........ 28.6 27.9 668 71.4 12,269 11,969 28657 30,631 11.437 11,899 
3 eae POE ...+-»- = se aS a a : . Free Press Prairie Farmer .. 110.4 109.1 288.4 293.9 115,961 114.552 302773 308544 64357 67.486 
‘ rairie Farmer: Le Bulletin des Agriculteurs 70.5 72.9 170.1 176.3 49,384 51,075 118,870 123,541 49,384 51,075 
(a " dition ....... 118.1 128.6 290.2 321.4 85,957 93,625 211,319 234,037 76,569 83,534 384 51, 
: om pond ore! 1167 1271 2881 309.0 88957 92537 209769 225.031 75.569 82.446 tWestern Producer ....... 64.7 62.6 1811 164.6 69,244 66,974 193,786 176,104 43,153 36,392 
Average 2 Editions ..... 117.4 127.9 289.2 315.3 85.457 93,081 210,544 229,534 76,069 82,990 Total Group ............ 475.2 469.0 1,195.0° 1,190.4 413,488 406,577 1,053,331 1,043,476 271,398 265,439 
: Rural New-Yorker ........ 32.4 340 85.3 96.0 25,367 26612 66,846 75,142 22,804 23,301 t Three issues in March 1958 and four issues in March 1957 due to printers strike. 


= < 5 = 3 se ae cas 2 eS SON aaa. aN % : Ps if 3 - a ne Tey eee wae s —¥ i ~~: - 
ay i? S Z 2 i Se eee smeornyt F Te rie 7 ra, ‘ : t 7 cei, Spe 
By ; } pie ied ie thee ag : Bes) EP TAP Dah ake Nigga RA GOEL "ye - ot ae. Ie £8 eee a es ra a Sc eae a ea 
ji ihe, Sed, Se eae aint ra dees GLa ae a ar ae ee i. eee ee ai ‘cae. Se SE EO ey OE ee | LOSER LI oo, 
y 25a sy . ee, ae cee hae ¢ " Be napa ke Z ‘ nee vy . - 4 i 
. ‘ a : 2 Ps : : 5 eR ee by peice ieee Set se rs ree ee hers ie Ss 
aes : Sibi PY nt ae me icici te a aN aa calla laa en > 
| (gape ere om TIE IT : 
=e 
ee 1 
eee 
§ ae 
<i 
aa ee 
1 oe : 
Rea ysis Ate SD ig, eee RS) RN A OC ae Se Weta AEL TS ene we eae mea ARE Lemay s Oa fever ot te ge Sant Me Be So cm enact 7 ete Ml J FS an wr ca a ere Valen nm ir CoS, se ge Ser gD a Ae re ai 
Se any ER So GR op ei i ee aa are sea tne Soe oc tt ge Fait, Ce mined Dy So + Rohibepeners = Si ie ex Ce aie rig per ures eer cae cee 
— eee ge at, ee Sates api uae Miata De peeer acer Bite tae ee ae. ree nae gee. Sal sa Ba Get i on Be pet og ken A aie Mieneses amma tay = naa NL St ay ee EIN Be eR Boag”, TORRE eS or A Ge eT re ae Oe Ae 
Fetis Agee EE ee aac i . TEE SRR Teter rte ne See Rare ey oeren ait ee SI RS 6 Pe Sot ee lee oa, MARE ree NB ok BY I ee eae a Per; Bethy a Der ee Beh ae Me calle ° a aay Oe ink a Sian ae vin wa ann tee Ans eA 
— he pS et, ee ea ne wi 1 REDS = STG RAS RRS ATES Haire Sete t To ee PR OR NWI St Raniah een > NIA J ces, Se Mea a Rae AT Ei SRR Rat yea cae mo “gee a eee ty ara Fig, oot gets ae EE a ee UN ee a, i eee NE race oes eo ee Te gy ae OR RG 
ous ee: LSA SRR AOE RON ioe eT hS A cy hee ee tae ic Gt eee Dan ere means 2 Sen Seamer CO Rah tena a Me es Soh of eks 2 een ari steels Sk 
BAM ay aie os ‘ 5 et ee: ct eae ice oa Papier Spe Snir ee epee Re Se eames cre ees Re Res m2 eG gC ie eee ne Bey sate iene bore PPS CLS SE OS 2 eee en RIES Jc Soma” Soh Nana eo hee cepts 
z * py, a ena eae fo even iy MOR mine ees SB een ram ambi es f ) Pm een SO WEAR TENS ae Sa aie ae al ae ii fe Oe ae ee A pies a uggenc ie by pee i 4 Se 2 wae eux Cav ebe at : is oe fae: NR Braye Oe 
> ae / a op iF 7 Sete alee tet a et eo 


“READ ALL ABOUT — 
i 


IT... MINNESOTA LAM ‘ 
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CELEBRATES ITS at 
STATE CENTENNIAL!" 


Phileas Fogg was a slow-poke com- 
pared to young Billy Bevan of Chisago 
City, Minnesota. 

Fogg, whose 80-day dawdle around 
this rapidly shrinking planet rated 
wide publicity as recently as 1957, has 
been eclipsed by a 14-year-old Min- 
neapolis Star and Tribune carrier 
salesman. Bevan’s time: 24 days. And 
Billy did all right in the publicity 
department, too. 

The Adventures of Billy began with 
his selection from among 12,000 Min- 
neapolis Star and Tribune carrier 
salesmen as Minnesota’s Centennial 
Air Ambassador. His foreign assign- 
ment: to deliver special State 
Centennial edition copies of the 
Minneapolis Sunday Tribune to gov- 
ernment officials and heads of state 


around the free world, as well as to 
extend Governor Freeman’s personal 
invitation to Minnesota’s 1958 Cen- 
tennial celebration. Billy’s flying paper 
route stretched from Minneapolis to 
Paris, Rome and Athens across the 
world to Bombay, Manila, Seoul, 
Tokyo and back home. 

From the time he left Minneapolis, 
young Bevan was a target for flash- 
bulbs, friendly questions, and invita- 
tions from government officials, 
business executives, Boy Scouts and 
church groups. He had an audience 
with Pope Pius, a visit with President 
Garcia of the Philippines and lengthy 
interviews with both Dag Hammar- 
skjold and Syngman Rhee. He even 
picked up a new subscription to the 
Minneapolis Star (from an executive 
of the MANILA TIMES) and at least 
two job offers for “when you grow 
up.”” Presents he acquired en route 
ranged from a completely outfitted 
French motor bike to a pair of sterling 
silver chop sticks, and jammed the 
plane’s baggage compartment. 

The crew-cut cause of this inter- 
national goodwill exchange took it all 
in stride. He faced press conferences 
with adult aplomb, cheerfully gave 


THE STATE OF MINNESOTA'S 100th BIRTHDAY IS MAY 11, 1958 


dozens of unscheduled speeches, even 
played a cornet solo for an audience of 
500 delighted Japanese. Still, he found 
time for adolescent concerns: e.g. his 
long, hard search for a banana split in 
Seoul, Korea, and his swapping jack- 
knives with an Arab youthin Dhahran. 

All told, this engaging teen-ager 
did his assigned job far more thor- 
oughly than even he realized. People 
in the countries he visited did not 
need to understand his language. As 
some 50 newspapers in 14 countries 
reported, this healthy, handsome, 
intelligent product of the Upper Mid- 
west (with his inherent good manners) 
enjoyed an almost unprecedented ac- 
ceptance, and reflected uncommon 
credit on the people, the region and 
the way of life of this great 3% state 


area. 
Copr., 1958, The Minneapolis Star and Tribune Co. 


Minneapolis 
Star zzd Tribune 


EVENING MORNING & SUNDAY 


625,000 SUNDAY - 495,000 DAILY 


JOHN COWLES, President 
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‘Family Weekly’ to 
Publish ‘Suburbia.’ 
New Supplement 


New York, April 29—A news- 
paper supplement aimed at fami- 
lies whose expendable incomes 
are in the nation’s top tenth will 
make its bow next January. 

Announcement of the monthly 
color-gravure supplement, which 
will be called Suburbia, was made 
here last week by Family Weekly 
Magazine Inc. Chicago, which 
publishes Family Weekly, a sup- 
plement now in 173 markets. 

Suburbia will have a b&w page 


READY! S"6 "es. vo 


BLUE BOOK BUS. PAPER ADVERTISERS 
Timely! Trend-indicative!! 
3-year space check. All '55-6-7. 
Over 1,000 pages of data. 
10,000 reconstructed ad schedules. 


wite BRAD-VERN’S Yeelter 


rate of $4,580 and a four-color rate 
of $5,600 based on an initial guar- 
antee of 1,000,000. Family Weekly 
spokesmen said an _ undisclosed 
number of newspapers already 
signed to take Suburbia have a 
combined circulation of 858,000. 

Advertisers who buy space in 
Family Weekly will be offered a 
15% discount on the space they 
take in Suburbia, 
within a month. Family Weekly’s 
b&w page costs $13,350. 


# Suburbia will appear in dailies, 
semi-weeklies and weeklies which 
publish “in areas that are primari- 
ly high income residential suburbs 
of major metropolitan cities.” The 
supplement “will also be available 
to some papers in other areas 
where income and living habits 
indicate that the papers serve 
households similar in character to 
the metropolitan market high in- 
come suburbs.” 

Cost of taking on Suburbia by 
newspapers will be based on ad- 
vertising revenues. + 


if purchased | 


Simmons Adds Offices 

Simmons Associates, New York, 
radio-tvy representative, has ex- 
panded its sales activities with the 
addition of two West Coast offices. 
In San Francisco, Simmons will be 
located at 681 Market St., with 
Theo B. Hall, former independent 
representative, as manager and 
Arch Kerr, formerly with KFRC, 
San Francisco, as his associate. The 
Los Angeles Simmons office at 
1350 N. Highland Ave. will be 
managed by James Gates in asso- 
ciation with Ted Rogers. Both for- 
merly were independent represent- 
atives in the Southern California 
area. Simmons soon will announce 
an additional expansion in its New 
York office. 


Willett Joins Henry Holt 


Foster Willett, formerly circula- 
tion manager of American Home, 
has been named to the new post of 
circulation director of the maga- 
zine division of Henry Holt & Co., 
New York, effective May 1. 
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| South Bend... 


: Sales — 


man or 


WSBT-TV  e35cir%iion 
PRIMARY COVERAGE — | 


748,800 TV VIEWERS IN. 
- PROSPEROUS MICHIANA * 


Gains in 1957 


¢ SAVINGS DEPOSITS 
Hit record high in 1957 


¢ SPENDING 


Leads 7th Federal Reserve District for 1957 


¢ HIGH SPOT CITY 
For 4th consecutive month 
(Sales Management Magazine) 


¢ DEPARTMENT STORE SALES 
Showed up better than any other 


major Indiana city in 1957. 


LOOK. wiat’s happening in 


_Indiana’s 2nd Market 


Business is good in South Bend, Indiana. The facts 
above attest to that. In addition, there are other signs 
; such as: The South Bend-Mishawaka City Corporate 
: Area is Ist in Indiana in Effective Buying Income 

per capita—2nd in Indiana in total Effective Buying 
a3 Income — 2nd in total Retail Sales — 2nd in Food 


2nd in Drug Sales. 


WSBT-TV dominates this great market. 
area station comes close to WSBT-TV in the number 
of top rated shows carried. Chicago and Michigan 
stations aren't even in the running. See your Raymer 


write us. 


*14 counties in Northern Indiana and 
Southern Michigan. Set count, 208,000 
3.6 persons per family 


* HOUSING CONSTRUCTION A 


No other 


Si ty 7 


: 
, 


gee oe ae cence ee 
Fh 


ws 


noe ae ae ae ae ae 


= 
Bt 


Advertising Age, May 5, 1958 


Advertising We Can Do Without... No. 49 


MGR. ia ? ine #008 
oT wins noon 


BROADLOO 


WALL -to-WALE ; 


~~ 


Including Heavy Waffle Padding ‘Ss <a 


COMPLETELY INSTALLED 


LIVING ROOM—DINING ROOM—STAIRWAY & HALL 


Absolutely 
No Extras! 


Up te 288 59. FT 
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_ CALL TODAY-SUNDAY 


on “Duty 24 Hours FL 2.4414| = Sass of Genmeee 


Within 50 Miles 


CARPET FAIR, 3949 NO. BROAD oo 


DESIGNED TO FOOL?—Norman J. J. Berger, vp of Leber & Katz, New 
York agency, nominates this Philadelphia ad for the “advertising we 
can do without” column, “Living room, dining room, stairway and 
hall” carpeted wall to wall, “including heavy waffle padding com- 
pletely installed, all for $219, absolutely no extras.” And in small 


type: 


“Up to 288 sq. ft.” Translated into usual terms, this is 32 


square yards—a total area 12x24 feet, for example, and scarcely 
enough for “living room, dining room, stairway and hall” in any 
but the tiniest imaginable house. 


Pabst Will Fly 
100,000,000th Barrel 


to German Beer Bust 


MILWAUKEE, April 29—The 100,- 
000,000th barrel of beer created by 
the Pabst Brewing Co. will be 
flown to Mettenheim, Germany, to 
help it celebrate a beer festival 
next month. 

Jacob Best, founder of the Pabst 
brewery, Milwaukee’s oldest, was 
born in Mettenheim, and the Best 
home still stands there. 

When Mettenheim began plans 
for its first beer festival since 1903, 
its burgomeister, George Reichert, 
invited the Pabst brewery to help 
celebrate the festival. 

As a result, on May 8, a gold an- 
odized aluminum barrel of beer, 
Pabst’s 100,000,000th, will have its 
bung banged home at the Pabst 
brewhouse here. Then an oldtime 
horse-drawn brewery wagon will 
haul the barrel to Pabst Blue Rib- 
bon Hall, the brewery’s hospitality 
center. 

After a luncheon is held there, a 
cavalcade will take the barrel to 
Milwaukee County airport where 
it will be put aboard a plane and 
flown to Frankfort, about 30 miles 
from Mettenheim. 


s Burgomeister Reichert, who will 
come here May 2, will participate 
in the Milwaukee ceremonies and 
then will fly back to Germany 
aboard the plane with brewery, 
press, radio and tv representatives. 

The plane will arrive at Frank- 
fort May 9; on May 11 the group 
will take the golden barrel to Met- 
tenheim, where Mr. Best brewed 
his first beer. The guests will par- 
ticipate in the beer festival, where 
the golden barrel will be tapped— 


along with 350 cases of Pabst sent 
over by ship—and will take part 
in placing of a brass plaque on 
Mr. Best’s old home. The touring 
party will return to New York on 
May 12. 


® Pabst will promote the festival 
with a full-color spread in a 24- 
page special roto section in the May 
25 Milwaukee Journal, and a three- 
color spread in the May 25 Mil- 
waukee Sentinel. Spreads also will 
appear in the June 9 Life, the June 
14 issue of The New Yorker and 
the June 16 Sports Illustrated. 

Pages also have been scheduled 
in May or June issues of Bowling, 
Food Topics, Observer, Quarter- 
master Review, Supermarket News, 
Tap & Tavern and The Server. The 
event also will be announced on 
“Monitor” (NBC Radio) and in ra- 
dio and tv spots in selected mar- 
kets. Norman, Craig & Kummel 
will handle the campaign. # 


Adam Young Appoints Two 

Adam Young Inc., New York, has 
appointed Ralph P. McCasky Jr. to 
its Chicago midwestern tv sales 
staff and David E. Cassidy to han- 
dle both radio and tv sales in its 
Los Angeles office. Mr. McCasky 
formerly was with Burke-Stuart 
Co. Mr. Cassidy previously was 
with John E. Pearson Co. The ad- 
ditions increase Adam Young’s 
sales staff to a total of 23. 


Buy ‘Sentinel,’ Cortez, Colo. 

Mr. and Mrs. Arthur Ballantine 
Jr., publishers of the Herald-News, 
Durango, Colo., a daily, have pur- 
chased the Sentinel, Cortez, Colo., 
a bi-weekly, from H. H. Beaber. 
Mrs. Ballantine is the daughter of 
John Cowles, publisher of the 
Minneapolis Star & Tribune. 
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WHEN THE CHIPS ARE DOW 
HOME FURNISHINGS DAILY’S 


SHARE GOES UP 


...more than ever! 


Among all 12 national business publications covering the home furnishings fields, advertisers 
invested a larger share of their total budgets in Home Furnishings Daily in the 1st quarter of 


1958 than in any previous lst quarter in our history! Here’s the record since 1951: 


Percent of total ad 
dollars invested in 
all 12 publications 


Oey ts RS 


“eames 


55% 


FIRST QUARTER RECORD 


es: fae? Seamer et teow te 4 


50% 


45% 


1951 


1952 


1953 


1954 


1955 


1956 


In other words, in the 1st quarter of 1958, advertisers invested about 28% more in Home 
Furnishings Daily than in the eleven other publications in the field COMBINED! 


HOME FURNISHINGS DAILY... the “hard sell” newspaper of the home furnishings industries, 
covering : FURNITURE & BEDDING * DRAPERIES, CURTAINS & DECORATIVE FABRICS * FLOOR COVERING * LAMPS & LIGHTING 


CHINA & GLASS * HOUSEWARES * ELECTRIC HOUSEWARES * MAJOR APPLIANCES * TV, RADIO, PHONOGRAPHS 
A Fairchild Publication 7 East 12th Street, New York 3, N. Y. 


Ghai aaa 


HOME FURNISHINGS DAILY 


Formerly ‘Retailing Daily 
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Source: Special Analysis Made for Advertising Age of Publishers Information Bureau Reports 


50 
Total Total 
linage Pages 
Weeklies & Bi-Weeklies 
387,644 903.60 
234,470 234.47 
2,868,070 4,217.75 
1,200,064 1,764.80 
2,138,230 4,984.22 
I ra sictcngeccngnccstcsordsvsntoennsntasons 1,407,021 3,350.05 
Presbyterian Life 50,681 120.67 
Reporter, TRO ....00-.cc-ccrcesccsssccecrsecescrssvenoee 63,643 151.53 
Saturday Evening Post «0.0.0... 2,244,551 3,300.81 
Saturday Review 388,135 924.13 
Sports Illustrated 701,007 1,634.05 
I echtvibtintasiarsiisineeseminnnes 104,734 575.46 
sais esi neeaiaendescnaine 1,411,540 3,360.81 
U. S. News & World Report 1,295,419 3,084.33 
Women’s 
DetinS WMRINOT asses ccscnssssocconsesinesccese 428,110 677.39 
PINNING cccccstscnstecrasinsvnacscosscencesscnnes 110,716 258.08 
III vcaichsntiasetssib eonseantannsomnieervons 227,379 530.02 
Good Housekeeping ............-ccccceeeeeeees 640,364 1,492.69 
Ladies’ Home Journal ............ccccccceseeeee 841,405 1,237.36 
McCall's Magazine sblibinibtes 688,031 1,011.81 
ESS, SIRE EAR re SO 363,078 574.49 
II iccidsisnscecesshaiasectictuctidtenanisaxensenvinete 353,226 823.37 
Seventeen ........... 911,656 1,340.67 
Woman's Day 186,152 433.92 
tPublished quarterly. 
General Monthlies 
American Legion .............crcrcsssssrerees 76,201 > 181.43 
Argosy 107,658 250.95 
I iia eaincsstidelstanancastivededsairaninnneeaand 199,899 475.95 
SEE SERS enc eee Seana ne 78,984 433.98 
Cosmopolitan 123,432 287.72 
eI, CIID arecsiscccsesccicnsesssccsesencsns 51,060 119.02 
ID Wacardonecnvacicknssoceenosscasccsscasceecssssssecene 547,468 805.10 
Elks Magazine .... 75,495 175.98 
RII rigs hatnsesesch stint enescpensccoadconesetccsecssncens 642,777 945.26 
ira ecsunaisncnsentninpsbacsenneieon coeveionss 163,801 381.82 
Harper's Magazine 170,440 405.81 
I critastnasiincsernssesocese 771,011 1,133.84 
National Geographic ....... 122,049 512.81 
Reader's Digest ........... 101,556 558.00 
Redbook Magazine ..... 157,808 367.85 
Town & Country .....ccccscccsseesseeeeeeeseeeneeennnes 514,012 813.31 
DORE. siecadatapeentiscctcaresnencecescwnarsconsenserccescoes 183,037 426.66 
Home 
American Home ..........ccccccsrerccenccsseeeeseeees 479,625 758.90 
Better Homes & Gardens ..........:::0000 920,717 1,456.83 
Flower Garden-Home Garden ...........-+ 218,539 520.33 
Home Modernizing  ........s0ccseseeeeeeeneee 110,916 175.50 
House Beautiful 845,401 1,337.66 
House & Garden 600,210 949.70 
Household 179,202 417.72 
Living for Young Homemakers ............0+ “ 548,260 867.50 
New Homes Guide ..........::cccccsceseeeeeeeees / 136,196 215.50 
Sunset Magazine ............ccccccsccseeeeeeeeeeees 601,915 1,433.13 
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Breakdown of Color Advertising in Magazines in ‘57 


Total Total % of Color 
Color Color to Total 4-Color 4-Color 2-Color 2-Color 
Linage Pages* Linage Linage Pages* Linage Pages 

Hy 

74,058 172.63 19.10 56,199 131.00 17,859 41.63 
1,979,990 2,911.75 69.04 1,681,640 2,473.00 298,350 438.75 
785,910 1,155.75 65.49 668,440 983.00 117,470 172.75 
625,036 1,456.96 29.23 532,067 1,240.25 92,969 216.71 
633,078 1,507.33 44.99 436,808 1,040.02 196,270 467.31 
2,940 7.00 5.80 2,940 7.00 — 
2,520 6.00 3.96 1,680 4.00 840 2.00 
1,416,358 2,082.88 63.10 1,122,666 1,650.98 293,692 431.90 
26,250 62.50 6.76 10,500 25.00 15,750 37.50 
266,692 621.66 38.04 193,908 452.00 72,784 169.66 
17,312 95.12 16.53 11,080 60.88 6,232 34.24 
677,880 1,614.00 48.02 499,380 1,189.00 178,500 425.00 
524,861 1,249.67 40.52 340,620 811.00 184,241 438.67 
108,072 171.00 25.24 90,060 142.50 18,012 28.50 
80,180 186.90 72.42 57,409 133.82 22,771 53.08 
138,558 322.98 60.94 106,718 248.76 31,840 74.22 
336,692 784.83 52.58 283,496 660.83 53,196 124.00 
587,554 864.05 69.83 528,918 777.82 58,636 86.23 
478,686 703.95 69.57 430,522 633.12 48,164 70.83 
66,360 105.00 18.28 49,928 79.00 16,432 26.00 
123,265 287.33 34.90 88,657 206.66 34,608 80.67 
457,980 673.50 50.24 409,360 602.00 48,620 71.50 
109,365 254.93 58.75 82,720 192.82 26,645 62.11 
27,090 64.50 35.55 15,540 37.00 11,550 27.50 
42,759 99.67 39.72 25,174 58.68 17,585 40.99 
39,060 93.00 19.54 33,180 79.00 5,880 14.00 
32,578 179.00 41.25 22,204 122.00 10,374 57.00 
27,520 64.15 22.30 20,450 47.67 7,070 16.48 
10,725 25.00 21.00 5,577 13.00 5,148 12.00 
165,294 243.08 30.19 136,680 201.00 28,614 42.08 
13,072 30.47 17.32 7,508 17.50 5,564 12.97 
304,619 447.97 47.39 245,466 360.98 59,153 86.99 
54,054 126.00 33.00 45,616 106.33 8,438 19.67 
35,561 84.67 20.86 28,140 67.00 7,421 17.67 
279,854 411.55 36.30 215,988 317.63 63,866 93.92 
57,834 243.00 47.39 45,458 191.00 12,376 52.00 
72,436 398.00 71.33 50,596 278.00 21,840 120.00 
51,840 120.84 32.85 34,749 81.00 17,091 39.84 
148,046 234.25 28.80 130,824 207.00 17,222 27.25 
80,339 187.27 43.89 50,498 117.71 29,841 69.56 
294,442 465.89 61.39 261,648 414.00 32,794 51.89 
668,466 1,057.70 72.60 594,080 940.00 74,386 117.70 
57,977 138.04 26.53 25,620 61.00 32,357 77.04 
63,832 101.00 57.55 42,028 66.50 21,804 34.50 
372,090 588.75 44.01 337,488 534.00 34,602 54.75 
254,589 402.83 42.42 230,680 365.00 23,909 37.83 
88,803 207.00 49.55 66,860 155.85 21,943 51.15 
283,294 448.25 51.67 256,276 405.50 27,018 42.75 
76,472 121.00 56.15 50,560 80.00 25,912 41.00 
317,801 756.67 52.80 236,880 564.00 80,921 192.67 


1g * i {major proportions of four-color 
Life Leads |advertising are the following, each 
of which carried 400 or more pages 
- - of four-color copy last year: Sports 
Ma azines In Illustrated, 452; Good Housekeep- 
g ing, 660; McCall’s, 633; Seventeen, 
602; American Home, 414; House 
} Beautiful, 534; Living for Young 
Color Linage Homemakers, 405; Sunset Maga- 
zine, 564; Vogue, 585; and For- 

(Continued from Page 1) | tune, 685. 
(53.4%), Successful Fa rming| In general, the recapitulation 
(53%). Just on the rim are For-|shows the concentration of color 
tune (49.4%), Capper’s Farmer in the general weeklies, the ex- 
(48.2%), Time (48%), Progressive ecutive or news weekly group, and 
Farmer (48.8%), National Geo- women’s and shelter magazines. 
graphic (47.3%), Household This reflects the use of color by 
(49.5%), Time (48%), Esquire|food and textile advertisers, and 
(47.3%). \by automotive and liquor adver- 
4. Generally speaking, the mag-/|tisers, for instance. But within 
azines carrying the largest num- groups wide differences in color 
ber of four-color advertising pages |linage appear. For example, Time 
are drawn from the group already |carried 48% in color,.1,189 pages 
mentioned. Life ran 2,473 four-|in four-color, 425 pages in two- 
color pages in 1957; The Saturday |color. U.S. News & World Report 
Evening Post, 1,650; The New carried 40.5% in color, 811 pages 
Yorker, 1,240; Time, 1,189; News-|in four-color, 438 in two-color. 
week, 1,040; Business Week, 1,-| Newsweek carried 44.9% in color, 
011; Look, 983; Better Homes &/1,040 in four-color, 467 in two- 
Gardens, 940; U.S. News & World|color. Business Week carried 38.3% 
Report, 811; and Ladies’ Home )|in color, 1,011 pages in four-color, 
Journal, 777. and 1,296 pages (the largest num- 
ber in this analysis) in two- 


-s Among the magazines carying| color. = 


The Tool Nobody Knows... 


Spring Brings Color 
Stress to Admen 


{magazine color is a powerful in- 
|strument and a tremendous ad- 


Growth of Color Tv, ‘vantage to the medium is granted, 
|evidence is largely lacking on how 


R.O.P., Packaging \color works, what its worth is to 


New York, May 1—The power @4vertisers, and how it should be 
‘of color in magazine advertising | Used. ; 
has long been recognized, but re-| Its testimony of performance 
markably little is known about it. rests largely on readership statis- 
In 1950 the Magazine Adver- tics, and its use by an advertiser 
tising Bureau published “The Ab-|rests (1) on money, (2) on a the- 
solutes of Magazine Advertising,” lory of color use, which varies wide- 
\listing second among ten basic|ly from product to product, from 
strengths of the medium, “Color agency to agency, from art direc- 
... Magazines are alive with color tor to art director. 
—replacing the drab, monotone, 
workaday mood with exciting) ® In the spring of 1958 the ad- 
| overtones—presenting limitless fa-|vertising business is perhaps more 
lcilities for showing a product/color-conscious than ever before. 
and picturing its uses with exact|The emphasis on packaging for 
shading and true-to-product at- self-service stores, the arrival of 
tractiveness.” 
But after the basic premise that | vent of color television, all have 


Interest Stems from 


|r.0.p. color in newspapers, the ad-! 


|served to emphasize the role of 
‘color in advertising. Also, the work 
of motivation researchers and the 
resultant information on product, 
brand and company images, and 
‘the importance of brand and line 
identification, have served to make 
all advertising people more aware 
of color, its power and meaning. 

Yet on examination, a dozen 
space buyers in New York agreed 
that magazine color is usually 
| bought, not sold. There may be 
reasons for this—a general dis- 
position on the salesman’s part to 
sell the medium, and let the ad- 
vertiser and agency determine 
how the space will be used, and 
‘an assumption that because color 
|is so integral a part of the maga- 
‘zine editorial and _ advertising 
|package, its strength and utility 
|are instantly recognized. 


s John J. Flanagan, vp and group 
i\media head of McCann-Erickson, 
told ADVERTISING AGE that maga- 
zines don’t sell color “at all.” He 
doesn’t recall even a Starch re- 
port on color being shown him by 
salesmen; there is, he said, no ef- 
fort to sell color. 

“Rarely does a magazine sell 
color to an agency,” says Maxwell 
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Advertising Age, May 5, 1958 


PR RIE. cccescicrsinsveicsssccccdicssmvanes 
IIE oaksdetiichestincamisiernettameienee 
WED siistasiietesmeensias 


Movie-Romance-Radio! 


Dell Modern Group ........ccccceeceeeeseeseeeenees 
Modern Romances ...............cccccceeeeeeee 
PN IID Seicaconciciccsnisidschtacanecses 
Screen Stories 

Fawcett Women’s Group ..........::ccc0ee 
TORTIE FIED cscccnecessosssvcrnsccsosesversicsate 
True Confessions .........0000+ 

True Story Women’s Group .........00000 
PRI Wirasedoctictcasecvcscaecsiosedvnsiteinsam 
TV-Radio Mirror 
Vow GepGrtGMee  ...0..ccrcccccecrcsvecesescocves 
PO GI NOD scinccssscersssisesosinecnn 
True Romances ie 
NE SIO vacectce reraenceciesosseracesxtersoesnmnnm 


tPages and linage for any magazine 
sold as part of a group is a total 
of group space plus individual space. 

e k 

E 

Re I oi ssacs nasieressncneasconbtanieoneepan 
Dun’s Review & Modern Industry .......... 
IIE ssiscserianennsntusecnsavdanctaquntsrenareioaspeniantots 
GRIND: Sainte ticesccccsccvsesssccsssececscessnsauseccpoanter 
Harvard Business Review ............cccseee 
Platien’s Beekees occcccscccssseccevesssroccessscesees 


Youth 
Da ID seccssicncecneseceicessccnssconosseircrenesesiee 


Outdoor & Sports 


RE -BE. wisicnencctrcmmimonis 
Outdoor Life 
Sports Afield .........:ic.ccscscssrssseessessssssnsees 


Mechanics & Science 


Mechanix Illustrated 
Popular Mechanics ......... 
Popular Science ............. 
Science & Mechanics 


Farm 


Capper’s Farmer ...........csessessesseseeeessees 
Tenet, DINE seccsessesiencessnsecesssviccesivscvsiqnse 
Farm & Ranch-Southern Agriculturist .... 
Progressive Farmer .... 
Successful Farming  ........scsscesereeeeeeeeee 


Total Total 
Linage Pages 
475,349 1,108.04 
465,941 1,086.11 
762,009 1,205.71 
478,863 1,116.23 
1,170,135 1,851.48 
157,546 367.24 
129,206 301.18 
100,468 234.19 
86,851 202.45 
127,048 296.15 
191,433 446.23 
68,992 160.82 
82,012 191.17 
81,531 190.05 
80,309 187.20 
323,191 753.36 
2,530,181 6,024.24 
408,232 971.98 
340,565 810.87 
1,417,892 2,243.50 
124,013 295.27 
273,196 636.82 
144,942 377.86 
232,091 341.31 
181,469 432.07 
369,305 860.85 
362,093 844.04 
310,300 723.31 
185,237 826.95 
314,599 1,404.46 
293,373 1,309.70 
116,852 521.66 
305,392 711.87 
470,960 1,097.81 
189,215 441.06 
712,368 1,047.60 
435,852 968.56 


* Includes pages, spreads, covers, gatefolds, fractional pages, etc. 


Total Total % of Color 
Color Color of Total 4-Color 
Linage Pages* Linage Linage 
175,757 409.69 36.97 148,434 
153,295 357.33 32.90 120,837 
281,240 445.00 36.91 210,456 
177,344 413.39 37.03 146,581 
468,944 742.00 40.08 369,720 
63,561 148.16 40.34 52,909 
45,191 105.34 34.98 38,181 
30,317 70.67 30.18 23,595 
22,810 53.17 26.26 18,018 
38,468 89.67 30.28 34,320 
80,077 186.66 41.83 68,782 
21,806 50.83 31.61 16,448 
24,809 57.83 30.25 19,451 
24,809 57.83 30.43 19,451 
24,950 58.16 31.07 19,592 
172,883 402.99 53.49 150,721 * 
969,121 2,307.43 38.30 424,620 
119,981 285.67 29.39 36,540 
51,379 122.33 15.09 21,840 
701,520 1,110.00 49.48 432,920 
31,080 74.00 25.06 15,960 
75,362 175.67 27.59 27,456 
36,538 85.17 25.21 22,166 
72,760 107.00 31.35 28,560 
25,759 61.33 14.19 4,200 
105,517 245.96 28.57 40,755 
137,743 321.08 38.04 43,758 
97,975 228.38 31.57 38,181 
42,535 189.89 22.96 4,480 
58,650 261.83 18.64 6,720 
51,652 230.59 17.61 6,048 
14,392 64.25 12.32 1,120 
147,447 343.70 48.28 61,347 
209,541 488.44 44.49 114,200 
63,784 148.68 33.71 26,457 
347,861 511.56 48.83 204,449 
231,026 513.39 53.01 126,450 


NOTE: Color space in magazines with sectional editions is reduced by application of a ratio to each space unit; 
this ratio is the circulation of the particular edition carrying the color insertion to total circulation of the magazine. 


Dane, general manager of Doyle 
Dane Bernbach. 
Fred Slama, print buyer of Bat- 


and the agency to make a color 
decision, magazines also confront 
rather mixed views on how valu- 


And two milder views: 
Steve Baker, senior art director, 
Cunningham & Walsh: “The budg- 


ten, Barton, Durstine & Osborn,/able color is, and how it should et is the primary factor in color 


reported that salesmen suggest the 
use of color usually when compet- 
ing magazines are running four- 
color ads for the product under 
discussion. He views the b&w- 
vs.-color question in magazines as 


“primarily” between agency and) 


client. 

MacDonald Dunbar, media di- 
rector of Reach, McClinton & Co., 
comments that salesmen “sell the 
medium, their book, and don’t nor- 
mally cite the use of color vs. 
b&w—although it’s not entirely 
unheard of.” 


@ Representative smaller agency 
comment: “When a salesman goes 
to a small agency, he tends to sell 
the medium only, because wheth- 
er an ad is b&w or color depends 
too much on the size of the adver- 
tiser’s budget and the type of cam- 
paign planned.” 

And again, “The = salesman 
wouldn’t know enough about an 
advertiser and his needs ‘to have 
the right’ to suggest that an ad 
be in color.” 

In depending on the advertiser 


be used. 


= The enthusiasts of the adver- 
tising world, so far as color is 
concerned, are the art directors. 
|But contrast these views: 

Salvatore Taibbi, art director of 
American Telephone & Telegraph 
|Co.: “Color gives the reader a bet- 
ter idea of what you’re trying to 


... the chief argument for color is 
in presentations to the client; it 
makes him look more important, 
especially if he’s trying to build a 
brand image. Some products, such 
as food, have to be shown in color 
—in b&w they lose their appetite 
appeal . .. and in fabrics, for tex- 


|ture and color. 


4-Color 2-Color 
Pages* Linage 
346.00 27,323 63.69 
281.67 32,458 75.66 
333.00 70,784 112.00 
341.68 30,763 71.71 
585.00 99,224 157.00 
123.33 10,652 24.83 
89.00 7,010 16.34 
55.00 6,722 15.67 
42.00 4,792 11.17 
80.00 4,148 9.67 
160.33 11,295 26.33 
38.34 5,358 12.49 
45.34 5,358 12.49 
45.34 5,358 12.49 
45.67 5,358 12.49 
351.33 22,162 51.66 
1,011.00 544,501 1,296.43 
87.00 83,441 198.67 
52.00 29,539 70.33 
685.00 268,600 425.00 
38.00 15,120 36.00 
64.00 47,906 111.67 
51.67 14,372 33.50 
42.00 44,200 65.00 
10.00 21,559 51.33 
95.00 64,762 150.96 
102.00 93,985 219.08 
89.00 59,794 139.38 
20.00 38,055 169.89 
30.00 51,930 231.83 
27.00 45,604 203.59 
5.00 13,272 59.25 
143.00 86,100 200.70 
266.20 95,341 222.24 
61.67 37,327 87.01 
300.66 143,412 210.90 
281.00 104,576 232.39 


| And this divergence of opinion 
can be graphically illustrated by 
the experience of two advertis- 
ers, who came to opposite conclu- 
sions from studying the same facts. 
|Earlier this spring the Common- 
wealth of Puerto Rico was plan- 
ning to join two fashion advertis- 
ers in a color spread about “fash- 
ions for a Puerto Rico vacation.” 
When the two manufacturers 
‘wanted to do the ad in b&w in- 


|stead of color, the Commonwealth 
“The use of color sometimes|withdrew—on the ground that a ad 


say. Everything is influenced by | knocks out tv, and the only place b&w ad would be wasted in fash- 
icolor in everyday life. Years from|t© go is magazines...We some-/ion magazines amidst “all those 
‘now all magazine advertising will|times recommend b&w to the cli-|color ads.” Or, the use of color 
be in color, Its greater use will|/emt to get documentation and/|was necessary because of compe- 
bring costs down still further. ..”| honest candid feeling—b&w some- 

Clark Robinson, exec ad direc-|times carries more believability. 
tor of McCann-Erickson, Cleve-|The public is conditioned to news liette Marglen nail polish and lip- 


land: 


| tition. 


| 


Faberge Inc., introducing its Ju- 


“I suspect we have just | through b&w pictures...they as- stick, switched into b&w to “stand 


‘about ‘colored’ ourselves out of | S0Cciate b&w with editorial, not ad- out from the crowd.” Amelia Bas- 


the business. Color has lost its im-/ 
pact. There is a lot of inferior | 


color, an injudicious use of the 
color photograph. The stress on 
minute details in color photos has 


diluted the impact of the picture. | 


‘I’m in favor of using color as a 
strong design element in the pic- 
'ture. .. There has been too much 
juse of unimaginative color pho- 
|tography...” 


vertising ...” 

| 
s John Jamison, art director of 
J. M. Mathes Inc.: “If you have a| 
beautiful product and can use col- | 
or, why not use it? Here is where | 
color has its greatest value—in 


\product advertising. A _ colorful | 


package or a colored typewriter is 
attractive; in b&w it’s just a black 
box or a black typewriter.” 


sin, ad vp of Faberge, felt that with 
all the competitors using color, the 
Marglen ads would make a bigger 
impression without it. 


= In a field increasingly interest- 
ed in psychological effect, the in- 
fluence of color is relatively un- 
tapped. Louis Cheskin, director of 
Color Research Institute, Chica- 
go, says in part that the attraction 


|power of color ads is diminished 
iby other ads in color, but “the 
|psychological effect is another 
|matter. Full color ... provides an 
|opportunity for producing a psy- 
chological effect that cannot be 
achieved in b&w. Natural or full 
color can produce a number of 
kinds of sensations which are psy- 
chologically meaningful.” 


a Mr. Cheskin goes on to cite as- 
|sociation tests on a b&w cigaret 
, in which it received 76% fav- 
orable associations and 71% recall. 
The ad in color had 89% favorable 
association, 85% recall. A b&w 
\food ad had 52% favorable asso- 
ciations, 64% recall; in color, 92% 
|favorable associations, 90% recall. 
An ad for a colored toilet soap 
had 62% favorable associations, 
38% recall in b&w; in color it had 
86% favorable associations and 
|84% recail. He warns that some 
icolor ads ran lower than b&w in 
tests—“low preference colors and 
colors with negative symbolism 
can ruin the best kind of theme 
or copy.” 


7 Mr. Cheskin says three factors 
(ought to be weighed in analyzing 
,color in relation to a specific prob- 
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lem: Foundation’s printed advertising|against direct comparison of b&w 
“1. The psychological effect of|rating methods study of 1956, aivs. color. However, the actual 

the specific color on the social|comparison of recognition and re-|scores for one-page ads looked 

group it will reach. call measurements showed these like this: 

m- The symbolic relationship of | results: Aided Recall Scores (PNR) 

the color to the product. @ Recognition scores were 58%| No. of Ads Men Women Total 


“3. The attention-getting power °. Baw 28 2.3 2.0 2.2 
and retention power of the spe- ——— re’ ae four-color | jr 46 3283S 
cific hue, shade or tint.” than for w ads of the same size. 


: “ote : Recognition Scores (Not 

And he warns, finally, that “re- Aided recall showed a similar in- | No. 0 i — Total 
search has shown that color should | °T®#S¢—50%. Baw 28 «#4159 «616.4 16.1 
never be considered as a separate e On recognition, women scored | 4-color 48 21.5 29.3 25.2 
element, independent of form or 79% higher for one-page four-color | 

imagery. Color and imagery are in- ads than for similar size b&w ade |® In addition to Starch findings 
terdependent.” Aided recall showed a smaller in-| (reported elsewhere) there exists 
crease, 65%. Men’s scores showed a considerable amount of evidence 
ja similar increase but smalier— on the improved sales perform- 
|35%—for recognition, 39% forjance of color. In the mail-order 
|aided recall. \field, for instance, Faber Birren 
Below are some aspects of the! 


What Does Color Do? 


magazines, with some of the data/issue (May 16, ’55) of Life, and|turns over b&w about 50%, and 
bearing on each particular facet: |the color proportions ran high— that the ratio of increase may run 
It is traditional to say that col-|46 of 80 one-page ads were in|as high as 400%. 
or adds to advertising readership,|color, as were 11 of 15 spreads. | Whiteford Paper Co., working 
and imparts impact and emphasis | Further, more than half of the! with Mr. Birren, found color made 
to key points in the Seeeeene: pane eaeee ads were for women’s a tremendous difference in direct 
ment, and that it contributes to|products and food, which natur- mail return: For a business pa- 
reader interest. jally boosted women’s readership. per’s circulation offering, a color— 
In the Advertising Research|And for this reason ARF cautions! Sandstone—produced 31.5% more 


“If you ask me, I think the little guy 


makes the most sense.” 


Everybody seems to be an expert ing the real expert is the doctor. 
when it comes to advertising. They 
know copy; they know layout; they 


know art. 


That’s why we, at Haire, are so 
proud that nearly 4,000 advertisers 
use our merchandising trade mag- 
azines. It means that the real ex- 
perts (who know what is best for 
their clients) have selected our pub- 
lications. 


But when it comes to media, they’re 
content to let that alone — for the 
most part, anyhow. It has to do 
not only with circulation figures, 
but with interpretation, evalu- 
ation and a lot of other things. 
Maybe it just looks too tough. 
Anyhow, in this branch of advertis- 


AIRE 


Speialied TRADE MAGAZINES 


HAIRE PUBLISHING COMPANY © 111 FOURTH AVENUE ¢ NEW YORK 3 


If you have clients who sell the 
fields we serve, eventually you'll 
use one of the Haire trade mag- 
azines, too. 


Lo 
ae yey atone Housewares wr 6000s 


‘ éAccessorit. ‘6 
; fumiture coe Handbags ir CORSET Bis 


|reports that the use of color with| 
problem of the use of color in|m™ The study was made on a single|a coupon or offer will boost re-| 


jorders than a white control; in a 
second test, the color did 53% 
better. In a book offering, a color 
produced 6624 % more orders than 
a white control. 

Yet Mr. Birren, in his book 
“Selling Color to People,” holds 
out both a caution and a promise. 
“Color in advertising,” he writes, 
“perhaps has no great intrinsic 
value. Unless used to good pur- 
pose, and unless the colors chosen 
are what the public likes, a great 
amount of effort and expense may 
be wasted .. .” 


How to Use Color 


While everyone recognizes that 
color tends to give advertising 
greater impact, the problem re- 
mains of what kind of color to use, 
how to use it, and why. 

McGraw-Hill’s laboratory of ad- 
vertising performance has some 
interesting evidence bearing on 
jthe question. In 1953 McGraw- 
| Hill found, in studying 946 Starch- 


jrated ads in Factory and Power} 


|for 1952 that, of the standard col- 
| Ors, orange is most visible, yellow 
'is second, green third, red fourth, 
‘blue fifth. If blue had a visibility 
|index of 100, red would have 102, 
|green 103, yellow 113 and orange 
118. 

However, red is still the most 
|/popular color when an advertiser 
/wants a two-color ad. It appeared 
|in 55.8% of the ads studied; orange 
\—the most visible color—was in 
/16.4%; yellow in 10.3%; blue in 
'10%, and green in 7.5%. 


's Comparing these results with 
|those of a study of Product En- 
gineering in 1946-47, it is indi- 
|cated that the use of yellow hasn’t 
‘increased substantially since 1946 
| (it accounted for 9.6% of the stud- 
jied ads in 1946 vs. 10.3% in 1952) 
| but its visibility has increased. 
McGraw-Hill also found that 
‘color does best in building visi- 
bility and readership when it’s 
|functional. In a study of func- 
|tional vs. non-functional color in 
1955, the publishing company ar- 
\bitrarily took these standards for 


| functional color use of red in a 


study of 18 two-color advertisers | 


in Power two years earlier: 
Color used to: 


| 1. Highlight key words. 

2. Relate copy to headline or 
illustration. 
| 3. Focus attention on product 
| features or parts. 
| 4. Show structure or design of 
| product. 
| §. Point out or dramatize the 
| way product works. 

6. Diagram installation of prod- 
uct. 
| 7, Indicate a route for reader 
| attention. 
| §. Distinguish elements of charts 
|and graphs. 


he There are, of course, other func- 


|tional uses of color, but these were 
|the ones appearing in the adver- 
| tisements studied. 

| Non-functional uses of red in- 
icluded: Solely on company name, 
‘product name and_ trademark, 
simple color panels (solid or 
|sereened), color frames and art- 
i background (clouds, rays, 
| designs, etc.). 

Results? Based on 18 compa- 
nies using 146 ads for 19 products, 
functional color performed 19% 
better in average noted scores, and 
32% better in average read-most 
scores. 


What Does Color Cost? 


The average differential for col- 
or costs in magazines runs around 
40% for four-color. This is with- 
out regard for the increase in 
readership, additional inquiry pull, 
or other factors. 

The Magazine Advertising Bu- 
reau reports that for 39 leading 
magazines, the four-color differ- 
ential for inside pages averaged 
42.7% in 1956. 


Advertising Age, May 5, 1958 


To this, of course, must be add- 
ed the cost of plates. Plates are 
expensive, and their cost is in- 
creasing. 

Costs for four-color plates ap- 
parently vary so widely—depend- 
ing on the artwork submitted and 
the amount of work necessary to 
complete the plates—that compar- 
ative costs over a number of years 
are difficult to come by. 

As a jumping off point, how- 
ever, engravers use a per-unit cost 
which runs up to about $1.85. As a 
;rough—very rough—guide, the 
unit cost is about half the cost of 
the final plates. At the $1.85 rate 
for the four plates, a 7x10” set 
(230 units) would cost $425.50 plus 
time charges. 

The unit rate has been going up 
steadily since it was established 
prior to 1945. In 1945 the rate was 
$1.25; in 1951, $1.65; in 1952, $1.75, 
and the present $1.85 rate was set 
in 1957. 


= Then there’s the question of art 
—the creative material that helps 
color create excitement. Unlike 
plates or space, the art cost varies 
with the reputation and skill of 
the creator, and the use to which 
it is put. The difference between 
what an unknown photographer 
gets for a color picture, and what 


Eastman Kodak Negative Does 
Color, b&w Photos in One Step 

ROCHESTER, May 2—Eastman Ko- 
dak Co. now has an “all-around 
color negative which can produce 
an amazing variety of color and 
b&w photographic results in one 
step.” 

The negative can produce same- 
size color contact prints, enlarged 
14x17” or 16x20” color prints for 
reproduction and room-size en- 
largements for shows, exhibitions, 
decorations and color transparen- 
cies of any size. The negative also 
can produce b&w photographs. 

Kodak people said the flexibility 
of the system should prove to be 


| “money in the bank” to advertis- 


ers by helping to cut costs, at least 
indirectly. + 


the tops in the lens business (a 
Keppler, Avedon, Penn or Karsh) 
will get is quite startling; the 
spread among illustrators perhaps 
greater. 

Director’s Art Institute, New 
'York, figures that the advertising 
|art (illustration) for a color cover 
ranges from $500 to $5,000, from 
$500 to $4,000 for a color page, 
from $1,000 to $5,000 for a spread. 
In b&w a page would run $250 to 
$1,500, a spread $750 to $2,000. In 
a business paper the art in a color 
ad would range from $100 to $500. 


= For editorial the art spread in 
costs runs about $800 to $1,500 for 
a page in magazines (a cover from 
$1,000 to $4,000) compared with 
$500 to $1,000 for b&w page. But 
editorial art costs tend to relate 
directly to the circulation and 
prestige of the magazine. 

Similarly, photography costs 
will vary widely, but are compli- 
|cated by model fees ($25 to $100 
an hour for women, $25 to $60 for 
men), set charges (construction 
expenses are billable), and loca- 
tion charges ($100 to $250 a day). 


s Typical advertising photography 
charges, Director’s Art Institute 
estimates, would be from $300 to 
$1,500 for a head shot in color 
($150 to $400 in b&w), $300 to 
$500 for a still-life ($150 to $300 
for b&w), $1,200 to $2,500 for a 
|set ($750 to $1,000 b&w), and $125 
'to $750 for fashion ($50 to $300) 
| b&w. 

Editorially the color photog- 
raphy charges scale down sharply 
—about $200 to $1,500 for a non- 
fashion editorial cover (fashion 
would be $350 to $1,000); for b&w 
pages, from $100 to $250. 

A complete summary of esti- 
mated art charges can be obtained 
from Director’s Art Institute, 120 
E. 56th St., New York. + 
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‘Advertising never sold me anything!” 


We've all heard that one before. Often. 
But it’s not true. 


Fact is, whether we know it or not—or admit it 
or not—advertising has sold something to every 


one of us. 
And that’s all to the good. 


In the first place, a basic function of advertising: Is 
to inform. To convey news. News about products. 
What they are. Where to get them. How much 
they cost. Through this function alone, advertising 


sells great quantities of goods. 


Secondly—even people like the little lady above, 
who make a conscious effort to reject advertising, 
are made to want the things advertised. Sooner or 


later, that leads to a sale. 


Finally, there is a third and much broader way in 


which advertising sells us things. It creates so much 


THE 23 CLIENTS OF BENTON & BOWLES, in order of our length of service to them: GENERAL FOODS CORP. . . 


demand that mass production is possible; hence, 


more goods are sold to more people for less money. 


Yes, it’s all to the good, because it makes the 


wheels go ‘round. Advertising makes possible the 


high-speed distribution that is the key to our 


ADVERTISING AS A SOCIAL FORCE 


“Advertising nourishes the consuming power 


of men. It creates wants for a better standard 


of living. It sets up before a man the goal of 
a better home, better clothing, better food for 
himself and his family. It spurs individual 
exertion and greater production. . . . The 
business of advertising has a big part to play 
in the future of the world.” 


—from a speech by Sir Winston Churchill, 
delivered before the Advertising Club of London, 1924 


» PROCTER & GAMBLE CO... 


» PEPPERELL MANUFACTURING COMPANY. . 


economic system. Without it, capitalism as we 


know it would be impossible. 


So, Madam, think what vou will. Meanwhile, you 
can keep enjoving the things made available because 
of advertising’s vast contribution to our economic 


and social system. 


And say what you will, Madam. It’s a free country! 
And that freedom, too, is part of the great tradi- 


tion of which advertising is a very real part. 


pia vy vy 


nw w wn 


Advertising is our business, and we take pride in 
it. As one of America’s ten largest agencies, we are 
grateful to play a part, along with our clients, in the 


dynamic growth of the world’s economy. 


BENTON ©& BOWLES, INC. 
666 Fifth Avenue, New York 


Advertising and Marketing counsel to leaders in American business 


» ASSOCIATION OF AMERICAN RAILROADS . . . AMERICAN EXPRESS CO. 


AVCO MANUFACTURING CORP... .NORWICH PHARMACAL CO. ...CARLING BREWING CO., INC. ... PHILIP MORRIS, INC. ... MUTUAL OF NEW YORK ... CONTINENTAL OIL CO....H. C. MOORES CO.... RAILWAY EXPRESS AGENCY, INC... . INTERNATIONAL BUSINESS MACHINES CORP. 


S. C. JOHNSON & SON, INC. . . . FLORIDA CITRUS COMMISSION . . . GENERAL ANILINE & FILM CORP. . . . WESTERN UNION TELEGRAPH co., INC. . . . BORDEN COMPANY . . . KENTILE, INC. 


- «+» SCHICK INCORPORATED . .. ALLIED CHEMICAL CORP. .. . THE EVERSHARP PEN CO. 
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Full-Color Magazine Ads Score 
High in Efficiency in JWT Study 


Finds Color Boosts 
Readership, Offsets 
the Higher Cost 


New York, May 1—-Full color 
in magazine advertising is often 
more efficient than b&w, accord- 
ing to one phase of a study by 
the New York media department 
of the J. Walter Thompson Co. 
which was completed late last 
year. 

Prepared from the viewpoint of 
the large advertiser of package 
products, the study—‘“Report On 
Magazines As An _ Advertising 
Medium”’—updated shifts in the 
medium since 1954. In addition! 
to color, the study looked into | 
coverage, trends in the medium, | 
delivered audience and audience 
characteristics. 


= “In color,” the report found, | 


“an advertisement can be expect-| 


ed to attract greater reader atten- | 
tion, and the increased readership 


color page delivered that total for) Total 
$4.78. In a general monthly mag-| Linage eatin 33,900 
azine, the cost-per-thousand came) 
to $11 for a b&w page and to 
$6.43 for four-color. (See chart 
titled “Cost Per Thousand Female 
Ad-Noters in Selected Maga- 
zines.’’) 
55% 


Black & White 55% 


s “In terms of cost versus added | 
readership,” the Thompson study | 
found, “four-color spreads are not | 
as efficient as pages. They gener- 
ally add about 50% more reader- 
ship at double the cost. Addition- 
ally, since female ad-noting for a/! 
page is usually higher than male, | 
spreads increase female reader- | 
ship on the average by only one- 
third.” 

“However,” the agency added,) 
“the value of a spread cannot be 
measured solely in terms of ef- 
ficiency. The greater illustrative | 
and copy detail value, and in | 
particular, the prestige value of | 
such large space, is not taken into) 
account by an ad-noting percent- | 


2 Color 13% 


1948 


1947 


usually more than offsets the col- | age. In a study conducted by Dan-| Jn the case of one-page and two- 


or cost premium. This is especial-|iel Starch & Staff in which re-| page spaces, however, four-color | 


ly true for women readers.” 


The study uncovered, for ex-| 
ample, that a 50% color premium | 


in a big-circulation weekly maga- 
zine resulted in a 63% gain in 


readership over b&w on the part! 


of both men and women. Reader- 
ship among women alone 
creased 88%. 


delivered 85% more men and 
women readers and 100% more 
readers among women alone. 


s Thompson also illustrated, in 
terms of individual magazines, the 
cost-efficiency of four-color space 
as compared with b&w in deliver- 
ing female ad-noters. The agency 
reviewed a number of women’s 
service, general monthly and) 


weekly magazines, and pointed out | 
that—for the publications studied | 


—‘the women’s publications are 
more efficient than the general 
magazines in reaching women 
with both b&w and color adver- 
tising.” Thompson further found 
that all the books studied “have 
a lower cost-per-thousand female 
ad-noters for full color than for 
b&w space.” 

For instance, a b&w page in a 
women’s service book came out to 
$5.48 per thousand while a four- 


Cost Per 1,000 


=" WE" 


spondents were _asked whether | advertisements have only about 
ads particularly impressed them,!59 % more Noters.” 


spreads were mentioned about 25, Jn the same study, Starch in- 


times as often as one-page units.) gicated the “greater prestige and. 


Thus loss of efficiency can be off-| ijjustrative value of four colors in 
set by increased impact.” 


jone- and two-page advertise- 
ments” in the following chart. 


in-|s Daniel Starch & Staff made a 
A mass-circulation | study on “Color of Advertisements | 
monthly mazagine, with a 17%\|and Readership” (which was not/| 
premium on four-color insertions, | 


Trend in Color Use 


Source: Magazine Advertising Bureau 


Four-Color Compared with Béw 


Advertising Age, May 5, 1958 


in 56 Magazines, 1947-56 


30,631 31,693 32,852 32,674 32,450 32,632 32,926 34,191 
54% 56% 55% 56% 54% 55% 53% 51% 
: — ee | = | a 
13% 13% 13% 12% 


1949 
ence. The additional illustrative | 
and prestige value of large size Ads Help Boost 
'and color substantially increase 

af Volkswagen Truck 


advertising values.” 


= To return to J. Walter Thomp- Sales Fivefold 

son’s study, which also considered New York, April 29—While 

| the use of four-color bleed inserts Volkswagen has been enjoying a 

in magazines. The agency found, jong waiting list for its sedans, un- 
til recently the company has been 

experiencing the same problems in 

the truck field as dealers of Amer- 


1950 1951 1952 


part of the J. Walter Thompson 70 Ads P 
“Report on Magazines” discussed 35 Pairs 497 Ads ican truck manufacturers—a strong 
: buyers’ market. 
above) which was based on noted | 106 Matched by All Types of Tomar Guebieiiis Aube, 
scores for 3,819 ads in seven prod- | Auto Ads Product Products = Average : : 
“ . : biles Inc., one of the largest Volks- 
uct categories in Life and The| B&w one- and two-page ads 100 100 100 100 wagen distributors, is attributing 
Saturday Evening Post (1953 is-| Four-color one- and two-page ads 284 234 255 258 ’ 


sues of both magazines). As a re-| 
sult, Starch came up with a chart | 
looking like this (b&w scores for ® “These 


figures,” commented 


(100 equals “Impression” 


an increase in sales of from three 
to five times as many units as they 
sold last year to a new ad cam- 
paign. 


score for one-page b&w) 


for example, that a 15% bleed 
premium in a big weekly resulted 
in about one-third more space but 


= Th ign, which b th 
only 12% additional readership. ee en eee 


first of this year through the New 


each size equal 100): | Starch, “indicate that four-color 
|advertisements were mentioned 

‘a 1 2 |two and a half times as often as 

Page Page Page (b&w advertisements as having 

Baw 100 100 100 | outstandingly impressed the read- 
Two-color 110 97 105 |ers. This suggests a net value of 
Four-color 185 153 150 |one- and two-page _ four-color 


# “Color does attract substantial- 
ly more readers,” said Starch, “but 
it makes a larger difference in 


the case of half-page advertise-| 


ments than in the case of either 
one-page or two-page sizes. Half- 


| advertisements considerably high- 
er than the 50% larger audience 
would indicate, and may well be 
equal to or higher than the 85% 
greater value of the four-color 
half-page sizes over b&w. 


crease in size of space and use 


“Thus,” Starch concluded, “in- 


Another mass-circulation book’s| york office of North Advertising, 


|figures were somewhat different: 
/a 15% premium added 27% more 
space and a readership increase 
of 18%. The performance of a 
third publication, a weekly, was 
15% premium for bleed, one- 
third more space and 6% more 
readership. 


of color in magazines “remained 


Thompson found that the use, 


has utilized small space ads in 
New York and Philadelphia news- 
papers stressing the economy and 
carrying capacity of the Volks- 
wagen Transporter line, occasion- 
ally sparked by a large truck line 
ad. 

The Transporter line consists of 
trucks somewhat comparable to 
American half-ton pickups, panel 


page four-color advertisements, 
have an 85% larger Noting audi-|of color in advertisements defi- 
ence than a half-page b&w space.|nitely increase the reader audi- 


Female ‘Adnoters in Magazines 


Black & White vs. Four-Color 


Based on Average Ratings for All Ads 


$5.48 


$11.33 
$11.00 


$7.50 


pad 


* 
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Cu 


Baw 4-color 
Publication D 


4-color 
Publication C 


B&W 4-color Baw 


Publication B 


B&W 4-color 
Publication A 


Source: SRDS, Politz, Starch 


relatively constant from 1947 to 


1954,” but since that latter year, In addition to the newspaper ads, 


Baer ev lage Pca etd | Delaware Valley dealers also 
“ - oo : |are conducting an intensive spot 


color linage has remained about | drive on WRCV-TV. Philadel- 
the same.” : 


| phia. + 


deliveries and utility wagons. 


= One of J. Walter Thompson’s i 
over-all conclusions growing out| AB-PT Reports Net Gain 
of its study was that magazines| The estimated net operating 
“offer the finest color reproduc-| profit of American Broadcasting- 
tion of any major medium and | Paramount Theaters, New York, in 
full-color in magazines generally |the first quarter of this year rose 
increases ad_ readership among | to $1,854,000 or 43¢ a share from 
women to such an extent that it) $1,743,000 or 40¢ a share for the 
becomes a more efficient use of|same period in 1957, according to 
space from the standpoint of cost|the company’s report to stock- 
than comparable b&w space. On| holders. 
the other hand, two-color advertis-| In the report, Leonard H. Gold- 
ing normally is not as efficient|enson, president of AB-PT, says 
as b&w. | the ABC-TV operation showed im- 
“There can be significant advan- provement in the first quarter. 
tages in the use of one added color,|Gross time billings for the net- 
/however,” said the agency— work increased approximately 36% 
“mainly the opportunity to high- over the same 1957 period. Al- 
light and call attention to a spe-|though AB-PT theater business 
cific part of the ad such as pack-| was not up to the level of the 1957 
age, product or headline.” # | first quarter, Mr.. Goldenson said 
|theater business at the end of the 
Names Burke Dowling Adams | quarter was running ahead of the 
Foster-Grant Inc., Leominster, | 1957 level. 
Mass., has named Burke Dowling | 
Adams Inc., New York, to han-| D-F-S Boosts Tricolo, Teitz 
dle advertising for its plastic ma-| Peter Tricolo has been promoted 
terials and chemical division. The|from media supervisor to associa- 
former agency is Reingold Inc., | ted media director of Dancer- 
Boston, which will continue to|Fitzgerald-Sample, New York. 
handle advertising for Foster- Walter Teitz, formerly media buy- 
'Grant’s sunglasses and other pro-|er, has been named media super- 
|prietary consumer products. visor. 
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the magazine of Togetherness. . 


ELLS THE PRODUCT STORY 


IVES A THIRD-PARTY ENDORSEMENT 


McCall’s Use-Tested” Tag reports the findings of McCall’s editors on 
how the product actually works under home-use and laboratory condi- 
tions—telling the product story in terms of greatest interest to the 
customer: What will it do for me? 


LWAYS WITH THE PRODUCT 


McCall’s Use-Tested Tag is one salesman on the job all the time—ready 
to tell the sales story when a salesman isn’t on hand; providing friendly 
“sales-talk”’ material when he is available. 


McCall’s Use-Tested Tag speaks to the customer with the authority of 

McCall’s Magazine...a trusted, respected source of information about : 4 
ideas and products for the home. Zs 
To learn how to put the power of McCall’s Use-Tested program be- 
hind your product, see your McCall’s representative—or drop a line to 


McCall’s, 230 Park Ave., New York 17, N. Y. s 


MeCalls bi 


. circulation now more than 5,400,000 
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FOR RATE LISTING SEE SRDS SPECIAL NEWSPAPER 
ADVERTISING SERVICES SECTION 


>, 
ats Y 


Figures Are 
Important 
But What About 


Merchandising ? 


We have lots of figures to show 
you, like the following for 
1957 -- - 


Total weekly circulation . 179,540 
National linage 237,486 
Retail grocery advertising 8,828,816 
Regular weekly readership 


among women , 68% 
Regular weekly readersh’ 

among men ee 
Coverage of the 

PROGRESS AREA ...... 92% 


This will show you at a glance, that 
the San Francisco PROGRESS, pub- 
lished in twelve community editions, 
has far more circulation in the City 
and County of San Francisco than any 
local daily. It also carries far more 
retail grocery linage than all four 
dailies combined. While the PROG- 
RESS is a controlled-circulation paper, 
its readership compares very favora- 
bly with paid papers, according to 
Danie! Starch. 


BUT WHAT ABOUT 
MERCHANDISING? 

What happens when you run your 
display ad? - - - 

As you know, 80% of the retail 
food in San Francisco is sold by inde- 
pendent retailers. The PROGRESS is 
the only basic medium keyed to the 
distribution of food through these in- 
dependent stores which dominate San 
Francisco. The PROGRESS is the only 
local medium with ten salesmen in 
constant contact with these local re- 
tailers twice a w 


eek. 

HERE'S WHAT HAPPENS - - - When you run an ad in the PROGRESS for a 
national advertiser - - - 

You get our Cut Book service, which means that our local salesmen actively 
solicit tie-in ads from the grocers, using their own mats. 

You get Jumbo Post Cards mailed to 175 top grocer advertisers to announce 
your campaign. 

You get a listing in the official San Francisco Retail Grocers’ Bulletin which 
is mailed by the Association to 1200 grocers each month—helping you reach 
even the smallest stores with news of your campaign. 

You get a TV showing of your ad—camera close-up three times a week on 
KPIX during during the life of the schedule. 

You get monthly reports with tear sheets showing the tie-ins that grocers 
have run for your account. 

This activity makes every dollar work for you at the shopping level. It is 
costly to cover the City and County of San Francisco with daily papers alone. 
No matter what combination of newspapers you schedule for San Francisco, be 
sure to include the weekly PROGRESS with its twelve community editions to 
insure city penetration and complete merchandising—at the lowest milline rate 


SEND FOR OUR BROCHURES, “How Food Is Sold in San Francisco" and 
"San Francisco Newspaper Circulation and Readership Survey—1957."' 


If you need further information, CALL US COLLECT, UNDERHILL 1-6100. 


San Francisco Progress 


125 Valencia Street 


H J. Budde 
pag Be 


San Francisco 3, California 


Robert A. Street 
Adv. Mgr. 


PREPARED—Raincoat-clad and umbrella-bearing girls paraded Phila- 
delphia streets on the opening days of a Shower of Portables contest, 
sponsored by WCAU-TV and Philco Corp. to promote summer view- 


ing. In the 90-day contest three 


Philco portable tv sets are given 


} away each day. 


McConnaughey Asks 
House Committee 
to Amend Testimony 


| ings. When he was before the sub- 
‘committee, Mr. McConnaughey 
testified that he had no clients in 
his law office who had interests 
in comparative hearings or adjudi- 
catory matters before the FCC. 


| WASHINGTON, April 29—George 


'C. McConnaughey has asked that 
|his testimony before the House 
legislative oversight subcommittee 
be changed in two respects, one 
involving charges that he was deep 
jin arrangement to form a law 
partnership with an attorney for a 
| principal in a contested case while 
he was still Federal Communica- 
| tions Commission chairman. 
According to the testimony, Mr. 


|Robert D. L’Heureux, were to go 


into partnership with George O.| 


| Sutton. Mr. Sutton, who represent- 
ed the winning applicant for Pitts- 
|burgh Channel 4 (for which Mr. 
|McConnaughey voted), agreed to 
aid Messrs. McConnaughey and 


| L’Heureux to earn together double | 


| Mr. Sutton’s $80,100 estimated an- 
| nual income during the previous 
five years. Share-and-share-alike 
partnership was to become effec- 
| tive when the two earned $160,000 
per year between them. 

| The Pittsburgh Channel 4 case 
j|has been rumored as a prime 
‘candidate for subcommittee hear- 


% 
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Advertising managers and agency production men will tell 
you, “It’s Washington for better engravings and fast service.” 
Try us once, and you’ll know they’re right! Wherever you’re located, 
whatever your problems. . . just specify, ‘““Engravings 
from Washington.” We’ll do the rest! 


Skillful, dependable service, always. R.O.P. color, too! 


PHOTO 


. CHICAGO 6, ILLINOIS 


ENGRAVING COMPANY 


* FRANKLIN 2-6343 


McConnaughey signed a contract) 
under which he and his assistant, | 


= Mr. McConnaughey asked to be 
allowed to add a= modifying 
“while I was a member of the 
commission.” 

Mr. McConnaughey also noted in 
his letter that “I have not earned 
anywhere near enough to trigger 
| the formation of a partnership with 
Mr. Sutton under said agreement 
of interim association, nor do we 
have prospects of that coming to 
pass for a very long period of 
| time.” 

A second request for alteration 
of the McConnaughey testimony 
referred to a memo from CBS files 
referring to a luncheon then 
|scheduled between CBS’ Frank 
| Stanton and William Paley, with 


at which, the memo said, Mr. Mc- 
Connaughey would be present. Mr. 
McConnaughey testified he had no 
memory of such a meeting. His 
letter sought to change his testi- 


mony to read that no such lunch! 


had ever taken place. + 


_ AAP Sets Up Sales Division 
_to Handle Non-Warner Films 
A separate sales force called 
|the Gold Mine division has been 
| set up to handle all the non-Warner 
Bros. feature-length films and 
half-hour syndicated packages for 
Associated Artists Productions, tv 
film producer and distributor, New 
York. AAP’s regular sales force 


| feature films and cartoons, includ- 
|ing “Popeye.” 


sion is headed by two members of 
the AAP sales staff, Len Hammer 
'/in New York and Lester Tobias in 
Los Angeles. New salesmen are C. 
| Stern, formerly with Sterling Tele- 
| vision Co., the southeastern states, 
Sam Posner, previously with Ben- 
|ton & Bowles, midwestern states, 
| and Bill Mattingly, previously with 
‘the Motion Picture Assn., south- 
| western markets. 


Lennen & Newell Boosts Smith 
C. L. Smith, senior vp and ac- 
count supervisor on the American 
| Airlines account at Lennen & New- 
/ell, has been appointed senior vp 
‘of administration in addition to 
|his account duties. The new post 
| was created “due to increased busi- 


|mess and expanded agency opera- 


| tions.” Mr. Smith joined Lennen & 


Newell in 1955 when the airlines | 


|}account moved there from Ruth- 
rauff & Ryan where he had han- 
dled it since 1948. 


White House Assistant Max Rabb, | 


will continue to handle the Warner | 


The sales force for the new divi- | 


Advertising Age, May 5, 1958 


Coming 
| Conventions 


May 4-7. National Newspaper Promotion 
Assn., national convention, Penn-Sheraton 
Hotel, Pittsburgh. 

May 5-6. Magazine Publishers’ Assn., 
spring meeting, The Greenbrier, White 
Sulphur Springs, W. Va. 

May 5-7. Assn. of Canadian Advertisers, 
annual meeting, Royal York Hotel, To- 
| ronto. 

May 8. Agricultural Press Assn. of Can- 

| ada, Royal York Hotel, Toronto. 

May 8-9. Public Utilities Advertising 
| Assn., annual convention, Penn-Sheraton 
| Hotel, Pittsburgh. 

May 8-9. Business Newspapers Assn. of 
Canada and affiliated groups, annual 
meeting, Royal York Hotel, Toronto. 

May 15-16. International Advertising 
Assn., annual convention, Hotel Roosevelt, 
New York. 

May 16-17. University of Wisconsin 
Journalism Institute, including seminars 
for editors and advertising and circulation 
managers of midwest newspapers, Madi- 
son, Wis. 
| May 19-21. Sales promotion division of 
| National Retail Merchants Assn. (former- 
| ly National Retail Dry Goods Assn.), an- 
he convention, Palmer House, Chicago. 
| 


May 23. Illinois Daily Newspaper Mar- 
kets, annual meeting, Springfield, Ill. 

May 25-28. Associated Business Publica- 
tions, spring conference, The Homestead, 
Hot Springs, Va. 

| May. 25-29. National Business Publica- 
tions, annual spring meeting, Grove Park 

Inn, Asheville, N. C. 
| May 26-30. American Management Assn., 

national packaging exposition, New York 

Coliseum. 

May 30-June 1. Federation of Canadian 

| Advertising and Sales Clubs, 10th annual 
convention, Britannia Hotel, Huntsville, 
| Ont. 

June 3-6. National Industrial Advertis- 
ers Assn., annual convention, Chase-Park 
Plaza Hotel, St. Louis. 

June 4. Assn. of National Advertisers, 
2nd annual workshop on cooperative ad- 
vertising, Hotel Sheraton East (formerly 

| Ambassador), New York. 

June 8-11. Advertising Federation of 
America, 54th annual convention, Hilton- 
Statler Hotel, Dallas. 

June 15-18. Poster Advertising Assn. of 
Canada, Minaki Lodge, Minaki, Ont. 

June 16-19. Assn. of Newspaper Classi- 
fied Advertising Managers, annual con- 
vention, Lord Baltimore Hotel, Baltimore. 

June 22-24. New England Newspaper 
Advertising Executives Assn., summer 
meeting, the Eastover, Lenox, Mass. 

June 22-26. Advertising Assn. of the 
West, 55th annual convention, Vancouver, 
B.C 


June 24-26. American Marketing Assn., 
annual convention, Harvard School of 
Business Administration, Boston. 

June 27-29. Northwest Daily Press Assn., 
annual summer meeting, Madden Lodge, 
Gull Lake, Brainerd, Minn. 

June 29-July 2. Newspaper Advertising 
Executives Assn., summer meeting, The 
Broadmoor, Colorado Springs, Colo. 

Aug. 13-14. 3rd Annual Circulation Sem- 
inar for Business Publications, Edgewater 
| Beach Hotel, Chicago. 

Aug. 13-16. Affiliated Advertising Agen- 
cies Network, annual international meet- 
ing, Lord Baltimore Hotel, Baltimore. 

Sept. 5-8. Mail Advertising Service Assn., 
37th annual convention, Chase-Park Plaza, 
St. Louis. 

Sept. 10-12. Direct Mail Advertising 
Assn., 4lst annual convention, Chase-Park 
Plaza, St. Louis. 

Sept. 15-17. 3rd Annual Newspaper 
R.O.P. Color Conference, Waldorf-Astoria 
Hotel, New York. 

Sept. 22-23. National Business Publica- 
tions, New York regional conference, Am- 
bassador Hotel. 

Oct. 5-9. Outdoor Advertising Assn. of 
America, Hotel Sherman, Chicago. 
| Oct, 15-17. Point-of-Purchase Advertis- 
| ing Institute, first national members 
| meeting, Hotel Claridge, Atlantic City. 

Oct. 19-21. Inland Daily Press Assn., an- 
nual meeting, Drake Hotel, Chicago. 
| Oct. 20-21. Agricultural Publishers Assn., 
| annual meeting, Chicago Athletic Assn. 

Oct. 20-21. Boston Conference on Distri- 
bution, Hotel Statler, Boston. 

Oct. 22-24. Life Advertisers Assn., an- 
nual meeting, Queen Elizabeth Hotel, 
Montreal, Can. 

Oct. 23-24. Audit Bureau of Circula- 
tions, 4th annual meeting, Drake Hotel, 
Chicago. 

Nov. 16-19. Broadcasters’ Promotion 
Assn., annual seminar, Chase Hotel, St. 
Louis. 

Nov. 17-19. Southern Newspaper Pub- 
lishers Assn., annual convention, Boca 
Raton Hotel and Club, Boca Raton, Fla. 

Nov. 20. Business Publications Audit of 
Circulation, annual meeting, Hotel Bilt- 
more, New York. 

Nov. 20-21. National Business Publica- 
tions, Chicago regional conference, Drake 
Hotel, Chicago. 


Hackett Named Stevens V.P. 

J. P. Stevens & Co., New York, 
has appointed James J. Hackett a 
vp. With the company since 1947, 
last February he was named assis- 
;tant head of merchandising and 
|sales for the synthetics division. 


ees . el eee As) ee oe Bo es ee a Sener og J so Berke: aan Be te wire amrrl ne oan nn = alice ea Be eda 
Oe ge er Se MR Oe ee ee ee 
se : 2 ee S zm = ‘ = = Sr Bien ge a gee ap e— as a) = ied m = ier te ea oy beiclin, Site : ve ; Sy Yast ested Se aia ties ee a a Sa Area sickens ae 
ey, ; : “ . 7 ai a ge 5 3 ae oe ee: ai hn Sa i wig 6 pagename: 2 mente aig ty' ta ee Be PR aes ee 
ieee [pone alias ciasciaik nals iene b 
56 eC 
, Po | | 
a gg — : hs ae ¥ = 
- sail sa we Pe eS ‘ie , a 
xi eee... Pas oe, 
tre Sait ‘ ‘- Je ~~ § Py ie. ar  dedew oe 
x * sa ~ 4 as &. - e * a ee tae 
Sat h | pe wha es fae €*S we g aiid. “ta Me 
“Se  %; | or oe ad A . B G = F ; . 
\ aes S fees £S°2\ = Wa 
, at ey y ~~ 8 p 2: » 7 g 
sa u co 
es: ® = ” | %, ** “J 4 7 } # 
‘ ia 2 .,.* ’ é 
ee hy ra. ij ¥ , 
ie net ? es —) * . r 4 ; 
es a f . ’ Jor v 
Bi AY eq cues ‘ « 5 
“ee ye 2 Sei " ‘ ; ; ; 
y 42 > | oie ie Zits : 
gee P i pt - 
ae os ‘ 4 ry 5 } eee ec. 7 i ' WF : 
7 rs f * : * | ie gaa ; — Di 
aes , fe > we > : aera a } @ ss 
Ps es They ee I= | & 
pbk ds ut! Le Meet ae LALLY : s 
. = Sod A Se # " ¢€anyr ] 
oa Re any. = “ ¢ 
prea a | . 
age % ‘ . oO se 
‘Saeed ~~ UI \ \ + y = a 
ae = 4 | f fs > 
i ENS: | 
a RX: E WANN EY 
7 he Ws ; CHANNEL (0s 
ne reat NY aes rs H 
ae e iN . %. 
bongs a Lar tay “emetts 4 
ee RE Bae : 
‘ (a . ae ~ 
iar : 4 3s | 
ao -. 28, 
72 eee es SS 
a - * 
ee Ss ’ 
ae | 
eee ua, 
pre ie seat 7 _ 
eet tee Ba 
ee a 
tages as -_ 
os oa & 
2 a ; 
Bove ee 
pee ts ae: 
were Ry 
ae <4 a s ee ; Fis 
Ree oe e. 
Wretey a eed Es 
i i Bee Yo “a < 
ae 4 ; 
sede x uf 
ih 
we 
me mr 
ee 
Peg at wae 
Sue Rae 
wae 
> tage eee 
2 ee aa 
U5 Sane 
A aeter in town 
| ee ———___—_—| 
asta eee a 
‘ ee 
ee ee Hee eS ae a ee ee 
sy eee ae aE 
fm See eae ‘ 
ii eA ‘eae y a g ae a “ae ie, eo a ee ne a 
at ee e suis : “EA a a eae al e J 
mes ETN q » «a on ok ‘i Sa 
wes 3 = ; , L — ay A ae _ 
a - or an 
j y e a” seinen - 
re p ge RS A ae Res 
ay ee . ‘ ' oeiteenwe ae 
mip SER -- ant te serie a 
K = ' q et ae eg: et Ns ler 
‘ Bs Fo ee 
ee : UU) Ee 
naw ind vA 5 2 Seas Fer nae abe |: Re 
paces ne 
me : mie a ee : 
i cas pati = Mile tae soca SA Ne. we ae ae ee ee ll 
"Ep Sat ek cr ey sey ci Th ee Ts AME Ske ci Sa en a ee 1a . eee 
a3 ee ees ee = 
| eee ec = ne ee Dc ieee oe een oe ’ 
ies 7 an ig =. 8 CE ele a a 
Tee a ee ee ircericmteeten “6 9's Se Oo an on 
aera; ae ee Seat ae ee Batet | 8 ra Pee ee 8 pee 8 ae | 
Se Jt eae. 2 +: jullie Sh tess, eee ee sa Poe” 
oie ee wi tas eas: i Fé Se Te ake ae Be 3 may ETA ES Re ee Bie 
yo Aas a * " 5 Merry a | Aig - AM » Bee y= berm char, Sa Soy Pe a 2S ee Bes 
shel ee ae ee Sf, ee ae 
a oS EE / a eet oy 2 Ree sl 
a € : sy b , * 7: ry, 5 ede : 
oe Pine = 
Pe 
is | 
oe ae 
Heise 
t - ‘ ~< a | H 
a | 
Shin toe ~~ 
pee oe. | 
aon 
re 
ant On 
rie 
Lae of 
as ced 
vie ae 
fail . 2. 
ape pO | 
iif. e. —— 
af - ae Yl — = fz 
a i wie = | 
“e te = " ae 5 : - " ey | 
0 £m 
Ng 
Pee 118 SOUTH CLINTON STREET Po ee 
J a | 
sae eh ! 
pS | 
: 7 
i. 7 x 
eee 
> eee : 3 : 
ee i 3 : : as ? i ' % ae are, ie 
: Es a 4 a bes fae a A) An i ies ge oi. Sa ‘Pats ue Sy ae ssa > SE e ae aan ba Unies ee ee age tN {etil “ee en eee na a ~ See eee ee pe gee Meas 
as i ee ee ee es a a, i on rr Ue eee Se Oe ee ie EY pie Ode 
nS a PCs... > Tame ie OP greasy mph AEE nc ke aries eee a cee ae A rae Pe Tam ox MT IS ROR ET ee a a ia tie Fo). OM mas BR bgt 74. a ees I a HE SS AMS ors LG ea at 
=" ioe a eet eee oe p aa Sipaeeiis in Kev A aed pana A aioe *. > sin sf te SNe NT ge Sets om ea DW eet De ee ee ri sph wetter epee - . pr ret yi --- echo ie wes 9 weavers ees j oe i hac ts een haan 
oS Ses Le ye se 3a : wis met om BP RS has oniay ‘tygters i STIR i ey hea eh ey wee RO er ee sete ae eed dette, ‘nl ET eu ee xe Mauer 2 ee Soa Pa: edie pe ane 
re ee i ie I he oe ee Uae OM ea i Ak et ea ae a RE eee perc Re on 


Bere ce tik “ca peactedieg <P yee ie er ae + CU oh cen enming ee ee mee aE be ee 
a Bo MMMM Nal i A liao ee ase Hs 
Set eee or Rae een : ees ee St oe re mete a ee 


He used to think 


he knew all the ways to measure es 
media audiences... until he found oe 
out he could measure LIFE’s audi- 
ence in terms of the dollars it spends. 


Now he knows that 38¢ out of every 
dollar spent on U.S.consumer goods 
and services is spent by households 
that read a single issue of LIFE. 


Only LIFE gives you such a productive 
audience every single week...households 
that can make a real difference in your 
sales because LIFE makes a real difference 


in their lives. 
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1958 ISSUE OF LIFE 


She used to think science 


Just for the boys in the lab coats... that’s what I used to think. 
Till LIFE showed me that science is for gals in housecoats, too. 

Yes, science is part of everybody’s life today. The kids know 
it. Their questions used to make me feel like an awful idiot. 
Now I’m doing a lot better on the answers, thanks to LIFE. 

For one thing, LIFE’s pictures ungarble the gobbledygook. 
Take “technology” —that word used to scare me. Now I realize 
it can mean such simple things as using electronics to clean 
the house ...devices that boil eggs in seconds... windows that 
close themselves when it starts to rain. 

You know, all of a sudden I find myself liking technology. 


ONLY 


Then there’s “ultrasonics.” Sounds like the last word in hi-fi 


equipment. But LIFE’s pictures really put it in its place—a 


surgeon’s hands—and I saw doctors operating with sound waves 
instead of scalpels. Incredible. Safer, too. 

And I'd probably be calling “controlled fusion” just plain 
confusion for short ...if LIFE hadn’t explained how it will 
some day turn hydrogen into unlimited power to light our 
houses and keep our toasters ticking. 

Science or whatever, LIFE makes you see what new ideas 
have to do with you. No wonder that everywhere you go, people 
are always talking about some article in LIFE. 


GIVES YOU 


SO MUCH UNDERSTANDING...SO SWIFTLY, SO SURELY 
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LIFE produces scientific marvels, too. Three things explain 
why you'll find LIFE’s science articles so rewarding. 

First, the remarkable acceptance LIFE enjoys in scientific circles 
—whether it’s the military services allowing LIFE to build a 
special camera into the cone of a rocket... or laboratories setting 
up complicated tests for LIFE to shoot. 


Second, to take full advantage of such opportunities, LIFE has 
an arsenal of unique equipment which includes the only 180-degree 


; TO oas me ey Sy 
. la pod ins Wt tr oiteamae had Se seal 


" 


“fish-eye” camera in the U.S. and one of the few 2,000 mm. lens 
cameras in the world. (See sketch above.) 


And finally, LIFE can draw from its own large staff of experts, re- 
searchers and writers who are technically educated, highly trained 
photo-technicians, and photographers with a remarkable knack 
for making the complex clear and understandable. 

No wonder only LIFE can make scientific subjects come to 
life for you so swiftly, so surely. 
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Only LIFE gets so much 
response from 
readers and advertisers... 
SO swiftly, so surely 


That’s why again in 1957, advertisers 
invested far more for selling in LIFE 
than in any other magazine... 

$47 million more than in the next 
leading magazine. 


LIFE can sell your products,too. 


ONLY GIVES YOU 
SO MUCH RESPONSE... 
SO SWIFTLY, SO SURELY 


Sources: P.I.B. and LIFE’s Study of Consumer Expenditures. 
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Advertising Age, May 5, 1958 


German Advertisers 
Reject U.S.-Style 
TV, Favor Britain's 


FRANKFURT, GERMANY, April 29 
—The Assn. of West German 
Branded Goods Producers, in a 
memorandum on commercial tv in 
the federal republic, has rejected 
the American system and recom- 


mends adoption of the British sys-| 


tem of commercial tv. 

This move follows a government 
statement in the German parlia- 
ment that it is planning a federal 
radio and tv network that might 
get some of its revenue from ad- 
vertising (AA, March 17). 

Commercial tv is a controver- 
sial topic in West Germany and so 
far opposition has been strong and 
vocal. Most of the opposition has 
come from the press and other 
media of advertising which feel 
that commercial tv will cut into 
their revenue. 


= At present there are eight tv 
stations and a like number of ra- 
dio stations in West Germany. The 
television stations are controlled by 
the radio stations which, in turn, 
are publicly owned. 

The Assn. of Branded Goods 
Producers proposes that in order 
to form a national service, an in- 
dependent corporation should be 
set up to run commercial tv. This 
should be composed of independent 
persons “whose standing guaran- 
tees integrity and financial securi- 
ty.” As an additional safeguard, 
the association suggests, it should 
be supervised by a control board. 

This board of control, it pro- 
poses, should include representa- 
tives of federal parliament, the 
press, the church, science, art, 
education and literature. 


s Regarding the building up of a 
nationwide network of commer- 
cial tv as opposed to the present 
regional arrangement, the associa- 
tion calls for five transmitters to 
be built in the main population 


centers by 1959 to cover 60% of | 
the population. It suggests these | 


should be followed by three more 
transmitters by 1960 to extend the 
coverage. 


The memorandum states that | 
advertising should be limited to| 


10% of the transmission time. 


It expresses the view that West} 
German commercial tv would con- | 


centrate on light entertainment of 
a higher standard than is trans- 
mitted now, mainly because the 
revenue for the commercial net- 
work would depend on the quality 
of the programs. 

Advertisers, it pointed out, would 
be prepared to spend money on tv 
advertising only if they knew that 
a large section of the public was 
viewing the programs. This would 
provide the necessary incentive for 
the stations to provide entertain- 
ment of a high standard. 


= Most of the existing regional tv 
stations draw their income from 
license fees paid by viewers. But 
a few also draw some income from 
advertising. At present most of the 
stations are on the air for only 
about three hours a day. They 
mostly provide an hour from 4 
to 5 p.m. for housewives and chil- 
dren and an hour of regional ma- 
terial from 6 to 7 p.m. 

All eight stations combine to put 
on a nationwide show between 8 
and 9 p.m. No advertising is carried 
during this hour. All advertising 
is confined by those stations that 
carry it to periods when they are 
transmitting regional programs. 

There are more than 1,090,000 tv 
receivers in use in West Germany 
at present and the number in- 
creases by about 30,000 a month. # 


Donald Deskey Moves 

Donald Deskey Associates, New 
York industrial designer, has 
moved to 575 Madison Ave, 


ue 


Ke 
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Scott Paper Quarter Sales Up 


Sales and income continue to 
move upward at the Scott Paper 
Co., Chester, Pa. First quarter net 
sales were reported at a record 
high of $70,640,114 compared with 
$69,842,521 for the corresponding 
period in 1947. Sales of trade- 
marked paper products went from 
$54,773,302 in 1957 to $57,539,937 
for the first three months of this 
year. Net income was $5,317,858, 
|compared to $5,311,587 last year, | 
for an equvialent dividend of 66¢ 
per common share. 


McCall Quarterly Net Is Up 

McCall Corp., New York, pub- 
lisher of McCall’s and Redbook, 
had a first quarter net of $541,088 
j}on sales of $17,858,603, compared 
|with a net of $510,797 on sales of | 
| $17,697,896 in the first quarter of. 
,’57. At a press conference after the | 
| annual meeting, Arthur B. Lang-| 
‘lie, president, attributed improved 
earnings to more profitable opera- | 
tions of the dress pattern division 
and economies in certain depart- 
ments. 
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REPORTER 
New York, N. Y. 


61 


An annual classic! The one great 

issue that itemizes all food and 
grocery advertising for 1957. Shows 
expenditures for over :,900 different 
brands in newspapers, magazines, 
Sunday supplements, farm publications, 
outdoor, network and spot TV. Also 

a special report on spot radio. 

Brands listed alphabetically by 
product type for easy reference. 

A vital marketing tool . . . eagerly- 
awaited by mfrs. and agencies for com- 
paring competitive strategy, spot- 

ting hot new brands, formulating 

their own advertising plans. 

Year-long reference value. 


Advertising forms close June 11th... 
reserve your space now! 


Teo bad. 


PAUL MASSON 


The 


Bluebird 


MAY is shown in this 14th Century plate by a 
falconer who, when he comes in hot and dusty 
will have to settle for a jug of mead or whatever 
they have around the castle. There will be no 
Paul Masson Champagne until the 19th Century. 


is Hovering 


‘ 


Tonight could be the night! 


So do keep a bottle of Paul Masson Champagne in 
the refrigerator. Then when fortune or anybody else 
smiles you won't find yourself staring desperately at 
a yogurt jar. It’s only simple prudence, you see, a 
gesture you can easily afford if we are to believe 


ways. And we do. 


Dear Paul Masson: 


> Dear Exiled: 


everything we've heard about you and your lavish 


Now for the mail as time will allow: 


I am an exiled princess and I like to be up on 
things. Pray, whatever do you mean when you say 
in your ads, “Tonight Could Be the Night?” 


Mes sentiments trés distingués, 
An Exiled Princess 


What a treat to know that a real princess numbers 
o herself among our readers! Can you truly feel a pea 
through 24 mattresses? We hope you do your own 
champagne shopping as it classes up the liquor store 


no end. That is, if you don’t have to stay crouched in 
hiding all the time, or something like that. 


“Tonight Could Be the Night” is simply a warning 
that gay, wild happenings are just around the corner 
and you’d better be ready with champagne befitting 


Iron Month and May Day. 


You'll be wild for it. 
The humble, 


events of a gay, wild ilk. Like these, for instance, dur- 
ing the month of May: Correct Posture Week, Na- 
tional Domestic Rabbit Week, National Ornamental 


Our champagne is made in California. It is sparkling 
and light and will hold its own any place in the world. 


Poul Maseon 


VINEYARDS + SARATOGA, CALIFORNIA 
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«2s @ Gream of material wealth that stag- 
gers the imagination... atomic power for the home 
... interplanetary space travel... electronic miracles 
that enhance the science of living... a wonderful new 
world of super-abundance. 


Talk to this man about his reasons for reading 
Popular Science. You’ll be impressed with his enthu- 
siasm for its editorial scope . . . its editorial force... 
its authoritative thoroughness . . . and its editorial 
alertness that assures his being the first to know about 
all the applied scientific wonders of tomorrow. 


Multiply his inquisitive mind by hundreds of thou- 
sands and you have 1,200,000 self-starters ranging 
from corporation presidents to plant superintendents, 
from electrical engineers to electric welders — all 
spending above average reading time in the informa- 
tion-packed pages of Popular Science. 


These men consider Popular Science vital to their 
homes ...vital to their jobs. ..necessary for keeping 
in touch with advancing technologies that so affect 
their everyday living. They are the first to try new 
products — first to recommend them to their friends. 
They are the first to turn product ideas into buying 
action...and establish service and product precedence 
for their friends and neighbors. 


Suddenly, all America aspires to popularized science 
...and the dynamic new Popular Science changes 
today’s dreams into tomorrow’s reality for an unusually 
alert, responsive and able-to-buy audience. 


They can be yours, all 1,200,000 of them, through 
the advertising pages of one of America’s most vi- 
brant, alive-with-excitement editorial packages in 
publishing history. 
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America’s First-to-Try ...First-to-Buy Audience 
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New N. . & Law Curbs amount that may be charged for 
|insuring an auto loan. It will take| | 
Instalment Charges | 


|effect Oct. 1. Current law permits 
| charges up to $13 for $100. eS ee om 
Avpany, N. Y., April 29—Gov.| Another bill will lower charges} “~~ Ber “agrees 
Harriman has signed a seven-bill|on the revolving credit accounts 
package designed to cut the extra loffered by many department , _— - 
charges people now pay when buy- | stores. eo o i FF — 
ing automobiles and other goods | Stores will be allowed to contin-| *% Ye! 
on the instalment plan. jue charging 14% a month on the| ; a! 
One measure will set a ceiling | unpaid balance. But they will be ea = 
of $7 per $100 a year on the | permitted to charge only 70¢ on a 
PHIL-URBIA 


PHIL-URBIA |works out to less than $1. This 
|measure will take effect May 15.) = chen: = kee 
Other bills in the package will re 


| require dealers to spell out insur- 


OS seater we a ae Ss 4 Als 


The Bank thats like a Department Stare! 
ecergthing gou want... se conveniently located 


ee ee eee 


A Department tor every Benking seed .- 
with service styted just tor ae 


|small balance. Current law sets a 
PHIL-URBIA 33 Line 


|minimum charge of $1, if the 14%% 
The BEST of the 


ance terms in auto sales contracts; 
|provide for refunds if loans are 
paid early, and bring all types of 
|credit insurance under state con- 
|trol. # 
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EVERYTHING YOU 
WANT — Mercan- 
tile Trust Co. tied 
in with St. Louis 


| Harold Sosnow Studio Moves 


Harold Sosnow & Associates, i oe 
New York graphic design studio, 


An Eee | has moved to 521 Fifth Ave. a 


lancaster Ave., 


Hee Sheed ON aaa 


newspapers’ 
“Downtown Sale 
Days” promotion 
with this page in 
the Post Dispatch 
and Globe Demo- 


POULTRY is THE 


E re) OM PANY Gr a Locust Or re rol tend i tt ond 


crat. Krupnick & 
Associates is the 
agency. 


Sap LARGEST - 10-Month Fete to 
FARM Sass ihe ESS Mark Missouri U. 


Source of 1956 Cash Farm Income (USDA) J-School Founding 


= CoLtumsia, Mo., April 29—Next 
$5.3 Billion From Cattle and ives & August the school of journalism 
—S === jof the University of Missouri will 


my |begin a 10-month program cele- 
= Billion From Dairy Products | brating the school’s founding 50 


> | years ago. 
3.2 Billion From Poultry & Eggs oe |, The program marking the found- 
$ . y & Egg oa ‘ing of the world’s oldest journal- 


|ism school will not be centered on 
fs 6 Biltion the school itself. Instead, the 
theme “A Stronger Free Press for 
a Better Free World” will be ob- 
served across the nation. 

50 honorary chairmen, chosen 
|from among leaders in the mass 
|communications field, have been 
appointed. Among those in the ad- 
vertising field so chosen are Bruce 
Barton, chairman of the board, 
| Batten, Barton, Durstine & Osborn; 
H. A. Batten, chairman of the 


SBS a 


vo Hogs | 


Fre ey 


$2.4 Billion 


alge i te hay Rage, ay: 5) Tee ees 


The poultry business is the third largest 
farm enterprise . . . providing $3.2 billion 
cash income to farmers (1956). This tre- 
mendous income and buying power, how- 
ever, is being concentrated into fewer and 
fewer hands. 

In 1954 only 1,684,531 farmers sold eggs 
(Census) . . . 2,187,951 fewer farms than 
the number selling eggs in 1929 . . . but 
they sold 37% more eggs! Me 

The poultry business is in the hands of | 
specialists . .. who keep their competitive | 


Chesley Jr., president, D’Arcy Ad- 
vertising Co.; Fairfax M. Cone, 
chairman, executive committee, 
Foote, Cone & Belding; Sigurd S. 
Larmon, president, Young & Rub- 
icam, and Stanley Resor, chair- 
man, J. Walter Thompson Co. 
Morris E. Jacobs, chairman of 
"| the board, Bozell & Jacobs, is gen- 
_|eral chairman of the celebration. 


= Six magazine executives, heads 
of three leading radio and televi- 
sion networks, heads of three na- 
tional press services and 29 news- 
paper editors and publishers are 
also among those honored. 


board, N. W. A & Son; H W. | ° : 
para, I ber . rw |/remainder of the outstanding de- 


The advertising industry’s role 
in the celebration will include a 
special meeting at the New York 
Advertising Club to be followed 
by programs at various local ad- 
vertising clubs, a conference on 
“Social Aspects and Value of Ad- 
vertising,”’ and a National Journal- 
ism Shrine to be established on 
campus in which the portraits of 
many advertising leaders who 
have been honored by the univer- 
sity will be hung. 

Negotiations are also in progress 
for a possible national closed cir- 
cuit television program featuring 
advertising and advertising re- 
search. # 


Mactadden Quarterly Net Down 

Macfadden Publications Inc., 
New York, had a net of $127,543 
for the ’58 first quarter on sales of 
$4,454,705 compared with a net of 
$257,184 on sales of $4,993,992 in 
the first quarter of 57. The board 
of directors approved calling the 
bentures 


July 1 amounting to 


| $622,750, which will leave only the 


common stock of 405,961 shares 
issued and no other prior issues. 
Since 1951 the company has re- 
tired all of its outstanding partici- 
pating preferred stock (53,535 
shares callable at $30), and $1,641,- 
617 in debentures due July 1, 1968. 


Cuddeback to Benton & Bowles 

Alva C. Cuddeback, formerly of 
Batten, Barton, Durstine & Osborn, 
has joined Benton & Bowles, New 
York, as an account executive on 
the General Foods coffee group. 


Advertising Age, May 5, 1958 


Meat Packer Dodge 
Is Target of New 
Joint Senate Action 


WASHINGTON, April 29—Senate 
agriculture and judiciary commit- 
tees agreed last week on a bill aim- 
ing to clear the air in the field of 
enforcement of laws against mo- 
nopolistic acts with respect to com- 
merce in meat and meat products. 

The Senate committees agreed 
that the Department of Agriculture 
should continue to have full juris- 
diction over unfair trade practices 
with respect to livestock and poul- 
try. There was also agreement that 
the FTC should have exclusive jur- 
isdiction over unfair trade prac- 
tices with respect to commodities 
other than livestock, meats, meat 
food products, livestock products 
in unmanufactured form, poultry 
and poultry products. 


= Giant Foods Shopping Center, 
Washington, was the subject of the 
ruling by FTC Hearing Examiner 
Frank Hier. He noted that his pre- 
vious finding that Giant Foods pre- 
pares sausage and meat loaf and 
therefore was exempt from FTC 
action had been reversed by the 
commission (AA, Dec. 30, 1957). 
He said the FTC decision had been 
that these meats were already meat 
products when received and fur- 
ther processing is merely a custom- 
ary merchandising operation not 
meriting the meat packer exemp- 
tion. 

The two Senate committees 
have agreed on concurrent juris- 
diction for three years over unfair 
trade practices with respect to 
meats, meat food products, live- 
stock products in unmanufactured 
form and poultry products after 
they have been prepared in form 
for distribution. 

Each agency in the concurrent 
jurisdiction category would be de- 
nied the right to assert jurisdiction 
over a matter with respect to which 
the other agency has instituted 
proceedings. With this provision 
and with proper liaison, the com- 
mittees held, any problems result- 
ing from the divided authority can 
be overcome. 


s The bill would clear up the sit- 
uation under which a company can 
claim exemption from FTC pro- 
ceedings on the grounds of even a 
minor interest in a meat packing 
operation (AA, Aug. 12, 1957, et 
seq.). It would give the FTC full 
control over meat packers with re- 
spect to all but the livestock, poul- 
try and products specifically men- 
tioned as under USDA jurisdiction. 
There is no 3-year provision here. 

Another provision would prevent 
a person’s escaping prosecution by 
either agency by changing his stat- 
us after a transaction or act has 
occurred. # 


advantage by applying scientific knowledge 
provided by specialized magazines. 

Poultry Tribune is the leading special- 
ized magazine serving the poultry business 
. . » Poultry Tribune subscribers own 93% 
of all the layers in flocks of 400 or more. 

Poultry Tribune provides advertisers with 
a selective, low-cost, low-waste channel 
into this $3.2 billion market. 


FARMING IS A BUSINESS 


N 


tion to your media files . . . an analy- j 
MRARy RITE FOR FREE COPY! Z 


cise, factual summary of farm Vda Yd, 
sis of cost and waste in farm market j 
WATT, PUBLISHING CO. co, * 


na market statistics . . . a valuable addi- G: 
Y 
advertising. 
_ New York 


newspaper imate =i. O.P. mats, 
_ plastic plates —Chicago’s 


most modern equipment —and — 


8 5 om 


.a new proofing service 
added. 
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I THE BIG NIGHT 


is coming to'T'V this fall! 


THREE HOURS OF 


solid and continuous TV entertainment on 
one night every week ... starting this fall 
... on America’s dynamic new NTA Film 
Network—that’s the Big Night! Advertisers 
and their agencies should be aware of it. 


TOP-FLIGHT ENTERTAINMENT 


in 39 episodes of each of three great new 
half-hour series from 20th Century-Fox 
and Desilu Productions. Plus 39 new 90- 
minute attractions from 20th Century-Fox. 
All now ready for screenings. 


115 MARKETS 


accounting for 96.9% of U.S. TV homes 
and 96.7% of all U.S. buying power, rep- 
resent our initial TV station line-up. Of 
these, 17 markets, reaching 46.8% of all 
U.S. TV homes, are the BIG NIGHT towers 
of strength. 
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“THIS IS ALICE” “MAN WITHOUT A GUN” 


America’s newest sweetheart, who will capture a Western editor fights for freedom of the 
the heart of young and older America alike! press, in the great newspaper tradition. 


‘THE BIG NIGHT 
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“HOW TO MARRY A MILLIONAIRE” “PREMIERE PERFORMANCE” 
three beauties explore their theory that the way a new cycle of 39 outstanding 90-minute at- 
to a man’s bank account is through his heart. tractions, of which these are representative. 
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S] Appliance Maker, 
| Dealers Set ‘Buy 
Now’ Promotions 


Cuic41co, April 29—Appliance. 


= 


dealers and manufacturers are fol- 
lowing the example of automobile- 
dom’s “You Auto Buy Now” pro- 
motion in an effort to beat the 
recession and stimulate appliance 
sales. 
44 appliance dealers in the Ap- 
pleton-Neenah-Menasha area in 
Wisconsin will attend a breakfast 
«@May 7 where final plans will be 
made for a “Best Appliances Val- 
- ues—Better Buy Now” to be 
staged in that area from May 8 
“i through May 17 (AA, April 28). 
17 major appliance manufactur- 
ers are backing the promotion with 
ads in local newspapers, radio and 
tv. Local banks, utilities and ad- 
vertising media are cooperating in 
the joint effort. Each of the manu- 
facturers will donate one major 
appliance which will be used as 
prizes in a consumer contest. 


cation 


es. 


® Meanwhile, Hotpoint Co. is cur- 
rently involved in a_ national 
“O.K., Ike” campaign which will 
run through May 10 (AA, April 
14). Hotpoint has sent complete ad 
kits to 11,000 Hotpoint dealers who 
are backing the push in local me- 
dia. 

Hotpoint tested the campaign in 
Chicago for two weeks starting 
March 30. Sales during the first 
week of the promotion were up 
180% over the previous week, Hot- 
point said. 

The Hotpoint plan calls for re- 
laxed credit terms including no 
down payment with a trade-in and 
no payments until July 1, plus a 
90-day grace period, in case of lay 
off or loss of job, provided at least 
three payments have been made. 
. Hotpoint ran a two-color page ad 
| in Life to back the promotion. 


en 


; ELECTRIC APPLIANCES 
JOIN YULE CAMPAIGN 


New York, April 29—The elec- | 
’ tric housewares _ industry has | 
united in a Christmas promotion 
built around the theme, “Give bet- 
ter electrically.” 

Advertising for the campaign 
will be a color multi-page ad in 
the Nov. 15 issue of The Saturday 
Evening Post consisting of a center 

4 spread with ten half-pages bound 
, into the lower half, Dutch door 
fashion. 

To date, the brand names rep- 
resented in the section will be 
Westinghouse, Knapp-Monarch, 
Universal, Toastmaster, Oster 
Waring, Silex, General Electric, 
Westclox and Norelco. The ad 
marks the first time competitive 

| manufacturers in the electrical in- 
dustry have participated in one 
single ad, according to Live Better 
Electrically, which is organizing 
| the ad push. 

' 


= The center spread will be a gen- 
eral “give better electrically” ad, 
suggesting that electrical gifts are 
best for Christmas giving. Each of 
the ten half-pages will illustrate 
four electrical products. 

The ad will be reprinted in 


booklet form to be used by retail-, 
ers as a give-away idea booklet for 


‘% — The Improvement — 


Christmas shoppers. Participating | 
manufacturers will feature the slo-| 
gan in their ads and promotion. 
Batten, Barton, Durstine & Os- 
born, agency for Live Better Elec- 


deer | a 
7 “ Eee 


trically, will prepare the Post ad bad s 
and a merchandising and publicity | 
package. The promotion will also} ae 


be included in the fall Live Better 


Electrically newspaper supple- Your product means more in the all new Improvement Era, 


t. # . : . . : 
teal dominant magazine in the prosperous, growing Mountain West. 
K&E Adds Hoell You get Era influence, Era rewards. It means More in the Era. 

Kenyon & Eckhardt, Chicago, To food and grocery accounts the Era the Era representative at advertising of- 
has —! Frank H. = i“ offers free point-of-purchase shelf tapes, fices in San Francisco, Los Angeles, 
hope anglhd at Se Tee co letters to the trade, regular participation Chicago, New York, Minneapolis and Salt 
woo A director of D’Arcy Adver- in church women's organization age Lake City. 
tising Co., Chicago. homemaker and cooking schools. 


Stubbe Joins Lewis 
Frederick A. Stubbe Jr., for- TH E Cis 


merly assistant production man- 
ager at Buchanan & Co., -has 
joined Lewis Advertising, Newark, 
as production manager. 
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Verl F. Scott, Advertising Director, 50 North Main Street, Salt Lake City, Utah 
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Young, vibrantly alive and loaded—with everything it takes to knock 
life for a loop! —To buy a house, buy a car, have a baby—have a ball 
.. That's really LIVING! 

For young homemakers, LIVING is like that today—and more. It's the 
promise and the fulfillment. The dream come true... 

It's true. Today’s young couples have the incomes, the yens, the press- 
ing needs—they just need the know-how; and LIVING provides that. 
LIVING provides the thrilling ideas, what to buy—where, and for how 
much, It’s down to earth. It's heaven, too... 

It's heaven for advertisers because young homemakers are today's 
T.O.P.% market—They buy more, because they need more. They're in 


LU WY IN 


the ‘must buy” years. That's why, today, they're buying more houses, 
more furniture, food and appliances than all the other people in this 
country put together. 
...Meet the market that needs no coaxing. 
ee 

? *T.O.P. means Time of Purchase ... greatest when: e 

a 1. New families are being formed ® 

$ 2. Families are expanding ¥ 

r 3. Families are moving ¢ 

| LIVING's readers are in these stages. 4 

ee ee ee ee | 


FOR YOUNG HOMEMAKERS 


575 MADISON AVENUE, NEW YORK 22, N.Y, 
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ITS FOOD ADS 
SELL HARDER 


with powerful editorial 
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THE AMERICAN WEEKLY DEVOTES im 
MORE SPACE TO FOOD FEATURES vl 


...than any other _— magazine—general or a 


EDITORIAL FOOD LINAGE 1957 A 
THE AMERICAN WEEKLY 
70,750 


THIS WEEK 
56,221 


| eo one a eran 
support like this nae eee aS 
ean: 


SATURDAY EVENING POST 
10,845 


a 


EDITORIAL FOOD LINAGE 1957 
THE AMERICAN WEEKLY 
70,750 


GOOD semanas ft 
88,3 


1238 


LADIES HOME JOURNAL 
52,505 


Source: Lloyd Hall Co., Year 1957 


...and publishes 4'/ times more full-color food editorial 
linage than the closest competing Sunday magazine! 


No more meat-and-potatoes meals for today’s housewife! She plans, pre- 
pares—and spends for —new, exciting and better meals. Recognizing that 
serving the family restaurant-wonderful menus at home is a new national 
trend, The American Weekly dishes up more food editorial features than 
any weekly magazine. 


No wonder ads in The American Weekly get peak results! 


Food-field leaders appreciate the power of editorial emphasis keyed to 
| homemakers’ active interests. Last year advertisers invested almost 914 
million dollars in The American Weekly to promote grocery products! 


Peak readership! 7,839,000 women note 
the average 4-color food spread! 


83.4% of all women readers (7,839,000 of ’em) note the average * 
full color spread in The American Weekly, according to Starch 


—— 
| reports. And 54% of these women go on to read most of the contents. 


AMERICAN WEERLY | That’s holding power! 


If selling food is your business, The American Weekly is your magazine. 
Why not talk it over with the man from The American Weekly — today! 


4 AMERICAN WEEKLY { 


. reaching and selling over 10 million families 
through 31 of America’s great Sunday newspapers 


All about me and "Peyton Place” »y crc eae 


THE AMERICAN WEEKLY ¢ 63 VESEY STREET, NEW YORK 7, N.Y. 


Atlanta « Boston « Chicago « Cleveland « Detroit « Los Angeles « San Francisco 
. 


MIAMI HERALD ¢ MILWAUKEE SENTINEL ¢ NEW ORLEANS ITEM ¢ NEW YORK JOURNAL-AMERICAN e PHILADELPHIA BULLETIN ¢ PITTSBURGH SUN-TELEGRAPH ¢ PORTLAND OREGONIAN ¢ ST. LOUIS GLOBE-DEMOCRAT 
ST. PAUL PIONEER PRESS ® SAN ANTONIO LIGHT ¢ SAN FRANCISCO EXAMINER © SEATTLE POST-INTELLIGENCER ¢ SYRACUSE HERALD-AMERICAN ¢ TAMPA TRIBUNE © WASHINGTON POST & TIMES-HERALD ¢ WICHITA BEACON 


Tat LEay P TT GAS ont ee ¥ So ie fe AN gee a = 7 il é Mont =. 
iy eo ae ab nara ae, a ae et cae peng oct eee iy, ra ie pe ot (th % See a 
ee ee ae Se se ee ede ae Ry: 2 eee - Oe a ihn Sao ee : yan een ra? ca : y i A, rae ie 5 
ee SR Meier eo cheer me Sate : orm see j ; Ba a ; ud peta 5 Vie Sena Ne Ee ae, Soe ae 
‘ - Sy NPP SR Ae os a ‘ 
sateinnatitatniainaeigmends a . . 
{ | : 
, i ; 
| ‘ 
| 4 
, ore 
| i 
y ! pele 
Santee hs 
¥ Pe 
: oat 
j . 
re 
* i? 
pee, 
aes 
icagheoat 
{ eee ie 
tie eae 
se ie ee 
‘ : : ae . 
: i 
es Seay 
*; pets 
big. 
N é. ye 
a eae 
ie age 
/ ¥ f i ogi | 
| ae er i 6 . . ant 
’ azines - 
| | ... than two out of three leading womens service m ° ae 
| Pris: 
| i a2 
s cone: SR, , t 
‘ mites 
td F 
| ) a : 
pe IRS CR SA REN 2 RRR SS SC OR % e -— 
McC S3 
5 er Naeas oh 
wi ee ae 
or. “ pie pensin 
v os ’ - 
* , te a 
| . 2 eA are 
; Te i tlie ; wie aa 
m — ; ; ; 
> 2 
i ie sir 
| a pees 
| a. ee 
| * be a, i sak 
» — ‘ 
3 . = . 
; ‘ie . a 
bass 
a ee ay hod 
& ’ Fg 4 . Pre fe 
Rips 
a ¢ 
‘ a; a? @ 
~ na . 
: *, y 
~ —. al 2 
U LS i ie a 1 
e ee i : « 
: m~ «4 | 
™ a a 
i % eae! i 
Bi é: wih Lees j 
% ae - ve 
, cs . Ie Seer 
bas pea 
*) Eeaee apie grag ya 
sapuraay * 
Rane eal 
Be cht ene he ad 
i . sede 
Beis Sie. wit 
| Rae LTRS 
oe a ie ae oy 
— 
Fa 
jeecia 
* : , Bs Re 
* Brie 
\ ee 
. if an P 
é te oad ——— ——E_— —— 
a 1 . 
i te Mae a ; 
. F Ps : a iF 
_ ~ i}| oeeee 
, i | Boo ea 
ee i . ‘ ae 
s f% \ | kee 
bd F 2 ty j 7 \ Sei ba & 
»~ ”. : és » aa oy | eu 
ee i + ee 
iE i > 3 g ai | 
é 4 = i i} | ae : 
, ‘ ee | oaks 
; ‘ a aida 
\ 16,1 ARCS >. a | SAG 
% a =~ we ] pres . 
4 % Hatem : g « ‘ rt wh aa 
ye! ‘a x Folia 
E f } pe m a, | vs nid 7 
ae ill } a BO vena | 2s 
‘ P 4 ? ee Aa a yd 
i : | og eB y er ee ae 
= 4 5 ‘ ee ik 
Ms ' iY 288, 
“se ; porn Ady 
<j , Paste 
: pene EROS A ig AR a RD et, 
ee 
uf te 
Se 
EAS. 
eee Ses 
ee se 
we 
, , Hee aos 
he 
Lan 
; a the ik a 
ve ae a a. dag ence! je ery eS er eda 8 ao bi. a meee oe ees eer 1S ton i ea eeaiaimage S64; >'clhwy 2 Rie ee Rane ate SANS oS aS 95, Seb ben. oh eet ere AIRES Ge Shae ae eee, NPA ete amg es aN ey Nena et ne ge See ee ae ome By A al 
<. See vee Poeeay ae Me meats ge ual is aaa a ee is Be aa Roa ee Ber seis tie Pa are icey ee i ne, See. oe smh ic Saree Ree. ae fy ae eee OW. — 
nee, ahoenaeeeeer ae as A as oa ar, en cae Satie Rete een at aS eee AR ee LEE Feat aPC Ot ed MRI A De ag eng fa caked Oe Gage Ee ie al gan aE TE og acy ST era es 
REBEL Sitemeter cae MR ae eda ete thy ene (ae Site alee SES sete Pep ane a ee aes ~ oh eaaear (ce oe BS ak aig PS ACE ae ah Comey ct ets SBS socays, SOR eg a pak ee th Sl he. sean ee ee. “es 3 t a 
gan: cane * Sy Gore = boa Pa a a ip a A i Aer Chas ak 8 i aaa ae aa CEM Sk easier se FSIS recatuemerres mx 85 tio ie etn Peet coe eee Memes” UN ia Ty DoS RE a ea am ; Bae Be 
; 7 fi ) ees Vie ever ry eg vee tie 7 tre . ¥ 2 " si ae x ie 2h saat p34 ieee eC eCR SAR or roe Pee Spa a ms ae ae i ce ee ROP: a ead Pee ei oa a ? : 
en Re GS cn a a en a ASE ok at oi ce taeg Pi ol ina Ae cen tes ig he Be ore SEMIN sake ae Tray ee ee Oe REEL SNCS ay, PUES RECTION ong te ee, oe. mS baer lof tes. SOR ee er" ; ng are a eS 


é 


Friendly 
COMMUNICATION—At the American 


Lord Ferree 


versation engages Edwin S. Friendly, of Westchester County Publishers, and Charles 


Lord, of the Indianapolis Star & 
Executives Assn. Mark Ferree, of 
has a word with Russ Stewart of 


reau of Advertising. Caught in conversation with an off-camera party goer is Theodore 
Newhouse, of the Long Island Press. Oscar Stauffer, of Capper Publications Inc.; 


Hull Hill Mr. and Mrs. Schmitt Ridder Dealey Worthington Storke Southam 


H. Joseph Hull, of the New Holland Machine Co. (a Sperry-Rand division) ; Lee Bick- 
more, of National Biscuit Co., and Alfred G. Hill of the Daily Oak Ridger. Pete Ben- 
ziger, of Ridder-Johns, president of the American Assn. of Newspaper Representatives, 
chats with Mr. and Mrs. Henry Schmitt, of the American-News, Aberdeen, S. D., and 
Daniel H. Ridder, of the St. Paul Dispatch & Pioneer Press. Ted Dealey of the Dallas 
News is with Del Worthington, of Cresmer & Woodward; T. M. Storke, Santa Barbara 
News-Press, and W. W. Southam, vp of Southam Newspapers, Montreal and Toronto. 


Stewart Newhouse Stauffer Bickmore Benziger 


Newspaper Publishers Assn. convention serious con- 
News and president of the Newspaper Advertising 


Scripps-Howard Newspapers, new vp of the ANPA, 
Chicago Sun-Times, new vice-chairman of the Bu- 


Subliminal Message 
Hits Home, Stanford 


Researchers Report 


MONTEREY, CAL., April 29—Sub- 
liminal perception “definitely 
leaves an impression on the sub- 
conscious,” two Stanford Univer- 
sity psychologists reported here 
last week. 

At a meeting of the Western 
Psychological Assn., Prof. Ernest R. 
Hilgard and Judah Landes, a grad- 
uate student, reported results of 
experiments with 32 students. In 
the experiment, they first flashed 
colored pictures on a screen for 
1/50 second apiece, then asked the 
students to draw the picture they 
had just seen. 

Later the students were asked to 
draw word association pictures 


representing such subjects as wa- | 


ter, man and wood. 


s Drawings completed immediate- 


ly after the viewing, both men re- 
ported, lacked many details of the 
original picture, but “75% of the 
word association drawings dis- 
played unnoticed details that 


showed a lingering influence not | 


evident in the viewer’s initial re- 
actions.” # 


Kalish, Quigley, Rosen 
Open N.Y. Rep Offices 

Kalish, Quigley & Rosen Associ- 
ates, a new national publishers’ 
advertising representative, has 


New York. The principals, Sid Ka- 
lish, Allen Quigley and Jesse Ros- 
en, formerly were with Martin 
Goodman Publications. Goodman is 
now a client of the new company. 


Ames Associates Bows 

Robert H. Ames, publisher of 
Army-Navy-Air Force Journal un- 
til its sale April 1, has formed R. H. 
Ames Associates, specialist in pro- 
motional services for publishers 
and industrial advertisers. The 
new organization’s offices are at 
3834 Mount Vernon Ave., Alexan- 
dria, Va. 


Hoyt Gets ‘Puck’ 

Puck-The Comic Weekly, New 
York, has named Charles W. Hoyt 
Co. to handle its advertising. Ful- 
ler & Smith & Ross is the former 


jit” 


opened offices at 667 Madison Ave., | 


the Spokane Market 


—_- 27 fe? =e 
~~ = ee . -— 


... This prosperous 


Effective Income: 
Retail Sales: 


$1,922,915,000 


Total Spokane Market $1,287,109,000 


The self-contained Families: 346,300 (Population: 1,108,200) 

Inland Empire The Spokesman-Review and Spokane Daily 
Chronicle reach 5 out of 10 families 

Effective Income: $1,186,915,000 

Retail Trading Zone* Retail Sales: $ 760,054,000 


Families: 201,800 (Population: 645,100) 
The Spokesman-Review and Spokane Daily 
Chronicle reach 7 out of 10 families 


One of the largest areas 
in the nation 


Effective Income: 
Retail Sales: $338,221,000 
Families: 87,500 (Population: 267,800) 
The Spokesman-Review and Spokane Daily 
Chronicle reach 10 out of 10 families 


$519,983 ,000 
Metropolitan Spokane 


Hub and trading center 
of the Inland Empire 


dott Penulat h be nie — 


Totals ore 3 Pop \ 
*24 complete counties shown. Latest dato, 


1957; Ci ABC Audit Report, March 31, 1957 


income, sales; Soles M 
irculati lable for parts of counties defined by ABC 


with ption of 
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Weil Lipscomb Nixon Bryan Jones McLean Sulzberger Blackburn List 
ANPA DOINGS—At the American Newspaper Publishers Assn. annual convention in New 
York Vice-President Richard Nixon, guest speaker at the dinner closing out the affair, 
gets together with Louis A. Weil Jr. of Federated Newspapers and new chairman of 
the Bureau of Advertising; Charles T. Lipscomb Jr., BofA president; D. Tennant Bryan 
of Richmond Newspapers, president-elect of ANPA, and Richard L. Jones Jr., of 
Newspaper Printing Corp., Tulsa, out-going chairman of the bureau. Another trio is 
Robert McLean of the Philadelphia Bulletin and former president of the AP; Arthur 


Kurz Swan Bitner Morrison Berger 
Hays Sulzberger, New York Times publisher, and Walter J. Blackburn of the Free 
Press, London, Ont., who was reelected ANPA secretary. Enjoying a laugh are Stuart 
List, of the Chicago American, and Wally Kurz, of the Chicago Tribune. Smiling three- 
some is composed of Joyce Swan, of the Minneapolis Star & Tribune; Lynn Bitner, of 
Gannett Newspapers, and Frank Morrison, of the Pittsburgh Press. Talking with un- 


identified friend is Louis Berger, who recently resigned as director of media and 


market research of Jos. Schlitz Brewing Co., Milwaukee. 


“Sed offers you more 


IDAHO 


each of 14 states 


western market is... 


THAT’S RIGHT! THE SPOKANE MARKET IS ONE BIG EXCEPTION TO THE 
METROPOLITAN CONCEPT OF MARKETS. If you measure this big essential 
market by its metropolitan area, you under rate the multitude of people your advertis- 


ing really reaches. Isolated by great distances and giant mountain ranges, the Spokane 


Market is one big, cohesive, unified sales entity—4 times as big as its metropolitan area 


in population . . . buying power .. . 


and retail sales. And you sell ALL of this excep- 


tional market easily and completely with just one convenient newspaper - buy — The 
Spokesman-Review and Spokane Daily Chronicle. Throughout the FULL 36-county Spokane 


Market, they reach 1 out of every 2 households! 


THE SPOKESMAN-REVIEW 


SPOKANE Daity CHRONICLE 


Advertising Representatives: Cresmer & Woodward, Inc. Sunday Spokesman-Review carries Metro Sunday comics and This Week magazine. 


1 out of every 


2 families 


Parker Shifts Bullett, Butler 

In a distribution modernization 
program involving major per- 
sonnel shifts, Parker Pen Co., 
Janesville, Wis., has transferred 
David H. Gullett, its eastern sales 
manager, from New York to Janes- 
ville to a new post, director of 
plans and policies. Graham C. But- 
ler, sales department administra- 
tor, is assuming responsibility for 
all retail accounts. John W. Daw- 
dy, meanwhile, becomes director of 
sales administration. George B. 
Wright is taking charge of a newly 
created national wholesale sales 
department. 


L-O-F Maps Biggest Ad Push 
Libbey-Owens-Ford Glass Co. in 
| 1958 is investing what it calls “the 

| most money any glass manufactur- 

er has ever spent in one year in 
| promoting products handled by its 
| distributors.” In addition to heavy 
|consumer and trade publication 


“Perry Mason” (CBS-TV) on an 
alternating basis with Armour & 
Co. for 13 weeks beginning June 
28. Fuller & Smith & Ross is the 
agency. 


Catalog Is Mailed 

The Lithographers National 
Assn., 597 Fifth Ave., New York, 
is mailing 25,000 copies of the 
eighth lithographic awards com- 
petition catalog to printing buyers. 
The catalog contains illustrations 
of 282 award winning lithographs 
in the group’s 1958 contest. 


WHAT DO 


YOU KNOW 
about DIRECT SELLING? 


- « « the $9'/ Billion Industry Which 
is Attracting More Companies Who 
Want a New, Fast, Inexpensive Way 
to ~— 


pinect SELLING: 
ts Oates or 


FASCINATING 


<< | your product or 
hc service leads itself to 
personal selling and 
demonstration—whether in the home, of- 
fice, store, factory, institution, etc.—it will 
} per ‘ou to ELD. the booming DIRECT 
ELLING FIE Manufacturers and 
agency executives are often amazed to learn 
how easy and inexpensive it is to move mer- 
chandise in a ume through direct sell- 
ing—in ALL 48 states and Canada. 
=. letterhead ;*. free copy of fact-filled 
klet, “DIRECT SELLI The Quick- 
est Way to Profitable Distribution”. It will 
prove an eye-opener! No obligation. 


Salesmans 
OPPORTUNITY 


=. A f. Dearborn St., Ciicage 1 
60 E. 42nd St., New York v 
ely AWOELES: 2412 W. Seventh St., 
Les Angeles 5 


sowl 


schedules, L-O-F will sponsor - 
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AAAN Issues Booklet 

Affiliated Advertising Agencies 
Network, Spokane, has issued 
six-page fold-out booklet describ-. 
ing the network, “the world’s 
broadest advertising agency serv- 
ice,” and how it functions. 


BSF&D Promotes Sheppard 
Brooke, Smith, French & Dor- 
rance, Detroit, has promoted Rich-| 
ard Sheppard from the traffic de-| 
partment to the media department. | 


: Lively Gin Market 
Features Shifts 


in Proof, Prices 


Secrecy Shrouds Ad 
Plans as Brands Vie 


DID YOU 
KNOW? 


ant 


> Oo 


GENUINE GLOSSY PHOTOS 
COST AS LITTLE AS 


PLANOGRAPH! 
WHY TAKE LESS? 

See eg 278 | § 400 
50 4.50 6 00 

100 8.00 9.50 

250 17.50 22.50 

500 30.00 42.50 

1000 55.00 75.00 

Negative 1.15 1 65 


Cate MATIC | 


59 E. Illinois $t., Chicago 11, Hl. 
WHitehall 4-2930 


for Sales Leadership 


New York, April 29—More than 
seasonal activity is making gin 
news in the liquor industry. 

On May 1, Gordon’s gin, biggest 
seller in the field, is reducing its 
| proof from 94.4 to 90 and its price 
per fifth in the New York market 
| from $4.32 to $4.12. 

Schenley Industries is introduc- 
ing an 80 proof gin, Schenley’s 
London dry, to sell at $4.10 a fifth 
}here (AA, April 28). 
| Other distillers are preparing 


| seasonal pushes, but in view of the the past year. In 1956 Gordon’s was| Fletcher D. Richards Inc. 
| apparent weakness of the price|selling here at $4.05 a fifth, and | agency. 


4 


Schaefer 
SUPER SALESMAN—Horace A. Sorenson, president of Southeast Furni- 
niture Co., Salt Lake City, was named “Retailer of the year” at the 
Brand Names Foundation awards banquet in New York (AA, April 
21). With Mr. Sorenson are his wife and O. G. Schaefer, vp of Mere- 

dith Publishing Co. 


Sorenson 


Sorenson 


is the 


‘structure and the movement to-| | its volume that year was about! season is not ready to be released. 


|ward lower proof, retailers re-| 
| portedly have become cautious and 
|reluctant to stock up. 


= Some market observers believe | 
| there is a possibility of a price and | 
| proof war in the gin market. Some | 
| think this could result in vodka— 
| muci: of which is 80 proof—gaining 
a firmer foothold on consumer pop- 
ularity. Others think this is a little 
| far-fetched. 

Five established brands now do | 
about 75% of the total U.S. gin) 
business. These are Gordon’s, han- 

|dled by Renfield Importers Ltd.; 
|Gilbey’s, a National Distillers 
Products Co. item; Fleischmann’s; 
Hiram Walker’s, and Seagram’s 
Ancient Bottle. 

The price structure has affected 

| the positions of these gins during 


Leal or write 


Our Representative 


The Augusta Chronicle 
“AUGUSTA HERALD 


> 


REPRESENTED NATIONALLY BY THE BRANHAM COMPANY 
NEW YORK—CHICAGO—DETRO!IT—ATLANTA—CHARLOTTE 
DALLAS—-ST. LOUIS—-MEMPHIS—-SAN FRANCISCO 
LOS ANGELES—MIAMI 


It Pays You 


To Get The 
Full Story! 


Get the full story on the Au- 
gusta (Ga.) market in our new 
presentation, 
Credits.” 
Quite frankly, it gets to the | 
point on the right marketing 
support for the right market. | 


AUGUSTA, GEORGIA 


° misplaced 
sales 


credits 


!sTUDY OF 
IVGUSTA, GA. 
WHOLFSALING 


by Southeastern Research Aust, 
Ine 


“Misplaced — Sales 


It'll pay to see this special 
study now! Discover where your 
“real” 


consumer sales are! 


WRDW-RADIO. 1480 | 
WRDW-TV. CHEE: | 


\1 ,750,000 cases. Gilbey’s was selling | 
at $3.99, and its volume was about 


1,500,000 cases. Seagram’s selling at 


$4.20 sold about 850,000 cases; Hi- | 


ram Walker selling at $3.88 sold 
about 800,000 cases; Fleischmann’s 


selling at $3.87 sold about 800,000 | 


cases. 
In the fall of 56 Seagram raised 
its price from $4.20 to $4.45. Gor- 
don’s’ price was boosted from $4.25 
| to $4.32 in the spring of ’57. Some- 
what later Gilbey’s’ price was 
boosted from $3.99 to $4.19, and 
so was Hiram Walker’s. But 
Fleischmann’s gin was raised only 
from $3.87 to $3.95. 
1957, 


s So what happened? In 


|Gordon’s sales dropped from l,- 


750,000 to 1,550,000 cases; Gilbey’s 
from 1,500,000 to 1,400,000. Fleisch- 
mann’s sales moved up from 800,- 
000 to about 1,000,000; Hiram 
Walker’s climbed from 800,000 to 
875,000, while Seagram’s’ 
from 850,000 to 700,000. 
Currently, the price structure is 
Gordon’s, $4.12 a fifth; Gilbey’s 
$4.19; Hiram Walker’s $4.19; Sea- 
gram’s $4.45 and Fleischmann’s 


| $3.95. Obviously, there are going to 
|be changes in these prices in the 


near future, liquor men believe. 
The competitive situation demands 


jit, they say. 


|m The advertising picture is even 


more clouded. 


In ’57, Gordon’s spent $1,396 1942 | 


in newspapers and magazines, 
compared with $982,527 in ’56. Its, 
agency is L. H. Hartman Inc. No| 
advertising featuring the reduction 


of proof from 94.4 to 90 is planned | 


at this time, ADVERTISING AGE was 


told, but a new campaign is being | 
| prepared for the summer season. 


Gilbey’s spent $1,218,496 in 


|mewspapers and magazines in 57 
|compared with $906,161 in ’56. 


dropped | 


Fleischmann spent $547,091 in 
57, against $532,983 in °56. Tred 
Bates & Co. handles the account. 
What is cooking for this year is 
still in preparation. 

Hiram Walker spent only a little 
over $5,000 in newspapers in ’57, 
| but in ’56 it put $118,331 in news- 
papers and magazines. C. J. La- 
Roche & Co. is the agency. What it 
will do this year is still to be de- 
cided. 

Seagram spent $1,246,427 in 
newspapers and magazines in ’57 
and $1,411,641 in ’56. Warwick & 
Legler is the agency. A big push on 
the product is being readied. 

A big introductory campaign on 
the new Schenley gin is expected 
to break next month. Batten, Bar- 
ton, Durstine & Osborn is handling 
the campaign. + 


Blaw-Knox Aids Dealers 


Blaw-Knox Co.’s_ construction 
equipment division, in Mattoon, 
Ill., which recently abandoned its 
company-dealer cooperative ad ar- 
rangement, is launching a six-part 
direct promotion program for its 
dealers. It includes a trade paper 
schedule of Blaw-Knox ads, a 12- 
month campaign of dealer-signed 
trade paper ads, graphic advertis- 
ing aids, publicity, direct mail, 
product literature, sales training 
and a dealer identification pro- 
| gram. Ketchum, MacLeod & Grove, 
| Pittsburgh, is the agency. 


‘BPA—Its Story’ Published 

The Broadcasters’ Promotion 
|Assn., 190 N. State St., Chicago, 
has published a 17-page member- 
| ship promotion booklet titled “BPA 
—Its Story.” It gives the who, what 
| and why of the association and lists 
the advantages of membership. 
Copies are being sent to all station 
| managers. 


What is planned for this | 


Advertising Age, May 5, 1958 


Detroit Sales Execs 
to Launch ‘Operation 
Optimism’ at Rally 


Detroit, April 29—As the high- 
light of “Operation Optimism” in 
this area, the Detroit Sales Exec- 
utives Club puts its sales stimula- 
tion campaign into high gear at a 
civic rally May 5. 

500 sales executives and other 
business leaders gather to honor 40 
star salesmen who are receiving 
gold Oscars for meritorious sales 
work. 

Jamison Handy, president of the 
Jam Handy Organization, is to re- 
ceive the distinguished sales exec- 
utive award, a bronze plaque, “for 
outstanding service to the sales 
profession and to civic and com- 
munity enterprises.” The special 
award recognizes Mr. Handy’s 
work in assisting business and in- 
dustry to dramatize products and 
services through motion pictures 
and other visual media. 

The awards dinner, sponsored by 
the Sales Executives Club in co- 
operation with 15 corporations and 
the Detroit Free Press, starts off 
Distinguished Salesman’s Week, 
proclaimed by Mayor Louis C. Mir- 
iani. + 


Abbott Is Head of 
Klau-Van Pietersom 
Agricultural Unit 


MILWAUKEE, April 29—Lyle C. 
Abbott has been named vp in 
charge of the agricultural division 
and member of the board of Klau- 
Van Pietersom-Dunlap. 

He replaces Donald D. Dilworth, 
who will leave the agency to be- 


D. D. Dilworth 


Lyle C. Abbott 


come assistant advertising director 
of Deere & Co., Moline, Ill., man- 
ufacturer of farm equipment. 

Mr. Abbott joined KVPD as a 
copywriter in the agricultural divi- 
sion in 1952, and later became copy 
supervisor of the division. In 1954 
he was named associate copy di- 
rector. + 


Sorensen Elected President 


E. B. Sorensen, partner in Field- 
er, Sorensen & Davis, San Francis- 
co transit ad company, has been 
elected president of Mutual Trans- 
portation Advertising Inc. Robert 
D. Carrier has been elected vp and 
general manager of Mutual. 


A Bigger Spender than 54 Standard Metropolitan Areas Is 


Gary, Fastest Growing Metropolis 


Send for Booklet or call 
Burke, Kuipers & Mahoney, Ine. 


000 having recent reliable data, 


of Chicago newspapers. Perha 


Within 750 Miles of Chicago 


Gary, Indiana and Wichita, Kansas are the two fastest 
growing northern cities in the nation according to a recent 
Metropolitan Life Insurance Co, study of all cities over 100,- 


Per family effective buying income in Gary is more than 
$1,000 higher than in any other fast growing big city in the 
nation . . . which explains why city zone Gary spends more 
than 54 Standard Metropolitan areas, 

About the only minus in Gary is the dwindling circulation 


the time is here, now, w 


you, too, need mass media advertising in Gary. 


THE GARY POST-TRIBUNE 


Offers Full Color Daily and Sunday 
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Look, No Wheels 


Dream car? Perhaps. But dreams in the automotive 
industry are more often ideas that come true. In 
fact, tomorrow’s car isn’t as far away as it seems, 
especially when you realize that right now most com- 
panies are hard at work on the 1962 models. To the 
car makers, that’s neither dream nor idle boast. It’s 
a necessary part of competitive industry. 


Of course the entire 1962 automobile isn’t fully com- 
pleted. Its comfort-and-convenience accessories prob- 
ably won’t be decided for three years hence. Its 
engine horsepower and interior dimensions aren't 
firmed-up. But basic styling is close to reality; the 
type of engine it will use is known, and maybe today 
a decision will be made to determine the type of sus- 
pension the car will utilize—air springs, oil reser- 
voirs, cellular foam cushions, or . . .? 


e 
These are decisions being made today and tomorrow, 
but they're all ‘subject to change without notice.” 
New materials, new engineering concepts, and chang- 
ing customer preferences—plus the competition's 
innovations—can obsolete any or all of the '62 car's 
features from now to announcement time. 


To forecast a winning combination for the year 1962 
requires close market study and keen observation of 
industry trends. Million-dollar expenditures are based 
on factual information, not “educated guesstimates.”’ 
That's why, for 33 years, when the men who make 


The car of tomorrow, as envisioned by stylist Carl Reynolds, Detroit product designer, as re- 
ported in the March 10 issue of AUTOMOTIVE NEWS, wauld be propelled by ducted fans 
and maintain an altitude of about two feet—but could rise to 100 feet. lt would have no wheels 
or springs; could even travel over water. 


the decisions in the auto industry want to be well 
informed on anything automotive, they turn naturally 
to AUTOMOTIVE NEWS. 


Because it is the Weekly Newspaper of the Industry, 
AUTOMOTIVE NEWS guararttees reliable reader- 
ship—over 44,000 paid circulation. As the best-seller 
in its field, with manufacturer and car dealer alike, it 
goes where your message must be seen to be effective. 
In the factory, subscribers are the top sales, engineer- 
ing, planning and manufacturing executives who 
shape the “dream” cars now materializing. In the 
dealership, it’s read by the men who must sell and 
service these cars. These are the men who want to 
know about your products and services—it’s their 


The most influential publication 
in the automotive industry 


iy = ce, 
] e 
¢ © : iD Vel. KXXL, No, S618 
x Sd 744,000 New Cars Now vs. 


679,000 in °56 . - - — 


Stocks Dip but Top Year Ago _ 3 a3 


business to know everything automotive; their future 
depends on it. 


Ask your AUTOMOTIVE NEWS Representative 
how others have built their business with continuous 
advertising in AUTOMOTIVE NEWS—advertising 
that really gets results. Call him today. You'll be 
glad you did. 


NEW YORK: Edward Kruspak, Howard E. Bradley, Ray 
Billingham, Murray Hill 7-6871 


CHICAGO: J. Goldstein, Bill Gallagher, State 2-6273 


DETROIT: R. L. Webber, William R. Maas, Roy Holihan, 
Woodward 3-0495 P 


LOS ANGELES: R. H. Deibler, Dunkirk 3-0303 
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SKUSE THIS NEW SERVICE: 


From 15,060 personal interviews 


in the home, advertisers can ob- 


tain special breakdowns on: 


@ THEIR BRANDS 
@ COMPETING BRANDS 
@ NEWSPAPER READERS 


By Income 

By Age 

By Occupation 

By Race 

By Tenure 
And Cross Tabulations 
Nominal Cost... Quickly 


pe ee Se eee eee Sel aad ee ae 


oe reas 


<€ . 


, CORPus Cums 


. 


MAKE CERTAIN YOU ARE EFFECTIVELY SELLING and 
ADVERTISING IN THESE PROSPEROUS, GROWING MARKETS 


... through the Second Annual ALL-MARKET REPORT of the 
“TEXAS-LOUISIANA MARKETS AND MEDIA” studies 

... completely comparable research on each market by Belden Associates, 
nationally recognized independent market research firm. . . covering 

scores of product categories PLUS a new and objective definition of newspaper 
audiences in numbers and characteristics. 


Publication Date: MAY 7, 1958 
A Service of The 


TEXAS DAILY NEWSPAPER ASSOCIATION 


Provided by These Aggressive Newspapers 


Abilene Reporter-News + Austin American-Statesman + Big Spring Herald * Corpus Christi Caller-Times 

Dallas Morning News * Dallas Times Herald * Fort Worth Star-Telegram + Houston Chronicle * Houston Post 

Houston Press * Lufkin Daily News * Marshall News-Messenger * Port Arthur News * San Angelo Standard-Times 

San Antonio Express-News * San Antonio Light * The Shreveport Times and Journal * Victoria Advocate 
Waco News-Tribune and Times-Herald 


SEND REQUESTS ON YOUR LETTERHEAD TO: JOHN H. MURPHY, EXECUTIVE 
DIRECTOR, TEXAS DAILY NEWSPAPER ASSOCIATION 803 LOVETT BLVD., HOUSTON 6, TEXAS 
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Simplification ... 


Map Steps to 
Speed Reports 
on 1958 Census 


Some Detailed Data Will 
Be Dropped; Sampling 
Used on a Few Items 


The list of 
Available Market Data 
begins on Page 84 
and goes to Page 152. 
Use the coupons 
for requesting data. 


vals from 1904 through 1919, and 
every other year from 1921 


| through 1939. The census was sus- 


By Dr. Robert W. Burgess 
Director, Bureau of the Census, 


1958 is another bench mark year 
for the nation’s distributive, man- 
ufacturing and mining industries. 
Their accomplishments will be re- 
corded in the 1958 Censuses of 
Business, Manufactures and Min- 
eral Industries. For months past 
and for more months ahead, the 
Bureau of the Census has been and 
is making preparations for the col- 
lection, early in 1959, of reports 
from millions of industrial and 
trade establishments on their op- 
erations during the current 12-) 
month period. 

The nation’s first Census of | 
Manufactures covered 1809, the) 
second covered 1819, the third| 
1839, and thereafter was conduct- 
ed at ten-year intervals to 1899. It 
was conducted at five-year inter- 


| 


/pended during World War II, but 


was resumed in 1947. Under new 
legislation enacted in 1948, the 
Census of Manu- 
factures now is 
scheduled every 
fifth year, al- 
though the 1953 
census was post- 
poned by one 
year, to 1954. 


= The coming 
industrial census 
is the 26th in the 
series. The 1948 
legislation also 
authorized annual surveys of the 
manufacturers to be conducted on 
an interim basis between the full- 
scale censuses. Annual surveys 
have covered the years 1949 
(Continued on Page 82) 


R. W. Burgess 


For Easy Reference... 


llth Annual Listing of Available 
Market Data Offered to ‘AA’ Readers 


Over 1,500 Published 
Pieces Described and 
Listed in This Section 


ADVERTISING AGE presents, in the 
following pages, its 11th annual de- 
scriptive list of the available mar-| 
ket data issued by media, trade} 
associations and other groups, so. 
that marketing and advertising ex- | 
ecutives may look over the whole 
field of published data to deter-| 
mine exactly which data might 
currently be of interest to them. 

The material presented here has | 
been numbered, and ADVERTISING | 
AGE will be glad to handle requests 
for various items from readers, to 
simplify the problem of obtaining | 
desired information. 
= Throughout the pages of this | 
section there are coupons, which 
can be filled out and returned to) 
ADVERTISING AGE, indicating which | 
pieces of market data listed in| 
these pages are desired. ADVERTIS- | 
Inc AGE will undertake to forward | 
all requests for data to the pub-| 
lishers of each piece. Fulfilment of | 
these requests, however, rests in| 
the hands of the individual pub- 
lishers of the data, who undertake | 
to handle all reasonable requests, | 


within the limitations of supply or) ~. 


other conditions which cannot be 
foreseen. 
Most of the material listed in} 


this section is available without 
charge, but not all of it. In cases 
where a charge is made, that in- 
formation, plus the amount of the 
charge, is included in the listing. 
When requesting data for which a 
(Continued on Page 84) 


ADVANCES IN LIVING STANDARD 


1956-1957 Expansion in Consumption Less than Needed 


to Match Productive Ability— 


Opportunity For Increased Sales to 


Consumers in 1958-1959 


19 Bivon 
4008 


‘57 


‘$28 Billion Backlog of Consumer Demand’... 


End of Artificial Barriers, Tax 


| 


of depression few seem to realize 
that we have accumulated a back- 
log of $28 billion of consumer buy- 
ing—a growth in our standard of 
living which should have taken 
place in the last two years, but 
which did not take place because 
of purposeful measures to slow 
down our rate of expansion as a 
means of fighting inflation. 

That $28 billion backlog of added 
consumption potential now repre- 
sents an opportunity for as much 
as a 10% increase in sales of con- 
sumer goods and services by 1959 
over the 1957 level of $280 billion. 
This is not a prediction or forecast, 
but an analysis of opportunity 
based on the basic soundness of our 
economy. 


Potentially We Can Cut 
Taxes, Hike Detense in ‘59 

This potential increase of 10% 
|in total consumer purchases of 


| $308 billion in 1959 would so stim- 
ulate production and so broaden 
the various bases for taxes that we 
could cover needed increases in 
defense expenditures as well as 
|/balance the federal budget—even 
|provide a surplus from the more 
{than $75 billion of tax revenue 


such a level of business would yield | 


;even after reducing personal and 
corporate tux rates by 10%. 
An immediate 10% reduction in 


|tax rates certainly would provide day for more than the 10% 


In the midst of the present talk; 


goods and services to the level of | 


Cut Can Stop Recession: Johnson 


Says 10% Slash, More Advertising and Sales Effort 
Can Reverse Government's 


By Arno H. Johnson 


Vice-President and Senior Economist 
| J. Walter Thompson Co., New York 


living by 1959 to bring us back into 
line with our real growth oppor- 
tunities. 

The present recession differs 
| from those in the past in that it has 
not resulted from any fundamental 
‘weakness in our economy. There- 
fore, we are building pressures for 
a rapid resumption of growth once 
artificial barriers to expansion are 
removed and confidence is restor- 
ed. The start of removal of these 
barriers occurred last November so 
now we are held back principally 
by the momentum of the decline 
and the psychological fear factors 
that accompany recession head- 
lines when the economic facts are 
not sufficiently understood. 


‘Self-Induced Slowdown’ 


| 


Slowdown Started in ‘55 
Few seem to realize that the 
slowdown we now hear so much 
about actually started as far back 
as the second half of 1955 and that 
monetary policies designed pur- 
; posely to bring about this slow- 
Ss | down in our rate of expansion were 
DOES IT AGAIN—For the 11th time, | SVanent oan earlier, in the second 
Arno Johnson presents his analysis #4 0 . 
|of the economic situation in Ad-|_ Readers of Avventisina Acs had 
nia nod neal marhet Gals ample warning of this slowdown. 
| vertising Age's an |My article in the Market Data is- 
|issue. His warnings of two years | sue of May 7, 1956, was headlined 
ago that government anti-inflation |“Slowdown Of Business Growth Is 
measures might cause a recession | Disturbing, Unnecessary.” The fol- 
now appear to have been well lowing quotation from that early 
founded. 1956 analysis will help to empha- 
| size the artificial nature of our pre- 
and production—a stimulus which, sent recession and, hence, the op- 
along with increased advertising portunity for a rapid resurgence of 
and selling effort, could soon turn | growth now: 
us from recession to renewed | 
growth. | “A disturbing slowdown of busi- 
| /ness growth started in the fourth 
|m And both the purchasing power | quarter of 1955 and has persisted 
‘and the productive ability exist to-|into the spring of 1956. Unless this 
in- | slowdown is reversed soon we shall 


| ' oe Z \ 


|an added stimulus to consumption | crease needed in our standard of fall far behind the levels of stan- 


2 3 


INFLATION TRENDS 


Cost of Money vs. Cost of Goods and Services 


DISCRETIONARY SPENDING POWER GROWTH 
69% IN 1950-1957 
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CONSUMER DEBT IS LOW 
IN RELATION TO INDIVIDUAL SAVINGS 


moo B 


INDEX - 


5 


HABIT LAG RETARDS 
SHOE SALES GROWTH 


dard of living we should and can | slowdown in 1956 in our real rate| our growth dropped to $4.0 billion, 


reach in the next few years.” 

“The slowdown in growth of 
standard of living ... must be re- 
versed if we are to avoid depres- 
sion.” 

“The high levels reached by 


business in 1955, after the pessi- | 


mistic forecasts in 1954, has led to 
a rather widespread belief that 
purchasing by consumers was too 
active in 1955, and that purchasing 
power now should be curtailed by 
artificially higher interest rates, 
credit restrictions, and continuance 
of high tax rates. It is said we must 
‘take the bloom off the boom!’ ” 


s “This viewpoint that we are at 
too high a level of business now is 
erroneous. Actually, business last 
year should have been 5% higher 
... just to keep in line with the 
growth in consumer purchases that 
will be necessary to reach the min- 
imum goal of living up to a $500 
billion level of production envi- 
sioned by the President for 1965.” 

“The slowdown in expansion of 
our standard of living in the fall of 
1955 and spring of 1956 is disturb- 
ing because it has largely passed 
unrecognized and buried in the 
news of new peaks of sales and 
profits and because this slowdown 
has been encouraged, and partly 
self-induced, by those who feel we 
have grown too fast. They fear in- 
flation.” 

“ ~.. but this slowdown in the 


rate of growth apparently had) 


nothing to do with prices or infla- 
tion. The consumer price index in 
the first quarter of 1956 stood at 


114.6, compared with the third, 


quarter of 1955 at 114.5 and the 
average for the year 1954 at 114.8— 
almost complete stability.” 


= “There was great fear five years 
ago, in 1951, that we could not 
avoid inflation. Much of our pro- 
duction was diverted to war ma- 
terial for the Korean War and we 
experienced serious shortages of 
many materials. 

“We proved, however, that in- 
creased productive ability could 
offset both the threatened short- 
ages and increased wages. In the 
five years between mid-1951 and 
1956 average wages and salaries 
increased 22%, corporate profits, 
after taxes, increased 16% and 
dividends increased 22%—but 
there was no inflation. Wholesale 
_ prices.drgpped 1%.” 


s The fundamental strengths of 
our economy were outlined in de- 
tail in that ADVERTISING AGE article 
of May 6, 1956. These strengths 
were reemphasized in my ADVER- 
TISING AGE article a year ago (April 
29, 1957) along with a warning that 
the measures taken purposely to 
curtail consumer buying and to 
curtail expansion in our standard 


'of growth in consumption. And it 
was pointed out that with this. 
slowdown of consumption the pro- | 
ductivity per man-hour failed to 
show sufficient growth to offset in- 
creased labor costs. 

Prices, therefore, of goods and 
services started to increase in 1956. | 
We were on our way to inflation— | 
not because of excessive demand or 
shortage of goods, but because de- | 
mand and productivity were slow- 
ing down while wages and interest 
costs were increasing. 


'@ Only recently has there iis! 
growing recognition that curtail- | 
ment of inflation depends primar- 
ily on expanded consumption and 
encouragement of the higher 
standard of living needed to utilize 
our productive ability. This change 
of attitude now means that in- 
creased advertising and selling ef- 
fort will have an unusual oppor- 
tunity to play an important part in 
reactivating our expanding econo- 
my in 1958 and 1959. 

The need for increased consump- 
tion is particularly urgent now in 
view of the 1956-57 slowdown in 
the rate of growth in our standard 
of living and the inflationary 
trends that accompany any tem- 
porary slowing of productivity. 


10% Rise Needed in Consumer 
Buying to End Slowdown 

We experienced a serious slow-| 
down in consumption growth in| 
1957. This slowdown actually 
started as far back as the second 
half of 1955. The accumulated de- 
|ficit in growth in 1956 and 1957 
totaled $16 billion. An additional 
$12 billion should be added to bring 
us back in line by 1959. We have 
an opportunity and an urgent need, 
therefore, to expand consumption 
| by $28 billion—or 10% over 1957) 
levels within the next year-and-a- 
half—in 1958-59! 

Let’s study the facts. To keep up | 
with our productive ability we} 
should have increased our con- 
|sumption on the average by $5.7 | 
billion each half year since 1955 | 
(Chart 1). 


a When all figures on total per- 
sonal consumption, or our total 
standard of living, are converted 
to constant dollars at June 1957 
prices it becomes obvious that our 
rate of growth in 1956 and 1957 
'was less than was needed to match 
production by about $16 billion. 
Throughout 1954 and 1955 our) 
|growth in real consumption aver- 
|aged approximately $8 billion each 
| six months, with our growth rate 
‘reaching a peak by adding $11.9 
| billion in the first half of 1955. 
From early 1955 monetary mea- 
|sures designed to slow down our 


|expansion became increasingly 


then dropped further to $1.8 billion 
in the second half of 1956, and we 
slowed down to stagnation in 1957 
with a gain of only $1.2 billion in 
the first half and no growth what- 
ever in the second half. This was 
less than the rate of increase in 
population, so on a per capita basis, 
our standard of living as measured 
by purchases of consumers in 1957 
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“HABIT LAG” IN LIFE INSURANCE 
80% More Than in 1957 Needed To Equal 
1941 Level of Protection 


304 cysso moex 
FAMILY FOOTWEAR EXPENDITURES 1941 Life insurance Premiums $3,133 Million 162046 1941 
IN INCOME GROUP OF '2000-!3000- 100 19ST Est * $9.40 + ei 
25% ee 1957 Potential to Equal 194! Level | 
A-1950 INDEX a $17,350 Milion } 
B ~1956 INDEX 223 a) (8) 19% moe Mose Needed 96% | Peeepes 


Premmum Payments Per Family* by income Groups 


1941 (Avmage $797 
1957 Est (Average $172 


|demand bidding for goods which 


actually showed a decline. The first | 


half of 1958 will show a further de- 
cline. 


Upturn Can Come Next Fall 
The positive relaxation of the 
monetary measures retarding ex- 
pansion did not occur until Novem- 
ber 1957. Considering the probable 
lag of 8 to 12 months in the influ- 
ence of this change on the ultimate 
consumer, this action starting last 
November can soon become a fa- 


vorable stimulus for resumption of | ; 
|sumer demand now would not 


growth in our living standards. 
There was, during 1956 and 1957, 


| an unfortunate spread of the belief 
|that consumer buying and expan- 


sion of our standard of living must 


were in short supply. 

Actually there has been no evi- 
dence of short supply in consumer 
goods for the last two years, and 
in contrast the rapid slowdown in 
the rate of growth of our consum- 
er economy has been followed by a 
continued rise in consumer prices. 


= It seems evident that consumer 
buying builds inflation pressures 
only when there are shortages— 


|and there have been virtually no 
|shortages in the consumer goods 
/area during the 1956-1958 price 
‘rise. Even in the consumer dura- 


bles—automobiles, appliances, fur- 
niture, carpeting, etc—which rep- 
resent 13% of consumer expen- 
ditures, there has been no short 
supply. For most of these products, 
as well as for most of the rest of the 
87% of our standard of living, an 
increase of 10% or more in con- 


'press hard on capacity but would 


be curtailed as a measure to con-| 


trol inflationary pressures. 


s Actually the recent inflation in 
wholesale and retail prices did not 
become evident until many months 
after the slowdown in consumer 
purchases which started in the 


| second half of 1955 (Chart 2). 


Inflation in the cost of money 
started up in the second half of 


|1954 and rose rapidly. By June 


1957 the cost to the government of 


have a magical influence on im- 
proved efficiency and productivity, 
and could lower costs rather than 
cause inflation. 

Production—efficient production 
—is the best answer to inflation 
since, in the long run, only by in- 
creased productivity can higher 
wages be justified. 


® Actually any slowdown in sales 
often acts, in the early stages, as 
an inflationary pressure since there 
is an urge to raise prices in order 


| to protect profits. 


short term money represented by | 
the interest rate on three-month | 


treasury bills had gone up fivefold 
over June 1954. Prime commercial 


| paper cost 2% times more, and the 


N. Y. Federal Reserve Bank redis- 
count rate was double. 


s An inflationary trend in cost of 
goods did not begin to be evident 
until about a year-and-a-half to 
two years after June 1954. Whole- 
sale prices did not rise as much as 


1% above the June 1954 level until | 


15 months later (September 1955), | 


|/and consumer prices did not reach 


1% higher until 24 months later 
(June 1956). By June 1957 whole- 


sale prices were up 7% over June | 


1954 and consumer prices had risen 
4%. By January 1958 wholesale 
prices were up 8% and consumer 
prices 6% over June 1954. 


s The point to be stressed here is 


Let’s examine the productive 
and purchasing power changes that 
can make further changes in the 
living standards possible of attain- 
ment in 1958-59, and over the next 
decade. 


Opportunity For 50% Better 


Living Standard by 1968 


We must increase our total sales 
of goods and services to consumers 
by over more than 50% within the 
next ten years if we are to keep 
pace with our increasing produc- | 
tive ability. 

By 1968 our total production of 
goods and services in the United | 
States should grow to more than} 
$650 billion in terms of 1957 prices | 
compared with $434 billion in 1957. 


| 
1957 (Est 


148 (a) 4 4 
rm] foe fe 
a) : ang 
et ee 100) a) a oe 44% 
(5 78¢8) 197.45 a 
= 148.59 +052 4 
Wiese & a 1957 +30 Cm) 
nou 50 i = = 
UNDER #/000 TO $2000 #3000 10 Over 
- $1,000 #2000 #3000 #5000 #5.000 
aoe ey oe “gl NoFomiles(Thasond)® pe a 
INCOME UNDER +2,000 43.000 +5.000 OveR 1941 13.30 11.967 8306 4199 1564 39.287 
— = _— aes oe see 1957 Est = 5040 6.720 6720 4.560 22960 56000 
Number of Families” sions ) Life insur 
~ (Mulhons. si TOTAL — aa (Ailton) 
so IS: 10.0 6 73 3) 524 941 173 +582 +809 +599 1970 13,133 
1956 «NNT 67 146 13.5 95 560 1957 est acum 1150 1210 '400 = #1,600 = #7,280 9,640 |*uzt* 
48% oF Om saves 1957rorewna. + 70 4330 +650 *2.100 *14,200 17,350 "Ess" 
7.7 Tames YEAR saves 18 TES YEARS Saves 
* Consumer spending units - Federal Reserve Board Su veys of Consumer Finances '9S) and 1957 Com Families and Single ndviduais) os defined by Federa’ Reserve Board 
Purchases per family of shoes and other footwear by income groups Source 194)- US Dapt of Bullen #62 
7 Pisin Seas eR aay See Se Mets Norton SBS Nae eer is a Res ay ee 
13% oF vest 13%. oF oer 


general unemployment and under- 
utilization of our productive abil- 
ity, we must add to our level of 
sales to consumers the huge 
amount of about $140 billion (a 
50% increase up to a total personal 
consumption of $420 billion by 1968 
compared with the $280 billion lev- 
el in 1957). 


= Increased selling effort now will 
be needed to swing consumption 
upward again to support our pro- 
ductive ability. And increased 
selling effort now can be rewarded 
well—because purchasing power is 
at very high levels and there are 
strong underlying factors for ex- 
pansion once confidence is restored 
and barriers to expansion are low- 
ered. 

The “turn” for the better actual- 
ly started six months ago when the 
Federal Reserve Board reversed its 
tight money policy on November 
15, 1957, and relaxation of interest 
rates and other restricting barriers 


| progressed rapidly during the first 


three months of 1958. If we wait 
for recovery in our consumer econ- 
omy to take place automatically as 
a result of the rapid downward re- 
vision of monetary barriers, we 
may have to wait until the end of 
1958 or start of 1959 because of the 
lag and downward momentum of 
consumer confidence. But this lag 
can be shortened by aggressive ac- 
tion. 


® Those who have the courage 
and vision to expand advertising 
and selling efforts now can help to 
shorten this lag and can “cash in” 
on being ahead of the general 
movement upward. Purchasing 


| power and other expansion factors 


are favorable for expansion now. 
One of these factors for expan- 

sion has been the rapid increase in 

discretionary spending power. 


| Discretionary Spending Power 


Can Grow 77% By 1968 

The extent to which this in- 
crease in discretionary spending 
power affects the whole economy 
is illustrated in Chart 3. 

Discretionary spending power in 
1957 was 69% higher than in 1950. 
It could increase another 77% over 


/1957 in the next ten years if we 


® $650 billion by 1968 is a conserv-| 


|ative measure of our productive | 


that the fundamental long-term | 


basis for a very substantial expan- 
sion in our economy is just as 
sound now as before the slowdown 
in business, and that this slowdown 
has been rather purposely induced 
in an effort to fight inflation. This 
attempt was based, in part at least, 
on the orthodox theory that the in- 


of living had resulted in a further | stringent. In the first half of 1956 | flation was caused by excessive 


ability since it allows only for an | 
increase of 1.7% per year in popu- | 
lation plus a gain of 2.0% per year | 
in per capita productivity—well 
below the rate we have demon- 
strated since prewar. Actually, in 
the 17 years between 1940 and 1957, | 
total physical production per capita | 
(in terms of June 1957 prices) in- | 
creased by 52% or about 24% per | 
year. 

To support the $650 billion pro- | 
duction economy, which we can| 
and must have by 1968 to avoid! 


achieve the production level of $650 
billion by 1968. 


= Total discretionary spending 
power for our entire population, 
which reached a level of $141.5 bil- 
lion in the second quarter of 1957, 
was 69% over the $83.7 billion in 
1950. Discretionary spending pow- 
er is defined here as the surplus 
spending power over and above 
what would be required to supply 
a per capita standard of living for 
the basic necessities of food, cloth- 
ing, and shelter equivalent to the 
1950 actual standard of living after 
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taking into account present prices. | 
This could reach $190 billion by 
1963 and $250 billion in ten years 
—by 1968. This would be an in- 
crease of 77% above the 1957 peak 
level. 

In 1957 discretionary spending 
power, in terms of the 1950 stand- 
ard of living concept of consumers, 
represented 47% of total dispos- 
able income, after taxes, whereas | 
in 1950 it represented only 41% of 
the much smaller total. That 
means that families moving up to 
better income groups could take on 
the greater physical consumption of 
most products that was found in 
1950 in similar income groups if 
they desired. The additional pur- 
chasing power is there even with 
higher prices but the interest and 
desire has to be created. 


s A growth in savings is as much 
a part of an expanding standard of 
living as the growth in personal 
consumption. Somehow there has 
been spread a false concept that 
saving is in conflict with spending 
or consumption. Actually the two 
can and must grow together along 
with higher productivity. 

Before the war, in 1938-39 for 
example, annual personal con- 
sumption expenditures averaged 
only $66.1 billion and personal sav- 
ing was at a level of $2 billion. 
The American people saved only 
2.9% of their disposable personal 
income after taxes. By 1956, when 
consumer purchases had expand- 
ed to $267.2 billion—or by four 
times—personal saving also had 
expanded, but by tenfold to $20 
billion. The saving rate has more 
than doubled to 7% of disposable 
income. 


s In the slowdown of consumer 
purchases, however, in 1957 the 
saving rate also slowed down to 
6.6% in the fourth quarter. i 

The revenue from _ increased 
production makes possible _ in- 
creased savings—but we must 
have the expanding consumer de- 
mand to support the higher pro- 
duction and make possible in- 
creased productivity. 


= By 1968 a production level of 
$650 billion and personal consump- 
tion of $420 billion would make 
possible also an expansion of per- 
sonal saving to over $30 billion or 
more than 50% above the $19.8 bil- 
lion level of the fourth quarter of 
1957. 

Another potential aid in revers- 
ing the downturn and resuming 
expansion of our economy is the 
fact that consumer credit could be 
expanded substantially without 
exceeding prewar relationships to 
discretionary spending power. 


Consumer Credit Can Safely 
Expand 60% in Five Years 


has an opportunity to double with- 
in the next ten years. It will take 
that much expansion in consumer 
ercdit to keep in line with our ex-| 
panding productive ability and the | 
increasing discretionary spending 
power of American consumers. 
And a recognition of the place of 
consumer credit in accelerating 
changes in the American standard | 


of living can help to build the mar- | 


| kets needed to utilize our growing 


productive ability. 

Just to be in line with the pre- | 
war relationship to consumer dis- 
cretionary spending power the lev-| 
el of consumer credit which was 
$44 billion in January 1958 could 
be: 


27% higher in one year 
60% higher in five years 
110% higher in ten years 


s This is not a prediction, nor any 
urging to imprudent extension of 
credit; but the changes in our 
economy which emphasize the 
need for a rapid upsurge in our 
over-all standard of living point 
also to the need for taking a new 


look at the opportunities for con- | : 
|one difference: a larger share of the | 


sumer credit to aid the expansion 
of living standards and consumer 
markets. 

The explanation of this added 
source of purchasing power is the 
fact that consumer short term 
credit is low in relation to discre- 
tionary spending power. The level 
of consumer credit—$42.5 billion 
‘n June 1957 and approximately 
$44 billion in January 1958—had 
worried many—the level in 1957 
was about five times the $8.3 bil- 
lion level of 1940. But consumer 
discretionary spending power in 
1957 was over 6% times the 1940 
level. 


s The ratio of consumer credit 
to discretionary spending power, 
therefore, had dropped substantial- 
ly by 1957. This means the con- 
sumer credit—installment sales, 
charge accounts, and _ personal 
loans—could even now be about 
30% over the high level of mid- 
1957 without being overextended 
in relation to discretionary income. 
Just to reach the 1940 ratio could 


add about $12 billion to current | 


purchasing power and bring con- 
sumer credit to about $56 billion 
by 1959. The potential consumer 


| mitments) 


*1968 at 1940 relationship. 


lf U. S. Production Rises to Potential, 
Private, Public Debt Can Hit Trillion Dollars 


1968 

Billions 1930 1940 1950 1957 Potential 

Gross National Production ........ $ 91.1 $100.6 $285.1 $434.4 $ 650.0 
Net Public and Private Debt ........ 191.0 189.9 490.3 707.5 1,230.0* 
CS We COs skustseesteresesccconen 210% 189% 172% 163% 189%* 
ee EE $160.4 $128.6 $250.9 $436.5 $ 830.0* 
ga Et) ee 176% 128% 88% 100% 128%* 
Corporate Long Term Debt .......... $ 51.1 $ 43.7 $ 60.1 $106.0 $ 285.0* 
OE | RSE. ae 56% 44% 21% 24% 44%* 


had grown to over| 
$201.5 billion compared with $48.6) 
billion in 1939—or over four times 


|as great as prewar! 


The recent National Industrial 
Conference Board study (July, 
1957, Business Record) showed 
that fixed commitments, as of the 
first quarter of 1957, represented | 


|31.8% of disposable income—near- 


ly the same percentage as prewar 
1939 when fixed commitments 
represented 31.0%. There was this 


fixed commitments in 1957 repre- 
sented “saving commitments” in 
the form of debt repayment and 
insurance premiums. These saving 
commitments represented 20.4% of 
disposable income in 1957 versus 
16.7% in 1939. This reflects, in 
part, the shift to home owning and 
paying monthly amortization of 
mortgages to increase the owners’ 
equity as against the expense 
commitment of paying rent. 


® Total debt of consumers, as of 
April 1958, at about $164 billion, 
including home and farm mort- 
gages as well as consumer credit, 
was as low, in relation to accumu- 
lated savings, as in prewar years 
(Chart 4). 

In spite of the fivefold growth 
of consumer debt from $32.2 billion 
in 1940 to $164 billion in the spring 
of 1958 the ratio of total consumer 
debt to total consumer savings has 
not increased. In relation to dis- 
cretionary spending power debt 
has decreased since discretionary 
spending power has increased over 
6% times since 1940. 


tirely free of mortgage debt. This 
was the home mortgage condition 
even after the rapid growth in 
home ownership and in construc- 
tion of new homes. 


Debt Has Declined 


Relative to Production 


A factor that has led to fear of 
inflation and which has contri- 
buted to the attempts to slow down 
plant expansion or the needed ex- 
pansion of construction of roads, 
schools, and other public works 
and services, has been the rapid 
expansion of debt—both public 
and private. Few seem to recog- 
nize that the ratio of debt to pro- 
duction has declined dramatically 
since prewar. This indicates that 


|if we are to make use of our pro- 
|ductive ability and have the 50% 


higher standard of living that abil- 
ity will justify ten years from now 
we must reconcile ourselves to a 
very much higher level of total 
debt. 

In 1930, the outstanding net total 
of public and private debt in the 
United States represented more 
than double a full year’s national 
production—actually 210% of the 
year’s total production. By 1957 to- 
tal debt, although over 3% times 
as great in dollars, had dropped to 
163% of a year’s production. Pro- 
duction, measured in dollars, had 
grown nearly fivefold (see table 
above). 


# Even more spectacular has been 
the drop in the relation of total 
private debt to production. Net pri- 
vate debt of individuals, 


/ness and corporations represented 


= Further, 72% of the increase in | 


credit could climb to $71 billion by | consumer debt, since 1940, is in 


1963, and $92 billion by 1968. 


The volume of consumer credit 


7 


MARKET POTENTIAL FOR 
SOAP AND DETERGENTS CAN EXPAND 
RAPIDLY WITH INCOME GROWTH 


|home or farm mortgages which 
|/now is largely in a form of the 
Uncommitted Income Has |amortized mortgage where the 
Quadrupled Since 1939 | principal is not likely to become a 

Some have worried that, with | critical burden on the economy 
the rapid increase in consumer | during any temporary period of re- 
debt, the fixed commitments of|cession and where the monthly 


176% of a year’s production in 
1930. By 1957 the relationship had 
dropped nearly in half—to 100% 
of a year’s production. 

At a production level of $650 bil- 
lion in 1968 private debt could 


| grow to $830 billion or nearly 90% 


over the 1957 total without exceed- 
ing even the 1940 relationship to 


busi- | 
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strength in our economy—but it 
emphasizes the importance of 
holding our production level high 
through increasing our standard of 
living rapidly enough to consume 
and enjoy what we are capable of 
producing. 

Net corporate long term debt has 
|dropped to half its prewar re- 
\lationship to national production. 
In 1930 corporate long term debt 
represented 56% of a year’s pro- 
duction and in 1940 it was 44%. By 
1957 this relationship was cut in 
|half with long term corporate debt 
representing only 24% of a year’s 
| production. 
| 


= With a production level of $650 
billien possible in 1968 corporate 
long term debt could expand to 
2% times over present levels—to 
about $285 billion versus $106 bil- 
lion—without exceeding even the 
1940 relationship to production! 
These facts on the decline in 
debt in relation to production em- 
phasize that our chief concern 
should not be with the size of our 
|outstanding debt, but rather with 
the means of expanding consumer 
| purchases and our level of living 
| fast enough to utilize our produc- 
tive ability and to keep fully em- 
ployed our growing labor force. 


| 


s Over the next five to ten years 
there will be massive needs for 
new capital investment in im- 
proved productive facilities if we 
are to reach the production and 
consumption levels of which we 
are capable. They may mean re- 
adjusting our concepts of debt lim- 
its and a major broadening of cor- 
porate stock ownership. 

We will need that sort of expan- 
sion in production and consump- 
tion if we are to keep inflation in 
check through encouraging in- 
creases in productivity per capita 
at the minimum rate of at least 
2% per year. 


Habit Lag Hurts Economy 

In spite of the rapid movements 
upward in income groups between 
1950 and 1957, and the expansion 
of discretionary spending power 
and the rapid decline in the ratio 
of debt to both production and dis- 
cretionary spending power, most 
people have been slow to change 
their lifetime habits and concepts. 
There has been a “habit lag.” 
| In addition to our recognized 
ability to produce and the potential 
_purchasing power increased pro- 
|ductivity can generate, we must 
|have recognition of the need to 
|educate consumers and change 


their habit patterns of thought and 


consumers would grow to a point) burden is similar to rent payments.| production! And a total public| action if we are to match produc- 
where the uncommitted income /|In fact, much of this is a substi-|and private debt of one-and-one tion with consumption through a 


would narrow dangerously and cut 


tute for rent payment since there quarter trillion dollars would not higher standard of living. We must 


down on purchasing ability. Actu- | has been a rapid movement from | be a greater relative burden than)! overcome the “habit lag.” 


ally, as of the first quarter of 1957, renting to home ownership. Even | 
the level of uncommitted personal|so, 44% of the owner-occupied | 


we actually carried in 1940. 


= For the economy as a whole 


income (after taxes and fixed com- non-farm homes, in 1957. were en-|# This is a factor of unrecognized | there must be an expansion of 50% 


HOW READING (CIRCULATION ) 
HAS EXPANDED WITH EDUCATION 
1950 10 1957 


Actual average purchases per family in 1950 by income groups. +32% 
for Toilet Soap, Laundry Soap and Cleaning Supplies 
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MOBILITY OF OUR POPULATION 


PER CENT MOVING TO DIFFERENT HOUSE, MARCH 1955 - MARCH 1956 


TOTAL CIVILIAN POPULATION 


(IYEAR OLD OR OVER) 
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in personal consumption by 1968 
—only about a third of this expan- 
sion can be accounted for by popu- 
lation growth. The other two- 
thirds of our growth in living 
standards will come through in- 
creased per capita consumption of 
a wide variety of products and 
services as people increase their 
income and purchasing power 
through increased productivity. 

As families move up in income 
groups they could take on the hab- 
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“Inter-Locked"’ Market for 
HEAT:NG © AIR CONDITIONING 
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its of life and consumption that 
formerly characterized the better 
income groups into which they 
move. This usually means an op- 
portunity for an expansion in per 
capita consumption as soon as the 
“habit lag” is overcome. The “hab- 
it lag” is the tendency to be guided 


by past habits and training and | 


concepts rather than by new pur- 
chasing power standards. 

(© The’ rapidity with which 
|/mass millions of Americans have 
|climbed the income ladder, since 
| 1950, througk increased productiv- 
ity is illustrated by the breakdown 
of the consumer spending units 
by income after taxes in 1950 as 
‘contrasted with 1956 and the es- 
timated distribution of families in 
1960. The number with disposable 
|incomes of $7,500 is expected to in- 


"| crease from 2.1 million in 1950 to 


6.6 million by 1960, and it is ex-|!changes in habits and attitudes 
pected that the group from $5,000 and concepts of personal and 
to $7,500 will increase fourfold— | household cleanliness. 
4.3 million to 16.2 million—and the 
net total above $4,000 is expected 
to be about 36 million in 1960 com-, 1950 (tabulated specially, in 1956, 
| pared with about 12 million in 1950 |by the Magazine Advertising Bu- 
| and 26 million in 1956. 
As these families move up from itures for toilet and laundry soaps 
one income class to the next, they|and cleaning supplies were sub- 
could represent substantially in- | stantially higher in above average 
‘creased markets for goods, serv-|income groups. See Chart 9. 
ices, and investments if only they | 


sires of the income group into | jn 1950, those with incomes over 
which they move. This is true even | $7,500 used nearly 234 times as 
| though taxes and the cost of living | much of these soaps and cleansing 
have increased. |products as families with incomes 
junder $2,000. Each of the family 
= But there are reasons why they |8roups above $4,000 were well 
don’t take on these new habits au- | above average in consumption of 
tomatically. Their whole previous | these cleansing products. 
lifetime training, in most cases,| In 1950 only 12.2 million fam- 
_was built around a different con- | ilies in the United States had in- 
| cept of how to live. There is a ma- | Comes, after taxes, of over $4,000. 
|jor job for advertising and selling | By 1956 this group had grown to 
|to change these concepts and edu- 25.8 million—or more than double! 
|eate our population to desire and | 
work for the better standard of ® Had families changed their soap 
living their increasing productive consumption habits as rapidly as 


The U. S. Department of Labor | 
study of consumer purchases in| 


|reau) showed that family expend- | 


were to take on the habits and de- | = In urban families, for example, | 
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Education Rise Can Boost 
Living, Reading Habits 


Just since 1940 the number of 

high school graduates in our adult 
|population has approximately 
|doubled. This means that, today, 
|we have quite a different popula- 
|tion in terms of education level 
'than we had prewar and that this 
|change can have a significant in- 
‘fluence on living and reading hab- 
| its. 
An indication of this influence is 
a comparison of what has happened 
in the last seven years—1950 to 
1957—in terms of education and 
circulation of magazines and Sun- 
day gravure sections (Chart 8). In 
that seven-year period there was 
a growth of 8% in our total popu- 
lation 14 years and over. As com- 
pared with this growth of 8%, the 
number of high school graduates 
in our population, 14 years of age 
and over, increased 27% or 3% 
times as rapidly as population; and 
the college graduate total increased 
32% or four times as fast as the 
| population. 
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“habit lag” can make possible a 


rapid resumption of growth in our | 


economy. 


| Advertising Can Awaken 
Almost unlimited numbers of 
|examples could be given to show 
the undeveloped potential mar- 
kets that exist today because of the 
influence of “habit lag.” A study 
of the shoe industry, for example, 
indicates that shoe consumption 
could expand substantially above 
the almost static per capita rate 
that has prevailed over the past ten 


Shortening the | 


ability justifies. they moved up in income—i.e. had|® Note that while the circulation 
‘they taken on the physical con- of daily papers kept pace with the 
sumption habits of the income Population growth (of those 14 


group into which they moved—the 
tonnage consumption of soaps and 
detergents should have increased 
23% between 1950 and 1956, or 
twice as much as the actual re- 
ported increase of 11%! And, at 
current prices, the dollar sales of 
the industry should have increased 
48% instead of the reported 33% 
increase in those six years. 

This indicates that the “habit 
lag” has held soap sales at levels 
well below the potential. Advertis- 


ing is a powerful force in over- 


| he 30 coming or shortening this habit lag. 


| Chart 5 indicates that even in 
the recent six years between 1950 
and 1956 there accumulated a sub- 
stantial undeveloped potential in 
| shoe sales as the result of the rapid 
| advance of families into better in- 


| come groups without a_ corre- 


® In its educational influence ad- 
vertising expands total markets 
as well as speeds up the sales and 
turnover of recognized brands. It 
has become an important stimulus 
|sponding degree of change in shoe |to our expanding standard of liv- 
| consumption habits. ing and as a part of increased sell- 
| ing and educational effort it can 
: |play an important role in making 
soit ai evels from $8,000 vo, in Poarible our reaching the goal of 
| considerably above average— 50% arenes the standard of 
from 1% to $ times as much as in living within the next ten years. 
‘the $2,000-$3,000 group. Using _ This need for increased adver- 
the $2,000-$3,000 income group as tising becomes more apparent with 
the base for an index in both 1950 | the rapid changes in the character 
and 1956 it is evident that the|°f OUr population—with the 
lspread above this level to con-|°hanges in age structure, educa- 
|sumption at higher income lev- tion, reading habits, tv and radio 


lels was not as great in 1956 as in | Saturation, and in mobility. 


years old and over), the circulation 
of Sunday gravure sections in- 
| rennet more nearly in line with 
education—that is 24%, and circu- 
lation of magazines had a similar 
increase—approximately 23%. It 
is significant that this rapid 
growth in circulation of magazines 
and Sunday gravure sections took 
place during the mushrooming 
growth of television ownership and 
viewing in American homes. 

By January, 1958, about 42,000,- 
000 or 83% of all households in the 
United States had at least one tel- 
evision set. Nearly all of this 
growth (almost 37 million) in tele- 
vision homes occurred in the last 
seven years, since 1950, during the 
period of rapid growth in numbers 
of college and high school grad- 
uates in our population over 14 
years of age. 


Mobility Stresses Need 
of Brands, Package Identity 


The rapidity with which our 
markets can change is indicated by 
the mobility of our population. 
| Most of us are aware of the re- 
| gional shifts in population such as 
|Florida growing 48% in seven 
|years (1950-1957), and California 
| growing 32%. 
| But even more important are the 


1950. Obviously, the millions mov- 
ing upward in incomes did not at 
}once, or by 1956, take on the shoe 
lexpenditure habits of those who 
were in the similar higher income 
groups in 1950. 

This left substantial areas of un- 
| developed potential shoe consump- 
| tion in each of the 1956 income 
| groups. It would have taken be- 
|tween 25% to 45% greater shoe 
|purchases by those over $5,000 in 
| 1956 to match the shoe habits of 
| similar families in 1950. 


SEVERAL 


a 


|@ There were only 10.4 million 
families in 1950 with incomes 
above $5,000, but by 1956 the| 
|number had more than doubled od 
| a total of 23 million. As we continue | j 
| to grow in productivity this move-| § 
|ment upward in income groups | 
can be expected to continue. By | 
1968, therefore, most of the fam- | 
ilies in America should be in the 
areas above $5,000 where shoe | 
purchases potentially could be| i 
from two to three times as great as | 
the average family’s shoe pur- | 
chases in 1950. 
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Changed Habits Can Hike 
Soaps And Cleanser Market 
The movement upward in in- 
come groups by millions and mil- 
lions of families can increase the 
market potential for soaps and 
cleansers materially—not just be- 
cause of the increased purchasing 
power—but because of the possible 
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* Widest Editorial Coverage. Covers rubber, latex 
and rubberlike plastics. Only publication covering 
both classes of materials. 

* Greater Editorial Service. Feature articles authored 


top technologists, most original material. 


Averages 10 editorial pages more each month. 
* Editorial Research. Only journal using Mills 


Inc. readership studies. 


* Advertising Volume. Carries more paid advertising 


other rubber journal in world. 


* Paid Circulation. Only ABC journal serving field. 


coverage of non-subscribers insures com- 


plete coverage. 
* Reader Preference. Rubber technologists— paper's 
—use RUBBER AGE themselves when 
they advertise (for top level jobs)...by 7 out of 10! 


ONE JOURNAL COVERAGE 


Coverage of the $6% Billion rubber industry can 
be accomplished wholly and completely with one 
journal—RUBBER AGE. Its broad appeal makes it 
the preferred publication... that’s why more and 
more advertisers turn to this book to cover the field. 
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continuous shifts in local markets; population moving within a five- 


even between neighborhoods in 


the same county. In five years 1951 | 


to 1956, there were 159 million per- 
sons over the age of one year mov- 
ing to a different home. That’s the 
equivalent of our entire civilian 
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—and especially 
in the West where 
greater manpower, 
broader experience 
and contacts pay 
off for publishers. 


ll-state coverage. 
Offices in San 
Francisco and Los 
Angeles. 
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year period! 


s Of these moves 103,000,000 were 
to a different home in the same 
county. Actually there were more 
moves than this indicates since a 
|family moving more than once 
within a year was counted only as 
| one move during the year. 
| With a population shifting as 


|rapidly as this, the importance of | 
brands | 


|nationally advertised 
| quickly identified by their packag- 
ing or symbols is obvious. The 
newcomers’ ability to find the fa- 
miliar and preferred brand at once 
jin the new supermarket or shop- 
‘ping center outlet smooths the 
| process of distribution. 


. Of particular significance is the | 


| breakdown of customers who move 
within a year by age groups. In 
the year March 1955 to March 1956, 
the number moving totalled 34 mil- 
lion or 21% of the civilian popula- 
tion over the age of one year. The 
greatest mobility was among 


ies 


young adults of 21-24 years—48% 
of these moved place of residence 
within the year. All of the group 


from 18 to 34 were well above av-| 


erage in shifting (Chart 9). 


Consumption Is Key 

It becomes increasingly evident 
that the consumer and his stand- 
/ard of living is the key to any re- 
sumption of our own growth, and 
to our place in world affairs. 

The slowdown below the level of 
|consumer buying that we need to 
have if we are to utilize our pro- 
ductive ability has now accumu- 
lated a backlog or “deficit” of some 
$28 billion. With a restoration of 
confidence and a resumption of the 
advance in our standard of living 
there is an opportunity, therefore, 
for as much as a 10% increase in 
sales over the next year-and-a- 
half, or $28 billion above the 1957 
level of $280 billion of personal 
|consumption. This 10% increase in 
sales, if achieved, could quickly 
solve the problems of the federal 
budget and financing a recognized 
needed expansion of our defense 
program. 


Here Are Current Census 
Reports On Business 

e Monthly Retail Trade Report 
| (Advance), issued on 10th of 
| month following month covered. 

e Monthly Retail Trade Report, 
issued about 5 weeks after the 
month covered. 

|e Monthly Wholesale Trade Re- 
|port, issued about 6 weeks after 
'the month covered, preceded by a 
few days with a press release an- 
nouncing summary totals. 

|e Facts for Industry, comprising 
more than 70 periodic series of re- 
ports, monthly, quarterly and an- 
/nual, on shipments of selected in- 
| dustries. 

| NOTE: Leaflets describing and 
pricing the various Census reports 
|may be obtained by writing to Bu- 
|reau of the Census, Washington 
125, D. C. 


tion and class of customer will be 
deleted from the 1958 establish- 
|ment schedules. The horsepower 
land electric motor information 
/will not be collected until some 
|later year. Water consumption will 
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$3335 , 
$$ $ Reigns in $ 


|/@ In fact, the production stimu- | be collected from a limited number 
| lated by a 10% increase in con-| of companies for the year 1959; the 


sumer demand would so broaden | 1958 Census will provide an effi- 
the various bases for taxes that the |Cient basis for the selection of the 


$ prosperity **. 


In the First Quarter 


of 1958 
Our Retail Linage 


GAINED 
1.5% 


Over the First Quarter of 1957 


Retail merchants are 
aware of the power 
of advertising in the 
Roanoke Timesandthe 
Roanoke World-News 


“DOMINATING VIRGINIA’'S 
GREAT MOUNTAIN- 

INDUSTRIAL 
EMPIRE" 


FREE DESCRIPTIVE BOOKLET: “The Beckoning Land” 
gives you full details on the Roanoke Market. Ask 


your S.F.W. representative or write direct. 


DANOKE 


Roanoke is the undisputed center 
for all business activity in an area 
covering 16 counties and over 450,000 
population. Here are nearly a half- 
million people ready and wanting to 
buy your products ... in the 
Roanoke Market! 


Spot color is available 


Roanoke is a 
‘‘Burgoyne”’ City! 


TIMES AND 
WORLD-NEWS 


auonal Representatives Bivins | 
SAWYER — FERGUSON — WALKER CO. 


federal government could balance 
its budget and increase defense 
|expenditures out of the some $75 
billion in revenue this would gen- 
|erate, even after a 10% tax cut. 
This need not be accompanied by 
inflation since the higher level of 
sales and the increased demand 
would, in itself, contribute to in- 
creased productivity and relieve 
the profit squeeze which is pushing 
hard toward rising prices. 

We need now the courage and 
vision to expand selling efforts so 
that confidence can be restored 
and the trend of consumer buying 
can be turned upward. The present 
high level of consumer discretion- 
ary purchasing power points to the 
opportunity for efficient increased 
sales effort to pay off in profits, as 
| Well as to aid our whole economy 
in 1958-59. = 


Map Steps to 
Speed Reports 
on 1958 Census 


(Continued from Page 77) 

| through 1956, and a survey cover- 
ing 1957 is now in progress. 

| A number of important steps 
|have been decided upon to reduce 
the reporting burden, and to accel- 
|erate the publication of results in 
|'the 1958 Census of Manufactures. 
Among these steps are: 


1. Confining the mass canvass | 
of 1958 to essential detail. The in-| 


quiries on installed horsepower, 
|electric motors, water consump- 


1959 panel. 

Certain new information pro- 
viding additional detail for select- 
jed cost items and the capital 
|account will be collected from a 
|sample of respondents for the year 
|1957. The commodity output and 
{materials consumption — sections 
will be brought up-to-date but not 
| altered in essential characteristics 
|although there will be some ex- 
‘pansion of reporting of materials 
|consumed. The 1958 SIC will be 
}used in presenting the results of 
the 1958 Census but data on the 
old SIC will also be shown for im- 
portant items of information in or- 
| der to provide an overlap. 
| 2 Preserving the identity of the 
current commodity surveys and 
Annual Survey of Manufactures 
throughout the Census program. 
Large companies presently report- 
ing on the Annual Survey of Man- 
ufactures shuttle form will contin- 
ue to do so for 1958. Additional 
}census inquiries such as materials 
/consumed and commodities pro- 
|duced will be reported on an at- 
|tached report form which will not 


|in any important respect duplicate | 


the Annual Survey information. 
Similarly, companies now re- 
porting in the monthly, quarterly, 
or annual census commodity sur- 
veys will continue to do so and will 
in most instances not be requested 
|again to report the same informa- 


mines will continue its regular 
|/commodity reports and where they 
serve the purpose of the Minerals 
/Census such inquiries will be de- 
leted from the minerals schedules 
and called for on broad tie-in lines. 

3. Utilization of samples for 
items of information for which 


tion in the census. The bureau of | 


Advertising Age, May 5, 1958 


small geographic detail or other 
fine breakdowns are not required. 
Information will be collected only 
from a sample for such items as 
research and development activi- 
ties, the distribution of sales by 
class of customer, water consump- 
tion, capital account, and selected 
cost items. Some of these items 
will be collected on a company 
rather than establishment basis. 


4. Spreading the reporting and 
compiling burden over a longer pe- 
riod of time by collecting some 
specialized information for 1957 
and some for 1959. Specifically, the 
new selected cost items will be col- 
lected for the year 1957 while wa- 
ter consumption will be collected 
for the year 1959. The deferral of 
the water inquiry will also serve to 
provide additional time to evalu- 
ate the information collected in 
1954 and to develop a more useful 
line of inquiry for this rather com- 
plex subject. 

5. Achieving greater automa- 
tion of processing, including more 
extensive use of information pre- 
viously reported in editing and 
coding 1958 Census returns. Much 
more powerful electronic equip- 


Here Are Recent Census 
Reports On Population 

e Each month the Census Bureau 
publishes an estimate of the total 
population of the United States. 

e Annually, estimates are made 
of the U. S. population by age, sex 
and color. (Latest: July 1, 1957) 

e Annually, provisional estimates 
are made of the population of 
States. (Latest: July 1, 1957) 

e Annually, estimates are made of 
civilian population of States by 
broad age groups. (Latest: July 1, 
1956) 

e Monthly, estimates are made of 
the labor force, employment and 
unemployment. 

e Annual estimates are made of 
school enrollment, incomes, num- 
ber of households and families, 
population mobility. 

e Quarterly estimates are made 
of housing vacancies. 


ment will be available for process- 
ing the 1958 Censuses. In addition, 
there will be more time to prepare 
for the use of this equipment than 
was the case in 1954. The records 
of previous data collections have 
|become more accessible through 
{the computer. ‘his, together with 
the rapid growth of shuttle-type 
| forms will make it possible to draw 
|extensively upon previously ac- 
quired information to aid in the 
processing of current reports. 

6. Effecting greater unification 
of the minerals and manufactures 
| censuses. There will be a consider- 
able simplification of the minerals 
census both as to content and as to 
method of processing. One of the 
objectives is to conform minerals 
/census and the manufactures cen- 
sus content to the point that the 


THE PURSUIT OF QUALITY — OUR CONSTANT DEDICATION 


HUTCHINGS & MELVILLE, Inc. Custom Photoengraving 


4043 NORTH RAVENSWOOD AVENVE, CHICAGO 13 
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BOSTONS 3 Big Shopping 
Centers get the 


ig Bulk of their business... 
from the towns where 
the Herald-Traveler delivers 
the Big Bulk 
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% HERALD-TRAVELER LEADS NEAREST COMPETITOR 


—— 


THESE ARE THE BOSTON SUBURBS WITH THE BIG BULK OF THE SPENDING POWER 


In 27 out of 32, the Boston Herald-Traveler leads The Herald-Traveler's “Big Bulk Delivery” 
its nearest competitor—_delivers the big bulk of | makes Metropolitan Boston one of the most 
the families with the money to spend on package economical and profitable markets to cover in the 
goods, soft goods, durable goods—whatever you 


U. S. A. It makes a media man’s selection easier 
have to sell. 


—an advertiser's job more effective. 


One contract delivers the “Big Bulk’’ in Boston 


PAGoston Herald- Traveler 


Boston’s Baste buy 


Represented nationally by GEORGE A. McDEVITT CO., Inc. © New York @ Chicago @ Philadelphia @ Detroit @ Los Angeles 
Special Travel and Resort Representative HAL WINTERS COMPANY, 7136 Abbott Avenue, Miami Beach, Florida 
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electronic computer programs used 
to process the manufactures census 
can be directly applied to the bulk 
of the minerals census. 


# An important factor in the Cen- 
sus Bureau’s plans for most timely 
publication of reports is the 
promptness of respondents in the 
filing of their reports. There seems 
to be a more solid basis for antici- 
pating accelerated completion of 
the Manufactures and Minerals 
Censuses than in previous years, 
assuming respondents submit the 
returns on a prompt basis and that 
the new equipment and procedures 
work as well as is hoped. 
Historically, the Census of Busi- 
ness is the youngest of the three 
economic censuses. First conduct- 
ed for 1929, it was repeated in 1939, 
1948 and 1954. Under present Cen- 
sus law, the Census of Business is 
scheduled every five years in the 
years ending in “4” and “9”, cov- 
ering the years ending in “3” and 
“8”. As was the case with the Cen- 
sus of Manufactures, the 1953 Cen- 
sues of Business, scheduled in 1954, 
was postponed by one year and 
was taken in 1955, covering 1954. 
Provision is made in this legisla- 
tion also for annual business sur- 
veys covering intercensal years. 


® The 1958 Census of Business 
will cover wholesale, retail and se- 
lected service trades; the recrea- 
tion and entertainment industries; 
and hotels and motels. The same 
general objectives of simplified re- 
porting and timelier publication, 
as stated for the industrial census- 
es, have been set up for the busi- 
ness program. Some items of spe- 
cific interest are: 

1. The use of so-called short 
forms for the retail census 
throughout the entire mass can- 
vass rather than using the 1954 
method of having different long 
forms for large independent com- 
panies and units of multi-units. 
Long form-type information will 
be obtained only from a sample of 
establishments as a supplement to 
the 1958 Annual Retail Survey. 

2. Greater emphasis will be 
placed on the proper “kind of busi- 
ness” classification of business es- 
tablishments and inquiries will be 


sued by the Census Bureau: 
1956, 1955, 1954, and 1947. 
@ MAS-56-2—Value of Shipments of 
1956, 1955, 1954, and 1947. 


ture: 1956, 1955, 1954, and 1947. 
Additional 


New Statistics on Manufactures 


Annual Survey of Manufactures reports covering the year 1956 recently is- 
@ MAS-56-1—General Statistics for Industry Groups and Selected Industries: 
United States: 1956, 1955, 1954, and 1947. 

@ MAS-56-3—Monufocturers’ Expenditures for New Plant and New Equipment: 
@ MAS-56-4—Ranking of Industry Groups Based on Value Added by Manufac- 
reports covering manufacturers’ 


energy purchased, and general statistics for states and standard metropolitan 
areas, by major industry groups, are in preparation for early publication. 


Selected Classes of Products, for the 


inventories, fuels and electric 


developed which will permit as- 
signment of proper codes by the 
computer. 

3. Consideration is being given 
to new inquiries, especially in the 
retail and service censuses, which 
might be of considerable value on 
a local basis. These inquiries in- 
clude such items as store hours, 
availability of parking, presence of 
coin operated vending machines, 
floor area of the establishment, 
number of days open, etc. These 
latter inquiries have not been eval- 
uated as to general interest but are 
now being reviewed by public and 


‘private groups. 


4. It has been definitely decided 
not to attempt to collect retail 
sales by commodity lines in the 
1958 Census principally because 
no satisfactory method has yet 
been devised which would be 
within the record resources of the 
respondent companies and within 
the budgetary resources which 
could reasonably be expected to fi- 
nance the 1958 Census. We believe 
that we know how to measure 
with considerable accuracy the 
flow of commodities through retail 
distribution, but to achieve the 
kind of detailed breakdowns de- 


sus schedules. However, the Bu- 
reau has undertaken to conduct 
the necessary exploratory studies 
during the fiscal year 1959. 


s Further action with respect to 
the measurement of value added 
will have to wait upon the comple- 
tion of these investigations which 
include reportability of various 
cost elements, availability of alter- 
native sources of information, def- 
inition of the term “value added” 
in the form of a concept appropri- 
ate to distribution, and an exten- 
sive inquiry into the usefulness of 
the information for various pur- 
poses. 

Having touched briefly on the 
history of the Censuses of Busi- 
ness and Manufactures, I might 
add a brief historical note about 
the Census of Mineral Industries. 
Mining statistics were collected to 
some extent before 1840 as part of 
the early manufactures censuses, 
but the first Census of Mineral In- 
dustries was taken in 1840, and re- 
peated decennially through 1939. 
After a suspension of 15 years, the 
Census of Mineral Industries was 
resumed in 1955, its reports cover- 
ing the year 1954. 


sired by users involves costs which | 


at the present time are not realis- 
tic. 

5. Considerable attention is also 
being given to the development of 
a measure of value added by dis- 
tribution. However, it has not been 
possible adequately to explore the 


|conceptual and reporting problems 


involved so that such an inquiry 
will not be a part of the 1958 Cen- 


ap ot Ge oes 


Vermont's a 


? 
7 


Healthy 
arket! 


ACCORDING TO SALES MANAGEMENT'S LATEST FIGURES 


Income per consumer spending unit is higher in Barre than any- 
where else in the state: $5379! The average family has a yearly 
income of $6170, higher than the state average ($5339) and the 
nation’s ($5923). Sales are high, too, with over $21 million in Barre 
alone, over $45 million in the county.* Prosperity is consistent for 
wealth is derived from diversified sources: granite, dairying, maple 


sugar, tourists and industries. 


The Barre Times is the economical, effective way to sell this healthy 
market, for it guarantees 96.4% coverage of Barre, complete cover- 
age of Washington County, plus bonus coverage in adjacent Orange 


County. 


* Sales Management figures 


me BARRE TIMES 


VERMONT'S LARGEST EVENING DAILY 
ECONOMICALLY COVERS CENTRAL VERMONT 


Represented nationally 
by Julius Mathews 
Special Agency 


BARRE 


VERMONT 


= Until recently, the Censuses of 
Business, Manufactures and Min- 
eral Industries were conducted by 
the field enumeration method, be- 
cause establishments could only 
be located by enumerators walk- 
ing the streets and searching them 
out. Today, however, the names, 
addresses, and business or indus- 
trial classification of all establish- 
ments with employees are avail- 
able from Social Security records 
and the adoption of the less expen- 
‘sive method of collecting census 
information by mail became feasi- 
|ble. For businesses without em- 
|ployes, the more limited informa- 
tion required can be and is 
obtained from Internal Revenue 
Service records. While a census is 
still not a simple undertaking, 


much of the work has been simpli- | 


fied for both the respondents and 
the Bureau of the Census. + 


List Available 
Market Data 
for AA Readers 


(Continued from Page 77) 


‘charge is made, do not send any 
|money to ADVERTISING AGE. Bills 
for such material will be sent to 
the inquirer by the publisher of 


primarily the capital goods indus- 
tries (including building and con- 
struction), rather than general 
/consumer markets. 

6. Professional Markets, cover- 
ing the various professions as mar- 
kets. 

7. Canadian Market, which cov- 
ers all Canadian material. 


8. International Markets, which 
covers material dealing with for-| 


eign and export publications. 
Regional and local data is fur- 
ther classified by state, but not by 
city. Route lists are grouped sep- 
arately under “local,” so that all 
available items are in one place. 


® In addition to data presently 
available, each section also includes 
a list of “soon to be published” 
|data. These have not yet been re- 
leased, but are scheduled for early 
| publication. This “soon to be pub- 
lished” list carries numbers, and 
may be requested through ADVER- 
TISING AGE, but it is primarily pre- 
sented as a guide for those readers 


who may be interested in the stud- | 


jies mentioned, and may want to 
|make certain that they do not miss 
them when they are released. 


Although there are over 1,500 in- | 


dividual pieces of market data (not 
media data) listed in this special 
|section, we recognize that the list 


is by no means complete. For one | 


reason or another, many important 
pieces of market data material are 
not listed here, principally be- 
cause we have listed only such ma- 
terial as the individual publishers 
have authorized or requested us to 
list. Nevertheless, the compilation 
is by far the Iargest and most com- 
plete of its kind ever assembled, 
and we hope it will prove of rea] 
value to the field. = 


NATIONAL 
MARKETS 


NOTE: Most items listed here 
are available without charge, but 
not all. Those requesting material 
which bears a price will be billed 
at the stated price by the pub- 
lishers. 


No. 1000. Executive Living. 

This survey of Wall Street Jour- 
nal subscribers gives personal and 
occupational data on its respon- 
dents along with their buying hab- 
| its in housewares, appliances, 
wardrobe, gifts and other items. 

No. 1001. The Reading Preferences 
of Corporate Officers and Ex- 
ecutive Personnel in the United 
States. 

| An unaided recall study made 

among executives listed in Poor’s 
Register of Directors and Execu- 
| tives lists the newspapers and 
|magazines named as most impor- 
tant and useful. Also gives a break- 


| down by title of respondent for the | 


| puasensens mentioned. Published 
by the Wall Street Journal. 


| No. 1002. Travel Habits. 

This study reports on the travel 
/habits of Wall Street Journal sub- 
scribers, giving information on the 
length of vacations and where they 
are spent, the amount of money 
paid out for travel and hotels and 
resorts. Also covers travel abroad. 


the data when he forwards the re-. 


quested data to the inquirer. 


|m For ease of reference, the com- 
‘pilation is presented in eight sec- 
| tions: 


jall data which covers the nation 
| geographically. 


farm field specifically. 


|which embraces data covering a 
particular region or locality. 

4. Distribution Markets, which 
covers data relating principally to 
retailing and wholesaling opera- 
tions. 

5. Industrial Markets, covering 


1. National Markets, embracing and geographic divisions. 


2. Farm Markets, covering the 


3. Regional and Local Markets, 


|No. 1003. True’s 13th Liquor Re- 
| port. 
| This survey of True’s subscribers 
|compares liquor consumption fig- 
}ures for 1957 with 1956 by states 
Also 
|shows trends in liquor consump- 
| tion by types over the past decade. 
No. 1004. True’s Male and Female 
Influence on the Purchase of 
Selected Products. 
This is a motivation research re- 
port analyzing the degree of influ- 
ence exercised by the husband and 
wife in the purchase and brand se- 
lection of beer, liquor, automobiles, 
\tires, business shirts, shaving 
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cream, electric shavers, room air 
conditioners, television sets, out- 
board motors, air travel and life 
insurance. Available from True. 


No. 1005. 

Survey. 

This survey, based on responses 
from True’s male audience, covers 
purchasing habits, brand selection 
and consumption of beer, wine, liq- 
uor and soft drinks at home. Also 
|gives details on the types of liquor 
consumed and the manner of con- 
sumption. 


True’s Entertainment 


| 
| 


‘No. 1006. True’: 12th Liquor Re- 
} port. 

This report compares liquor con- 
|}sumption figures for the January- 
June, 1956 period with January- 
June, 1957. The figures are broken 
down by states and geographic di- 
visions. Also included is a table of 
/liquor consumption trends for the 
period 1954 to 1957. 


1007. Mechanix Illustrated 
Automotive Report. 

This study of Mechanix Illus- 
trated subscribers reports on the 
|/ownership and use of automobiles 
and accessories, brand preferences 
in cars, gas, oil, tires, batteries and 
other parts, and shows the extent 
of the do-it-yourself trend in auto- 
mobile maintenance. 


No. 


‘No. 1008. Mechanix Illustrated Do- 
It-Yourself Survey. 

Mechanix Illustrated’ readers 
were asked for information on do- 
it-yourself activities and hobbies; 
their ownership and buying inten- 
tions in regard to hand, portable 
and stationary tools, cameras, pho- 
tographic and high fidelity equip- 
ment. 


|No. 1009. Fawcett Women’s Group 
17th Annual Beauty Reader 

Forum. 

True Confessions and Motion 
Picture readers were asked about 
their makeup, nail, hand and skin 
|care, hair preparations, cleanliness, 
j oral hygiene and personal dainti- 
|ness. Their responses are tabulated 
jin this report, which reflects the 
usage and brand preference trends 
|for cosmetics and toiletries from 
1947 to 1957. Available from the 


| 


vigilance 


Final victory 
over cancer will come from 
the research laboratory. But 
there are victories today. 
Many cancers can be cured 
when detected early and 
treated promptly. Vigilance 
is the key to this victory. 


There are seven signals 
which might mean cancer. 
Vigilance in heeding them 
could mean victory over can- 
cer for you. 


- 1, Unusual bleeding or discharge. 
2. A lump or thickening in the 
breast or elsewhere. 3. A sore 
that does not heal. 4. Change in 
bowel or bladder habits. 
5. Hoarseness or cough. 6. Indi- 
gestion or difficulty in swallow- 
ing. 7. Change in a wart or mole. 
If your signal lasts longer than 
two weeks, go to your doctor to 
learn if it means cancer. 


AMERICAN 
CANCER 


SOCIETY Ye 
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Buying Habits 
and Brand Preference 
in 1958 


Here’s the up-to-date picture of consumer 
buying habits in a metropolitan market of 
324,000 households and over a million popula- 
tion. It’s the 35th annual report of America’s 
original Consumer Analysis—telling what, 
when and where Milwaukee people buy; their 
brand preference and product usage; owner- 
ship of cars, appliances, homes and their buy- 
ing plans. This information, all gathered 
since January 1, 1958, again shows the com- 
petitive positions of brands in many lines, 


shifts in preference for brands and types of 
stores, dealer distribution by brands and com- 
parisons with past years. Write for a copy and 
get the close-up details on local marketing and 
buying factors which influence your sales in 
the big Milwaukee market. 


THE MILWAUKEE JOURNAL 


National Representatives, O’Mara & Ormsbee, Inc. 
New York Chicago. Detroit Los Angeles San Francisco 


Scores of 
Subjects Covered 


FOOD PRODUCTS 


Baby foods, bacon, baked beans, baking 
mixes, bread, biscuits, butter, candy, 
catsup, chili con carne, canned beef stew, 
coffee, cookies, cooking or salad oil, 
canned corn, cottage cheese, corned beef 
hash, crabmeat, crackers, cranberries 
(sauce), dessert powders, dog food, flour, 
frosting mix, frozen foods, fruit juice, 
hams, jams, jellies, luncheon meats, 
macaroni, margarine, milk, peanut butter, 
peas, pie filling, pineapple, potato salad, 
potato chips, rice, salad dressing, salmon, 
shortening, spaghetti, dry soup mixes, 
tea, tuna, wieners, sugar, yeast. 


SOAPS, ALLIED PRODUCTS 


Powdered bleach; bleaching fluid; de- 
odorizers; furniture polish; laundry 
starch; scouring cleansers and pads; 
soaps and cleaning agents for baby 
clothes, dishes, fine fabrics, hardwood 
floors, household laundry, linoleum or 
tile floors, walls and woodwork; toilet 
cleaners; floor wax; household ammonia; 
shoe polish; fabric softener and water 
softeners. 


DRUGS, TOILETRIES 


Antiacids, deodorants, facial cream, facial 
tissues, hair spray, tonic or dressing, 
hand cream or lotion, toilet soap, head- 
ache remedies, lipstick, nail polish, home 
permanent waves, safety razors and 
blades, shampoo, electric shavers, shav- 
ing cream, tooth paste, toilet articles 
purchased in grocery stores, liquid facial 
make-up, toothbrushes. 


BEVERAGES 
Gin, grape brandy, rum, scotch, ver- 
mouth, vodka, whisky, wine, beer, soft 
drinks. 


HOMES, APPLIANCES 


Clothes dryers, cooking ranges, dish- 
washers, garbage disposers, owners and 
renters of homes, home heating, power 
lawn mowers, planning to build or buy, 
painting, refrigerators, television sets, 
toasters, washing machines, carpets and 
rugs, mattresses, sheets, bath towels, 
lawn seed, fertilizer, weed killers, insecti- 
cides, air conditioners, dehumidifiers, in- 
cinerators, electric frying pans, water 
heaters, cooking utensils, band saws, drill 
presses, lathes. 


AUTOMOTIVE 


Antifreeze, make and model car owned, 
gasoline, motor oil, tires, ownership and 
make and model of second car in family, 
planning to buy, insurance. 


GENERAL 


Boats, cellulose sponges, cigarets, cigars, 
composition of families, girdles, bras- 
sieres, shoes, pipes and pipe tobacco, 
paper towels, aluminum foil, paper nap- 
kins, toilet tissue, wax paper, family 
income, employment, life insurance, 
outboard motors, installment buying, 
fountain pens, vacations, evening shop- 
ping, wrist watches. 
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vailable — . jsoft drinks, confectionery and Store Neckwear Survey. | Playboy’s college campus mer- brax 
A . Market Data National chewing gum. Playboys’ college campus mer- chandising representatives inter- read 
To secure copies of data listed, use the handy coupons chandising representatives inter-| viewed men’s wear retailers cater- smal 
F SG if hi |e 1021. Playboy Reader Survey.| viewed men’s wear retailers cater-|ing primarily to campus trade for = 
awcett Women’s Group. or this study of the preferences,| This report, based on interviews |ing primarily to campus trade for | this report. Information is given } ° 
. use and buying habits for wines} gathered in a nationwide sample, this report. It gives data on tex-|on styles and types of sweaters drug 
No. 1010. Fawcett Women’s Group and spirits. Includes also illustra-| offers information on age, income, tures, colors, patterns and styles | most in demand, and the percent- hom 
Beauty Reader Forum, August, tive comments from respondents.| purchases during the past year, of ties most in demand, and the|age of trade in brand name mer- anes 
ge : i), |No- 1020. Boys’ Life Survey Data education, occupation and maga- | percentage of trade in brand name|chandise compared with “private N 
This report muvers makeup, es | Series—Confectionery & Soft|zine readership of an audience|merchandise as compared with! label” stock. os 
— a oe Drinks. group with an average age of 25. | “private label” stock. | v1 
preference and place of purcha se} A survey of Boys’ Life readers Available from Playboy. ; No. 1024. 22nd Annual Grit Reader | Call 
for these products by True Confes- | was conducted to determine their | : No. 1023. Playboy College Men’s | Survey. ; of 1 
seas ail Malien Pistuce cen ders | Consumption and preferences for No. 1022. Playboy College Men’s Store Sweater Survey. | Analyzed for this study were the a 
is shown. 
No. 1011. True’s Automotive Facts | ee X 
and Figures, 1957. 
This survey includes informa- | 
tion on the automobile and acces- | 
sory market of the True audience. 
The automobile market, owner-. ‘ 
ship, make and brand preferences | i 
of cars, tires, gas, oil and other 
equipment are reported in detail. : 
No. 1012. Fawcett Women’s Gru) ————————  —— —_am sume quae seues oe SAY AEG MA MEMES Kavarna SM cme em “ae 


Beauty Reader Forum, June, 
1957. 

This report gives comparative 
information covering hair prepara- 
tions, cleanliness, oral hygiene, and 
personal daintiness obtained from 
readers of True Confessions and 
Motion Picture for the years 1957 
and 1956. Usage and brand prefer- 
ence, as well as place of purchase 
of these products is included. 


No. 1013. ‘Captive But Not Caged.’ 

Personal interviews with more 
than 1,000 Lion subscribers form 
the basis for this report on the 
market composed of its readers. 
Their positions, finances, purchas- 
ing habits, hobbies and community 
activities are described. 


John T. Bethell, 
News Editor 


No. 1014. Moose Market Survey. 

This study of Moose Magazine 
readers reports on the occupation- 
al, social and economic character- 
istics of the respondents. It also 
reports on recreational interests 
and purchases, car and home con- 
sumption, and purchases by Moose 
Lodges. 


No. 1015. Brand Preferences and 

Market Survey, 1957. 

Questionnaires completed by 
Inside Detective and Front Page 
Detective were analyzed for this 
report which lists the characteris- 
tics of the readers along with their 
preferences in automobiles, bever- 
ages, clothing, household remedies, 
smoking materials, toiletries and 
other items. Available from Dell 
Publishing Co. 


Holger Ridder, 
Automotive Editor 
(Detroit) 


No. 1016. 20th Survey of Beauty. 

This study conducted among 
readers of Modern Screen, Modern 
Romances, and Screen Stories of- 
fers information on brand prefer- 
ences and buying habits for make- 
up, soaps and beauty preparations, | 
personal hygiene products and fra- 
grances. Offered by Dell Publish- 
ing Co. 


Edward H. DeHart, 
Managing Editor 


No. 1017. The Look Magazine Au- 
dience, 1957. 

This publication presents details 
on the number and kinds of people 
reached by an average issue of 
Look. Included are data on geo- 
graphical location, personal, oc- 
cupational and financial character- 
istics based on interviews gathered 
in a nationwide survey. 


No. 1018. National Automobile and 
Tire Survey, 1957. 

This study, conducted for Look, 
offers information on the current 
automotive market for passenger | 
cars and accessories, including 
tires. Details are given on owner- 
ship and purchasing behavior, at- 
titudes and purchasing intentions, 
service and repair. Based on re- 
sponses to interviews made in a 
national sampling. 


Richard C. Schroeder, 
Staff Writer 


No. 1019. The Case for Liquor. 
A mail survey of Harper’s Mag- 
azine subscribers provides the data | 
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brand preferences of 23,430 Grit|in 18 general drug categories and | bers, the furniture they have now | Available Market Data—National 


readers, and other data on the 52 individual products or product | and plan to buy. Also included are 4 , 
small town market. The study in-| groups and in 10 general toiletry | sections on the use of paper plates | To secure copies of data listed, 


use the handy coupons 


cludes five-year comparisons in| categories and 45 toiletry products! and cups, rice, jellies, jams and ’ 
the use of automotive equipment,|or product groups. It tells who|marmalade, and laundry bleaches. | Machines, table flatware, teen-age 
drugs and cosmetics, groceries,| bought the product, who suggested | cooking habits, as well as socio- 
home appliances, tobacco, insur-| buying it, and who determined the |No. 1027. The American Home | economic data on the panel mem- 
ance and pets. | brand chosen. Reader—Consumer Panel No, bers. 
} 54. 
No. 1025. McCall’s Drugs and Toi-|No. 1026. The American Home Included in this study are data|No. 1028. The American Home 
letries Purchase Diary Study. | Reader—Consumer Panel No.|on the panel member’s use of but- Reader—Consumer Panel No. 
This study, prepared for Mc- 55. | ter and margarine, cooking uten- 53. 
Call’s, summarizes the purchases| This study gives data on the first sils,; home permanents, household This study tabulates the respon- 


of 1,197 families during one month ‘and present homes of panel mem-| wrappings, sewing and sewing ses of panel members to a ques- 


with These Stories in This Magazine 


) McGraw-Hill Publishing Company, 
—-W 330W. 42nd St., New York 36, N.Y. 


This sign hangs That is why National Petroleum 
over the typewriter of News is THE magazine for oil market- 
every National Petro- ing management men. It’s written the 
leum News editor and way they read it... for a sound busi- 
writer. But more im- ness reason. 


portant, every NPN editor and writer 
asks the same questions it does of every 
story he starts to write. 

National Petroleum News’ editorial 
policy could be summarized as “no writ- 
ing without a reason.” 

Every item that goes into National 
Petroleum News from a serial feature 
like the three part, thirty page Today’s 


The nation’s oil & TBA marketing 
management men buy and read Na- 
tional Petroleum News (as they have 
for nearly fifty years) because it is full 
of useful money-making ideas and in- 
formation that they can use in their own 
businesses or in the performance of the 
major oil company marketing opera- 


Jobber that won the top Jesse H. Neal tions in their care. 

award to the briefest new product or If you have such ideas and informa- 
personnel announcement must pass the tion on your products, put them in Na- 
same two question test. Every item must tional Petroleum News. That’s where 
be of use or significance to oil marketing oil marketing management men look for 
management men NOW. useful, money-making ideas. 


.tionnaire on home maintenance 
‘and repairs. It covers acoustical 
ceiling material, heating and air 
|conditioning, electrical wiring, 
| noise problems, paints and paint 
brushes, rugs and carpets, wallpa- 
per and wood paneling and other 
material and equipment use and 
preferences among the American 
| Home panel. 


|No. 1029. The American Home 
Reader—Consumer Panel No. 
52. 

This is a study of the types of 
insurance carried by members of 
the panel and their families. It 
deals with life, accident and health, 
| fire, automobile, theft and liability 
insurance, and also gives data on 
home ownership, ages of household 
heads and incomes among the 
American Home panel families. 


No. 1030. An audience study of the 

American Home. 

This American Home audience 
study gives a detailed description 
|of the persons who read the maga- 
zine every month, locating them 
| geographically, and describing 
their homes, families, possessions 
and mode of life. 


No. 1031. Daughter-Mother Survey. 
| This report describes’ the 
'“tween-age” girls’ influence on 
|brand selection and switching, as 
|summarized from a_ survey of 
| American Girl subscribers. Infor- 
‘mation on girls’ homemaking ac- 
tivities is included along with data 
on pet ownership, sports equip- 
ment, cameras, movie attendance, 
dating and reading habits, and al- 
lowances. 


No. 1032. A Fourth Dimension in 
Print Media Evaluation. 

| This analysis describes reader 
| values in terms of the “life cycle,” 
_and gives comparative estimates of 
| print media costs for selected prod- 
jucts. Available from Puck—The 
| Comic Weekly. 
No. 1033. Housing Trends. 

This newsletter summarizes 
current data on the housing in- 
dustry, including legislative activ- 
ity on housing, local news of na- 
tional interest, new developments 
in products and equipment as well 
|as construction techniques. Pub- 
lished by Living for Young Home- 
makers. 


ONLY the RECORD and JOURNAL 


Meriden + Wallingford, Conn. 


Here is one of Con- 
necticut's best opportunities 
to invest media money with 
top efficiency, economy, 
results. The Record and 
Journal give you a full 
97% coverage of this 
$90%-million market. 
Here, too, no Hartford or 
New Haven ABC daily 
newspaper has more than 
400 circuiation. Ask for 
full market facts now. 


The Meriden 
RECORD and JOURNAL 


Meriden * Connecticut 


National Representatives: 
Gitman, Nico. & RuTHMAN 
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television’s most celebrated series 


LASSIE 


now available for the first time 


to help you sell locally 
... titled 


JEFF’S COLLIE 


OLP./. 1968 


Honored in two successive seasons with the Emmy, and with the 
Peabody Award, its greatest fame is in the marketplace where 
it has attained a brilliant sales-producing record, far .outrating 
all series placed in opposition on the networks. As JEFF’S 
COLLIE, it will do the same for you right in your 
own market. Wire or phone Michael M. Sillerman, 
Executive Vice-President, TPA, 488 Madison Avenue, 
New York City, Plaza 5-2100. 


PEABODY AWARD 


THE “EMMY” 


’ 
‘ «a 
*, ofl, 
Or TA 
a 1 
\ daddy, ig 
' 
a 
AM. 
. 
~~ , 
-. 
“ha, 


a 


ee Nad ips Debt : pee eg Mey Bis ae ea pene eee st a ans et as cdl Teta Sd ; i cm i Siete Ons Cees es 2k 
ate j iat a Otel f Speier 3” : sige Nore a ar rig, Vt! a AER ee, prs: Le ae ies ae as on ht ae . oe fon pe eee k ie sce ag mums my a A a de 
oo one Sas : a) hee : Seager olan: igh ieee ai Se Gi ~ a ee A aes Be eS MM et ec, Rhee ee RM Riis | 
Te | ee fe fo Re guna Re ie a Se aie a Be a a a 
é : 2 F a Bae, ¥ ed rae we i . ft a 2 , : P mt Salas ¥y ag ae Tigh 
ma B ae P's cae ee ri eR tS ya me ; + 2 - 5 aves aes : : ; oe ay Sea e 0 eon a ee eee 
" ct. jecceparoiatarmmmetenn as. Pe ra ray hemo ey i og eh and ay, ane aa, hha ai a os eae ea ke eee ee ee BR ey GE Cc Sa eee aad - - Naga 8 ; x NE ee 
ae % as Siig " 7 ‘ a ei , BS elas ee ee a pes: os ie ee) ek on Sarde PI Pee ME ear ems Ae ee . oo oe ae ee pela 
eI ‘ 1 + . tle 
ps - ack eaten inate mone » ae “aX: 
é ae 
Le ee 
pass eee 
aA ay 
ape, 
— r 
2 J 
ow 
aa 
eas tre: Be 
ee ae 
nae F2 
vind 4 
Ses mee : 
ee hee Oy 
iat Sot wt 
Sapeyectete 
eo i ee : , 
gehts WE 
mae * Te 4 | 
at 
opel 
gered 
SS 
= Deen 
con 
peat 
ete i 
7 nas 
Beit: 
735 ess . 
Ree 
2 SET, 
ed 7 ea 
con ee 
ithe 
een 
Sdniiagl 2 
i ice aes S 
aut &t 
. &. 
ots , 
ot soul ete 
Sate? 
Sea 
Be se 
pees 
“aegete 
me 
Be oa 
Amst 
w= t ae 
a 
Viagihavee 
ee ; 
ees 
aleae nas 
Pipeaety 
Le aipelis 
4 a aS ae 
ae ea ¢ 
3 ay 
Weep hg 
so ee 
aad 
ie not 
pet 
Behe Ve 
para ae 
i —_ 
ot a 
5 i Pes Lee 
Noe : a c 
Wea ¥ i ‘i 
pe ae ee oo. 
ee oe | sy seer 
eo aha oe ae = pie 
| ees ok 
i ee 
Bi et | 
eee. ae 
NS ert ee 
i ick ge ; 
ape t 
Be i ce | 
me ey 
ae = e 
or Pile Hi 
ee ee, a 
PES gate 
SAP eer i 
ate: Ne ees 
AE ee ee 
Le aes, wy es a 
ope La - : 2 
Soiene i & 
4 Be i joy 
es ings . : es 
Fe RE i> oh 
eee | * 
qh, : ee 
ae ah) 4 . ey 
Rae aM ies 
Ce ey . ; + 
| eyes ne 
ed = oth { es 
re ae Z Fe 
eee : . “ 
a 
Sy - a 
MRSS) s Fn 
ae : = 
re ¢ ty gst : Ape de ® aa a ee 5 Ee as A ORS Ne es ine econo tS a a ies nwa Teka my 
aM ; aD ee : i : ‘ Ses a Gay papery : ; eS igre eS as re Bar eee eh Miter oar ser sO 
a le - % iz 
Agi = 
ict ome Pe ; . : : wae 7 
a) ie ae r ul % . f. i - ¥ 3 -* an Fast it mah al, * # ri — BS 
Aue ie BC Z ew ee Ste iz er Ft Re, pee Rete Sis Beare NAS ge | a clk ae Moe, Wry name del omnes es A So Ben ein eee. en As Sie ee 5 ere Cte eS gE LV. chen te ene Plea ge Waal co: net telteter GH a8 
re ae oa MY Re yt oe Bem by, Ps Bt o2 ee ee oF re LAE ee ate ee Me) ge Tie eek, poate a ee <p Oe i ee sg ET ARNa Fh is EP are iS oe Ia Se = 0 Sei ae ph NR cali t= CO eS Eee nA > ees ee ee 
Ua a ee Ge Rh A Ren ON? RE, Cra eae Gicudiatnd ine ei EAT glee ad fu eon eR aes Oe ie aa Re a eles. tea Page Ore a aes er eee SET Ne cp IEF Mate a een ccaiph SAE Bs aE 
$0. ne ae tg) Slee ae an Pe ee a con EES Pere Pee at ne tome ars 6 sierra a aie i ion mar Pint 5 AEC ORS NG es Se es ei Seat nie De ae oe RR Re aera ey ere ea a Clr aan gt ipa, Sew BOE 
0 ea a in lB te I SRN CON = a ea Tor Padre IS Me ian meet: Zsa MAO MNES Pat EE Seman sey Sa PHELAN 8 Ee gt ak ans Ne mal acts eS RG tn cg, ee, URE cer ag SoG ache) Sate ROR he gn nd ty ieee Sans ipa as Ste Neo EY ic gee 
cet 4 Se Pea | eae ee eee ae, “Sree Meany ce at sg RAT Pea Pon Saar. te ho ae ee ee pes ie ae eee Pia ete ye) toe Nei ees Heyer a pM oets sn : OES es eR a ; itt SS > SR ee ete a Meir an Re ce en 
ee 2.05) Siege ae ge ees SB. anne Serbs ayes St AR tle a ead ashe Ie aN toa een Crea ee RG Spee ioe See a nr aE oe ie Sete dm can ge ity Srp aes ee ee RON eeee ‘ : pean igen se Ala wee pics Sek K eR ene ERI ge pe Bes 
eae: Eee ew yat ete AMM aR Me a CH ase ata ees gO ER Ras SE 9 NR ee lca ime ILE RM wa ein, MT nl eeeageage OS y hn RS eae a ae Sn Ree a Sc ia ea ona cpa: 
7 (au. er ay ee aa ce fs. A a ba! at 'f caer, pe a ail Set Be age v4 ~ a 8s i pele wae, 2. ie ’ te on ns ee -- r ae eet oe SS i. Se ee soak Me PRT > ew ee ae Th. Se Mies ae Nar ihe atin ei ee we ES eS eae a ae Gk: Peo 7 eae oe Ser eee ek ey 


pas 
ay 
ae 


ees Se Sie eee Fie ee ee ee ee ie > a 4 > | Coil 
a. a ee ae errs Ss i i) Aa ee aay ie ney a= ‘ Pe tt SS ot ie a at e. - ae >" 
a he ee 3 fot. y ee oe rr eee ete ere tere 22 en Sey rea ta i ae a ; el ne Tue gg pet gr cit ae Bis Mab raat agers pan. 0 Saas s2 a ess Nae bm 
Behe 3 ae 4 i ee, ee gue aoe 7 oa ee aE ee as Se ih a eer a ag ae is Sapte e Pigntes. cylin ck ee : Me eee Reece unease ane es, : : ee Shed oe he en eee a Lae Seo 
ae a SS meaces nee Se ee ee sec RRS ee ge eo ices Ti tie ee NR NEE eam A Ee oe ee, peter, > ag ge en ee Se each: - ean, Tt a pets? ome . pcre 
Spain . rower tek oe eer oo ae he ea ate ‘ i, sae oe : “bd Ceara i a See ot ae ge ak ee heer Nae oo Bee ree E 
a role ane Wee yanmar 4 0's Ege ae ey e oO Splatt a 2 a ae = Se eee Wei By 4 rg ay i i kee Soy ee: Salis aah rar cae ei EP 2 aes 25 eee a E 
rN ecard ri ee LS i air Sp Ban Lie yt 6 > ga — PY ‘i 1 Es Bi RR I i a a ers, i x : ee ie va Pear is Spt ie ae ae Tepes 5 4 i 
reese ee ce hee se fe fe Hera Ger. : 7 ee ee yg ages ay Ache acl aR ets a CRS SS pt gh en Ne aa ee A No etenlea ie Seg ae 
. ‘ Beare Hig = ae eee 2 FL 5 ae ir a ace! We as ea aber Beevers: oe eee ee aoe >: : sails ie, ala ; 2 Apeen amed = it 
“ae rose . rat ae TROIS : a ee ee ee ee es tO Pe 
te ’ . : : Treen 
= ; cava . i 7 oe “i i md tg iarecal — shan a " 
; ne : 2 i : ts eae Pie en ae eon ee eee. ro cileere Sie: 
i ee eT a bel as es A Fe ifs 3 F alata! : ne : : ieee ee a 
wale : 4 me a 2 E sais Sy hs : 
oe ee b - x a S 4 Hee A = =. rs is 2 “ oe iS de 1e ag BR ae z ae 
oe ce a f 3 the 7 7 Pe ; % Dele i 3 i - 4 ey es ee 1s fhe xe) Sens, n Ny ts ee oe 
~ poms augers ‘ # ao 2 2 i o : 4 ales” _ * ipo Ware i ee es aw ee $ ay 2 ae ~ a ¥ a Gee Ey ries 
hago: eee FS Sete «MS CRM eee Re Ntaae fea mncien Fe ga STO, Gy Teg tee cma Cec tees gon ee relay fa 0 2) 53 : = a ae fe ee to ce ale a SA pean er aa eRe eo : 
m St Le DOs ec tS 2 eee ee aa CN eo oe See ee ee, eee. ane a ae a ee osama ey ea Re DNA egos o La) ee ' 
doll Toes, dew et ae Pak eit 2 ane BT an te ree aerial. Sama: eg as ars oa ios ie baw os Re re a en eee Pitan ety Se q ae oe 5h Saag vg bs Oe an aati aghet ba cct | k pe ‘ eis 
Riana kee hee ek ig RMA Olen na te os ee ae ie ere ee on ee 1) geo bel ag Aprah eas eee Oe eee oe Pad ag ag a ae Waar aaa agus ik aie eral 2 
fy OE ON ee ee ee ee ee i | ee a ee ems 
a. i eee | ln Ba on Ae ee ae ee eee iis al aes aa ye 0: Sia pi gam fae 2) SSC) eee icy = CS Beier a eee eee : ghoce " 
i BE) ag ee ae ae BEN a rae hee SC Shik" Samet ss Laue e ee vec fo eee - Pier esa Ve Solel ons ara ie : a Nene Ri ec ae Po cel cna 2 epee aerate Ar 4 biG tcca: eae Ae : 
sae ie eee Ne eet ai gs me cae a ee ge Oe er he Saar sake BO ee Ne te 2 Bia peste or a : ey eer hess 
ae ion Se ee ir ee = oo es a ee “aie chee gel ie ee pee ane = aa ee | hae pense x ; he as, B.S sata - i. ne 3 eee as la LS ieee a 
Sep e cn  ee Re NI nn ae ae ORO gm mo os ap ae ae eae Rg gr Pine eee ae eee ee te ee ee ee ae, ce aia: nee a “par tene ee ie 3 
dansatane mined ee NS ee ee ef ef em ot TA mee ee oe vee iy = eee 5. ee ee, Oe a ae eae Sao... | aaa ater Pat oS ae 
i enterica eg ee Tes “ Len, ia ee ne Ge eee - eee Cry eae ek te, a ae a ar ee, | ee 2 re <a tie en og Sate ee papers 
Toe ne eee one Bey: ages geeleierec aie Pe Sid 0 aM i Coir, ie a Me) ee aia te ee eee reece Sy al uh ee tee, 
iT he OSS A eo) ad eee iti: ae ee e os oo ee ek RRS Se SMe Se te on Aan IP So oy a ae eg See RN a eS ine CGS el oa eet. Pe pe 3 
RRR hare nc eee | aes aad. aie _. eat ee ee ee 7 a ae ee ae ee re ey ee OE ae) a 
ay easel Wey it te a YR 12 a eh ge Mite et or ae pe oa. ee. ee Rs ee eS ee an og: ee a ae orgs eye 5 ee he | ss 
fer a ern ors en ars et Syoee. ee Fe ae a 4 —_ can Ra x aes a le ex bg gti hee ee eee 
Wie eos" : OS Wee Pe. age is cae ee ee ee 7a "BAER 3 Lda ataeies os Ra Miers ae Sele we 
; cam ay Nt ae ae eee. is BB iy 8 he pe Babies ee ee iy ae 
f oe.” omen é ny Res aes ee Oo. 4 aT ee a8 
¢ Ga es a ie. rea - a gy ian [Pe ee ee re a) 
ieee oe Ne ad t eo as a oe eeea e = aie a ~ 
ey, tare Lr «i eran ey eee eee. art ame 
Mee ea poate a ey - ee ae ee ot ae 
ee hee 3 ee a ie et, vi es Petes: Viet, ola ae) 
ee ag eee Saeee  a : ) =o Sian Mca Ms 2 ae Sul eee ween a i 
Bi ae Th eR al 5 ane ot ; a - ae oe: ele de so ey Rk ae ea Pres era soe oY rene 
Pe ey ete | ON ee gra eee, Oe ‘4 Bae. a ae ME ae Wen ee ee oe ER Ge Sgn) oe), cay) a Ds Seg sepia it Bag Be ee, 2a en 
oS a Pee cee 2 a, oo an A eee aie ert ee hat a ae Biba 5 ova Mae we re oem mae a 
: en ee ee ee - a — dey Gti one "4 Pn A ae ae > ee a ae tee Dota Ale S Me a, See ee 
ay = ae. ey, Toe Barc a ee ae ges eae ae i ace ep i ek Lt ea ee a 
5] 2 games erg). ao ee ey (ce ae et canoe A all! ea, ee | se oes aS 1. Be cane. sala eat 5 ay ek a a ee a: CR yn ok a ae 5 eee ee 8 
“ir gS Came at ame SB ie 3° “eee a ee na" ee 2 ie al IE aS ote a” aR Ay a Oe Me eS ea ' Sy pls tas ee ie) 
EE 28S: SSE PIE Be Sateen 80 gaara > * (pee ec sa Sar ee oa a a lee Cn ae os apa aN pet an a fang Se Nake Rates 2 Seated ae ees ee. 2k een a 
oe ae ee eee pap Site M Be Se ee ae re Me ty peers cigar Re ae TR SRS ALAR ct eae ee ee a ee 
Wee en re UN AGE Se ete ie eee: era ee tio” ae ice ee pedis sg cM a i Pe a ee eee eee ae aa ae Be he ie cay 
a ee en ce ee ee Fai een  e cere Sea ll ee lr te a ee ie ee ee 
; ene ee go eee Be me et aera a (aay a en pana Bt oe ie il Ee een of re, ee oe 2a bee eet alii Vast ees) ae eg, yr es rr Ce 
Ce ee ane me Beis enw bee eres ee SL a ae ee a Fite or le Se a re ES Nl  on aeieahtemeet Boge oot) ee ; a a ee Re et ¢ .. 
— dl oe ee = ee Co) ers oe eee ae Pee a gh ac a 
ae Ge 2 2 rr ss Be i aeees a or tht i aes». 2 ee a a a ree eee rt a! te as Soh LOS dae y i oe Mg a RTUSr SNe nS ye Re . Se eee ae hone ee 25 | eee 
Se Beige tence cs ot a ne Tie runes Paes ee, wea. ais ew spe ae Sn, eae penne oe oa oe ora Bae idee no a acted eae! = ete ini ical 3 aa ‘na Rate ee Age Ro a. 
5 lineman eee: amit! eg 8 26 SE a a nds ig Sah eal ipinaee ue a M Ae: . aes. eae cea ruber Se ae Cre ee ee Be SO a Te raat la ie as ie a TE a ee ies See 72 8 ae: ie a Sig emiiore ae Same. fee SS) ay re 
can ith Fro ae esa i eee i Th) ee Riad le ea RIO o£ ms , A eR SA eae Rogge co Rigas Set Oe eee Dee = ie ut Pena te Shela ae A yearn oa Pa eRe Mo ceripe 8h : aaa 
Aes a aged ye snes am eure ot ae See sete ‘hie aOR 6 Se os Oa : re hu = [ieee eee Sagal preg. wae - er re a wage ot 3a ei Bh 
Perens Rises a Sian rs oie aa Oe Ra nr payee ta ied PO a -  aR U  i lag a AO Sais: EGR ee 0 ee ne cel 
amt oe empath es a ce en ee Ne Gaul ee es “DER eee i Re ee ee ap site, Se ee ee ee eS 
Capea Ree - em a eee i Nt cia ce Tl aR ie Reta tags, lie oie Gk ean Sg T= 
a ee eer ——! Reed 2 pte ec ic, Sn a Ra AMIE SEE 7g 
ee Se “ops Mee aes lo Ea ae 
te ej id Ea i nN aca 
Piss os Pretcy ae a a oe a ee eed Pe ee 
ae ae ven ae ee oe a ee eae Ae Ae ae at Ope rn ae 
ee eee yc a Se ee... ne ae, ae Rc a eee La, A duck Wipe hee “tite i aa | See 
Pi Sign 5 ots tae =| eae) Sa er eaeePe Ln. Cae. te by Me irae: sare met ees tee be ee. re eee ee rhoes ae oe ee Fe oe lee Vo Lee ie 
ee aera cactlag ~ i. tehi heeeleeemeeraere eS a els lose ra ess Canam Sec re peer ee col a ed so See Nae Me fica See a eS a ae ace s ye ete lee Papo an 4 HE 9 
SES pe ee ar oes Steet PTE, eee GR a Gerona Ecars C, e iae en Ret e ur lor |e See einem Sy ieee Ge ie Gates teas alley Cam ae ome ee Pe en cn, SEA = inn. Pee Le ae Meee Ye ao 
a Be Pe ae ee | ie. 2G hE oi eas oe peas ci lo) aera . os Sea Bo Ry arg» ee —_ poor ee See Se el sie as ae a ee ee ye eee é iss 
pei cle BGs october a: 9." aig May Bs 2a) ie we ee OC ey, Oe ge ee OM Se OE ee oe 9 
tg a. bg Wa teh dh os aes a oy Soph ta ie ts Teh eee ERO uerbiat Egy a entree gir se ah CS) a i ee ee Sete ge. rR ae ans 0S ANNE a ig re 65) oe ee ee ay eS eS ce 
PF NRT TST ge ORE Ore ir SPR: Eh ane ap ee ne arm ICT BA aie ey ae NE ee te ge te ed ea Fae oa ein ote Boome AMT oR A 8 Ree Yr A a lf Ae EN Es i ha ae 
pee a 2 SE ol sesh ime ea) ee eg ar Nee ae night iors ihe ‘tae ou sag ail 8 eames i cea oe ee Veet ar. a eee cee Schemes aie : 
ei tes ee Set rer eee aa mee ged Boe, eee re Ete Rae Sey ee a ee Be an See a ae ite SSH Se is NN cen ae Pore Tw aieeet a. ok) ee ie tree ss hae: Vinh ied 
Posy comer geet: Sie REM pate 2 a Sah i ea ee ek a a: ea ae ee) ee, a | eee Sr Ns ont" ag AE Wie hee Sener eet tage: ea are tense a 
Dotan as apatites Fe ; i ee 2 a oe arc Sere es ge ek ee eae a Pane cepcie gate ne oe ae ilps erage eat eee a | ae 
ue, a oo hae eye ae ii A eee ae es, ee oy Be. ee ee par eee Rie Pot eit Sy ae Beit. 3 2. in 
ij lio pe ie ae “nae ee | aaa ee ee ee ae ak anegee at ao Pn a 
ae! en — Re See a aa oa Sa eyes ae eee ee 
= ate a PN ae Se pe es oe eae 
hea q ae Sages ie = nl “oo Re 5 
a a es Pt ee end Fe, aes 
5 as » ti es Gree ie, a see eae oe sales Sve ik rt oe 
, gl aimee an ets: i ae a ee ar Bt eee oe Be e ae as i 
# ys ie a A ae eet aa ee ey eee 
a = es sree mere Bee Ses ee ee ee cay 
- a at Pies eee ae te 
i _ ae ss 6 OS a «hone par 
, one igs”: eam oe 
: ae eee 
i Wet eee et — eis = Bn oe *e 
ds < ea As ed ae i er ee SM et ia. a ert eee ey ees en 
ee i eee oe ye dp heer te oe eee Se ee ee sas ee or kt Rie eee Se gles gie aE er Pea 2 ne ae 
ere eget Aaa eee ge sts Wine al renee, OR ae oe ae babe GSS oS dis re ie Rial ee Ge eS ee ats Heo HE. : 7 ee eo | ae 
ee i selec sy Se eae eee Re 7 eat oa ae a ; Weis hein Ee el 1 alee eT cae.” ee ot Bi ee ee ne er eee ee wee fe 
keene Miseade, "2 ier Erne pees eee as Serie a : : aes 6 ge ete. Mien cee pete he: spisiede ee. a Se ipa ar i8 ae ae > Sa cena Pair eee 
iP ei i SR i ens eee 2 gun ied ti ae Re em, PARR ca te eae ie oe ae se ens: a ee ae re re reales ae 5 ae? a ee Oe “aa © i is 
eee eee i Re Re Ee a rr oe: ; RR eae ma ee Pa SE Al eS eae a oo ate aa has SE 22 ee EY 
Beis (cic tae ta : HSPN el Sts eee ane a crear ae am aR, "he Se pe ieee, co *ennotente rane Spee ye |: a a Ne ame Diglie. Seto) pene ee 5) | geese ee er OO ea ae 
a, : Be are eal , s if ee agehicg So! ! ee ec eens se eet hea eee i Ts aetna orien SP Pee 
tea at = Mh AES meee REE ae eta SS PV ae eee ; eRe sg aloe alm Jamia oficiales joven Aen Se oe ; si ea Se Eons e Eee Sr eed eee arn as ne ils 
SD a atagt rte) WAP ay ad See UE Pc ea time aed cp a eee eS ae es Fe ee LE RAT ee TR eS ea a 1 nD RAS etait 738 8 Soe i Me AO ae Di ae 7 Sia AME ea cea Se dicen 
z ac tee ee i it Reapers hee amen oP bas de ‘ ah eas ness NaN ee eerie, AT eee TS Ed ie ee ane DHEA K Oc cSep peat Spucar ng aan ain a rae Gerais 51-2 - pea sy SMEAR SA PeR aS C6 on fray 
=o lah ghee ewe oy a wes ; ; Be. pen aaa eee isi eee ae Po ee ee Se eee eee 
ae Ro le ie ee eee cia (ee eS ee ae ea ; i Bee etn ae ee at ee ee ergs mate Sk 2S onan ase PS 5: 2 Sc 5 Rake RE ed) Re. ee Sa ee ns = ay . Sipe SURO aay 
ieee z Bienes te ee ae eee Sop Cras ce Ss Meyer ee Fee INS a ks ed RN Me gentoo Ree ee: nape ect eg eae ee é re Soin ONSe geri ph Sap coal ese mea Mleretares te ei = othe ae < oa ae 
oot, a eee TO TSpRy Sec Cou) le Ree ROS prea ee ino ears SC Skat i) aoe ea Se oe eh ee ee ie | aS a ne area ik ‘ c ea a Psi | ‘Sones BH eer SOT eet pean) amare 1 
pees ee wae De a eT geea ae Aiieaae ant Reimer ae | rae a BOR coc De a hee Re Ree rede tan ed 8 2G Sg ee oo ea OTR hie Reed ereatae ce Re AS oe eam pete Pe 
ae Soe Ro oe NS Mage oe aS 2 cae oe, PERS eS ey eke ee es cite: Same . os Ringe Mey ene Yh os haem om +. OS ORR Sie EE i Rs le ee gear aka eth 5 oe 
ie aoe p eran ae ee Saas dt ae eee Be ee ag oo: Se Cra? Fees aia a ae, eee Bee ae Se gee to: Saas: ee eter saa ee as ae: mee wat ite eS 2 ee Acre Me tee es te ash 
Nn a el EM Ee SB iat grag mn ts Pea ee re a Ree oie (Se eee Nese amet Tr RES AS Seed 7 
0 ee ee iS OE a ae Se eer are nf) ee es eo ee ee po ae: eee 
; Pepe ea So aan SS ria tut). Sr an Pee et a. pe Poe Soe eerie ec ee Me er eer ACER Te Pact eT A eee gd ae Te te oa a ose ee ee ES. ne sea 
santa ery So so hy (ee emai aD sev En BL; ae a? pes allah a nr BP tS ANE Se al lee Re ate ee re nlp ee pene a eae rue Stee . RRS SNES rua ea pe eh es a ie rae ap ee ea 
gah Ee Beane: oa oo | i ee EO eae ees : i Wea Tea eS Bt TS ane re eee ee ree een, st eG am os ch ee Shc ean Tome eae alien a a ‘Sore 
Co ag ee, i nn Re ee re 
ee Shor ee 3 ee ates ical kas Sto AN Ee Coreen) ee a i Be a ener. 26 co a ye WE ee a a Rae sar. ae ea eee, td ay 
eee Ae a eee et eee ‘ ne eee iS, 5 Re ce ernte yes a ae ere oe Sees s bes is Ag hog RL aera le sates eee a ca 3 Cae ete ee pees ee * = Nabe oy 
nee ee ee eh ae 4 ae a eee Se) ee ae i er ee ie Vet oc. gle ine Sele Ee oo Lie 
ie Seek ; ghee aE eal See a we Sen eo cee, cc ee ee See pe ee ena SA Mee ree Beton s Hanae tet reg 
ero eee a cy! 2) ity pee eer At: na See a weer emer see re! ripe oi A AMEN ore aaa, Remi ec eae Sf ae ee ee ee ee 
‘ae ae pe eu acs: = een Be sy eae eae eae ere Sore ees rate ae ey een Cea ey Bat Gi ua a ea <a Mo se i eee Bitte 
ee Seamer soe MR Ae et eee ar eee ae en 2 a a ak ORR tee Nem ce age eb oe a es 
eect sone Siete ae Sele: ieee ede. she ee See ee Se Sr Sane i rere sia oe A ceniaestak et ge We Pee eee yeep Soo hfe * eee toy, 7 en ag Se MBS pt rasa se ae i i caper Wes nee 
ye D Sample Be es Nara Ue es kee ero es al pee ee Een ar) enna : ie te Oe NRE pharm NIT WEE VE ae eae DEE ete an teat : om Ose eae Os. ieee ee ih aa se nai 
DONT ieee re Se ee eae ee re eee yey Pere es ae : ; Pairs ils 8 ee “eae a Ed GAG EU So RNAS ail ero Price ni Ne Whee i ee) . cu, aR regi ic aes ir ae Ae ET las Seiten 
gn ne pee Pe) Ie pr ee Be 8 le eee Beet Ge oh ene ss ieee nee eR nes i asia 2 cea ies MR es ae 
ee nt a ea Pa ae eee ss ar ee Tene ae * cae ee te ae eter, ote ac ae eae tere? Meee IF at Sal regs Pater caer a a oe i Diadoi iee ne rs ee iia Pea eae shee RETIRES Foe ane cet ale Beta bei 
ia: ae eer one si mus ale A ae. Se eae nad 3 att ‘3a ven a aes ee} ee oes aS cas we ane ERR oN ee a aera ig ma te. Wea | NGae aieeuaAre 0! Se ake eee ee es 
eS ak ee gm, (Oe | came ear eR eae ee: eee BR oe oy i Se ye ST eee ere me me ee Ce ers pete Cede ra i Comm at aise eS 
5 tee ae ree aoe Tag ahe ars Me Sed cgi ae a 4 ee aa ee Se Lag PS Si ee oe alts nyt se smeeles: ee eee serie: on ee Scenes aaah Paget ae Bere a Locos = 
ee es SS eRe ee Cec ae | eee eo eee he mee F oy sill”: SN Sees Seat tee ae eee Se Aad yg ae Me aed rae ae ye adel eR ec eo eee eer ae ae nea ge ces fa 
hee ae ge oes, GE strat oe eas pious aoa iF ap MG ae ae Pee: ogre re eo ie es on ag eg se ae gles ee 2S oe onaae en eee Ss ieee” can Finca eas ae 
CREE ee OS aS ine eae! SS Sacks ia Se? rr a Ba ei ating ac ek gs nid eager: 5 Sa ah amped sic as pl Rae eg a Ss ae dag 3) fo Bl 2 eee ee ye Se 
Be compe. Pea gsc ee eerge ee eee ti Sater eee a So Valea eae ee ea ef mE earner a a ety hey ar Oe are rk ao ee pea 4 vied 
cag: Si Mie de - sk aN = i teen ote Rete igeh Rear ay ioe ee SLs de ane tae Wer tt ott Aiea RE) oss: ER Is oy edge ak ee ae, sed a ee uy at oo . 
F ee Sh eee Bas iene Oe sah? Ee eee ae eee. a bea irs aa hier he ates eae a ; 21 eerie oe i Se yes a = Biker ey oD ; 
ie 20 ares ee. ew Tae SE Ree Sols ae & Tacs Nee a * Pi eas ‘ev aaghet m re a i ees Taeaaeae mec Ge Sores: : 
fe: oh pene ae Saas cheeesins O pepe te oe 7 igh aie Bes a Berto cutee obs sote Teale i * oe he Peres ek 2 tee ; 
3 Lia # = <a c tae ie ane Z ede 5 : ioe cae et es Rls Lan ee ge een 4 5 a = SAC ont aden ts? 2 
e ne ee ra « pecs seen eas = f eae e 3 2 ¥ ae pies 6) ae SE ane ea = pe ee rae tS sae STS aches ge cue Be ick VSR js 
ar ; sy oil ree ees RT ge ore ys eis ma 1 teenage * aon a Ge te ae gate at ee : ese tee i a : i! Be eg ibs ie tae ea he ee bigetaeet -< 
alee er ey aia oe bet eal oe Oe ee a tN 3-year eee i ae eS = pane meat eee ee ake bags ones, Brie Se CEE tt oe oa ae eee RSENS Je naeh One oN hs 4 De ae eae > st it Poe a i BRR dy 6 oe dR yee 
meee Sh SE SE te ae RES Se hea. Mp REE rime ert SN Ss Te ae Ss eerod Magra Siege Sein 
: on : e inet ii i ii " OR ae Me mame pec fcr ee 8S SARE a Miiriaen Graney, feces re Capes ; 
r pe Te Cee ree, meas fa yc aor aS 
Ld as 
PLN oe Papas Tel jor ieles OOC e ceeaee Pe ee ee ee a Pa eh en es PT eee ee i M8 yg gta at aerate ts : Ps wee Se 5 ee 
Ree ee re Se eee Cee ee ee ene) eS oh, Aa a aah eae 5: ae a ale fy Sc esis 5, elaine ee aes ea ah a 
eS a ee Met Reg, ¢ seeeeeee  O e on a 2 iephaai Bt Sei ee ret ae Be ae Bee ee ee RS eer ihe | aes : "4 Sian. Map > Mga he uy 
Ce ee Sey gg ee eee ee Dre ee” Sees TA oo Cnn ease Mage Lo cy mame 1 Sear a” ae ae oe ay efi eall ni gk 5 ao te a hy 
Akio ee eae ot a Seay coat Bice Bh ie oe, Ott A uy eae ee i *paaeie, ee cae ee pt oem Se eo ‘ Kd ls a ade a Ma So Peo ee ee, en Mere ye 
Re cae ebay: 2 ee) ea eg a a I = 1 RG i ee ee Me te ; ee ee ie x 
iy dvr’ ee oe fe eee Se Meas eer hee 7 es a iy ste nme > nee nike Soa Jo. eee URES | aes 
gt a, ae Siw Binns sg ents ee ES ome nick Tite ee LA le ee ere, tr pa 
ars = Ras ate > ate i.) ne Peer pee CON ee ye ai - a ac Miguala eg See aR Rawat eke nee pe ty 
ee eer aa oe ee EMG) pee ea emna a : eee fia. > i eA ee sy 2 Pe | Ces ae 
Kee eh ee re ge ee oa aot ah ak ig ‘ae : a ac. : Bae a es a Pee DA lege Cente ae 
‘ se es AS Ts Peg TE crew ee Ce 7 hye ye emer ee Fes ai th Gee RE Siriaas or agiesiy Mes 2 ae ee PRCT 2 Saar ve a 
Bee —_ ae ie pew ean ec as “3 "Sabet... eaeimmmetite eee ee ia ae sora ane me oa AF Nee 
es Se es Oe ae oie eee é, aes a Se A a Pears oe aa 
S. alpet  a e ee aa, ae (SS eee ceed ae a he aeega Bee i a a ae ie sk caseubibe «5c, 0h oe a fs 
a eel en eee i er = on ae a: peri Te he ee ale aie ae eta a ee alae ge ae Sy a es 
en i ee noi iis se Ags : LB. 3 Wey aes eee MOE ie, et ogy Bie SRR i A re oes pean edie i ka Cee I aS ety Rr FS es aL ei 
eee Fn 3 a eee Si ANC ue bain abtaits. Fo Oe A 4s a en Denali ig a ee ee Ce ee eT cee, tiga = sj Fae eek fee aioe eas rr a ee a ee pas ae Sedlal a: Se re sts} 
PR eS i La a : Ba sae te ae Bocas pat ine ir angele ria. Sa Sa Bt ees : oe isi he eae — ARE sc PASO AS Sie a eee ea (Siig em erat sa ee cree eT. oe Asie ; 
fee roy SORRY GBS Weiser. 3005 cet a Ro ein Cagis | Saipaeer ie elo egsumeN ay c/o eee Op eames 0. gti ot MM Com agi De Gs SH wre) Ee eae pee Bfibaee pies cme <n, oy oe a fe ogc aaa al apr hes. 
ec a eR Wat. cea se seas pa i ae Spode hatte oc Siena 2) a ea beeper = 2 NB cd ier a oS 0 en ae i re ue Fee alae ay. ei) ie yas - \ : * ; 
Bee eee a eS cae Ae ee ol cep =. so gaa Be eT mn 5 ones otra A ae Re ea ee ea ; geet LETS PA ee a aE J Marca eee) S Ree. 24 
ce a oe oe hife Ro eae ee. sapere oS Lae eo, ene, Be. SRS SR ell wa Ds er OR ic eal aa baie y ita ea oO iO SY aero 6 piamameantiee slo eins ke Be gt eS See a 
oo peasy cay gl ren. eae.) ame 5 eRe poy neh ey Pe es i | ie fe amma a So =a % ee rf fee ret Nai Sigs a). ORB ae eet et veer oi E ‘ see 
yh en ee a oes mS NBR at 2 1285 OSes tore oc if Sno see a a We Me ee aa te eR ites eet zi epee ith ener xe 1 Gg Se Cie on eit Se aieace Pts iain ae eee Wega Beat!) pS aa 
ie eae Uh ch et ae eae ey Sam ig eae He i eae Sa 4 4 i be BEC” eve, oul ag eee ee eres om. erator Pr kee et Be ah at Ras Poe "Sy od Reh eee Ma : 
rs ae Oh i eee eae ae eg ee ee a a a ay ae Pe ee ee eo 
Ree Re ee ey reer eek: SR ee ere led Eg SURO EMR ET a eee, ote echoes Be cen ne ei ee aera eg 
et eee ee Recetas ae: CaN See Nar cad eae Mar sc i eg Re ae cba eae Wis, oct 2 eer ene han pF ge eae eter ee eg ee RES SOLS a pee oe ae 
Ss 0 a are eam cena Soe oe ge oS ree Ont Ale ierigie here ie eee ie EEG Rai oe. os alae ee Bre se ree ee ey Se PR a eae ey : oraeap cS: 
Wie we eee nec ka csr Pee enters — AEE REST ite eke ooh rare ge on aa i! eee, Tope eT een ens GM a «eR eS 
ARK ae ereuire emer Mier ot i ot ee ae ee Re te RO, Pe rs is, 4 epee AN NMI terse CS mMn coe SP Cie pes? a ae ane eee ome eee |. fe 2 
URE ae oe aa a mel. ak ee eRe Aire cs i 2 ae wy RAB eho ats” eC ey a a em ee Bie iene a ee 
LN ae ORR a i OS ber ee Se od eg, eee ge ee Oe eee ee eae ee ag ee” eae econ oe A a ee 
4 Ss aR Ce aces laa Se aE Og i RE eet: ioe die aaa RES OE! wk i aR neg = MN ge go Aa 3) eae (Geet a raat ee KS Rye Soe ee ty, Neate eae teas uid RES Cpe re toe Fu ge aE piceeabeteee Th... i besls 
eames  — ei aR le eee Ra ie a al ee 2 Ae, ia acpi ek otek i AI ea cla ae Sa ae ee ey Se ee poe Sg 
ay : oe ee TE TS Ome ea fee ee a ee Pe rca ee ee So i ae i ee 
Pe i rags er eee pice, Sel ¢ Le eae Mme Dee Shae ee = eee a ee a : : seamed se, = rary ae . <c) ee SMO OT RRND te Qe EO 
Fo : AF oes see. Tih foe peters es aor ; Pc ae a : ta : m ° ee er rr oO, ee 
aes i 4B: - ee Time cap teee a 3 ne oe ae : s = i cates ha ae See . * aM pk i. . z arg : : a ge oe 
gS Bae 3 dee se Sia Laie en ; tae Bes a 0 ate eer CARE ee Oe ae ange, eo . Cas Be here es ee eee 3 
Biter Seen bar a i sa sss Epa cae Soe. ee et uate a ‘Likes Beane ae ae ee = Pee ees t e : Mise is hgh 
eee pele the a - ae. es ene Ss BE 0 i eT ete oc 0 Re vs Pte ne Yee een Ce Tae i aa Pe A ' rs Es 2 
Bee i poe riage | Me eee ANE et i Ma SIRO i SM Src V5 MRM eer ens ee Prag a Des ae E . Rare ‘ a Ri - 5 Be pe peta ste) 
ce nee a: ae er le et ae ES Sn a ee Bi Wa i la aia ek ena i 3a eis : bois : iF pce tae & aS | 
Bey peas: ere nt Be Pact 8 tte SOO sha yo |  e te ei hae Se a “a ‘ Aye 0 Se earl eae eeu o's rie ; Sle ais ; o£ 
in carom Cy Pa a, or aaa aia a rs i i eer See : eof as i: es uy wie ee le ee 
en, ee eit Naas ci, ee ie a sis Se oe oe & shakin ant Be eS ay Ree ae, aid eye ‘3 ssc Thi rca Cn ALS be! 2: = ; Be goer a ee, Ae ag err : 
OR ee 5 ot RW ene sue Cra Ute ae pC oe ee nt es ees ae. ae ae ee oe ra ea ea nga Sa ser eseipen a +e eet Ms oe ee 
ih eT an egies ae Bn, OE te es : ‘ Be et a ee he 7 ee ee ea ee ee 
ca ae ares cs tee a oe nai ee bo ere Ome ye ea 2 tas Ae Sala AAAS 2 eae a. Ce Say 
Bue gS AE oars a Poa ee oe Oa Sa oy 2 ae sgl NANY alae 1 Say OI A Be ee ae Se eM Sate WE << Secreine Perratey ess aes eh eel ee OS PL, Os Se ca, 
cS pee octet a ge ae a eee eae NEGIC eS Dia leanne BA ator fa ch a mR es ge die arc ee ee 
: a ee ee eee 2 Eee Sp ee naa ae ee. re gs ca lh PS i oe eee Se ene ae Sgtcety ER eer te 
gyre! React ee Rt aire Cia ay pe RS ST eae en i em ict : at een ese Sand ee ay ae ee Vets aa Se 
‘ a Sellen eee ees aces gestae 5 RES Bata trie Se a RU Maggie ET PA gem mon olga aie SO ear sce foment Te | Pree Sie oie eae bss te ang <a a: ee Sieh Sac 
pe Lt a el, en en es ef, Rt ee i totam ie NR rR ee Mua ENS 228 3) eect Og |<) = Mp 
7 ee eee Se Reap ic nee a fu ae Peter 0 eRe a une Oe abies 3 5c TE ye ame Nai 5! ei — ee oe ee 
ae MR MS tae Co A cag, i eetare es a a ee By eam a aa ES a ite i i an RE cS Mise ies ey 
a OL PE 2 eee eg ere ees i cite See? fae cole Mee Ree Sem oT os 5 ay ea ae gc Pi ate 2 ee. gre <a 
S ae Jaen” re Peer te ae eran tt ; ee ey he 9 POR RA I eM Tat Ps RR ts “ae ee eo hd eal 
’ ral pe 2 pres ae he is Le fA eet a ae ere ee es eae BER ay. ne eet a. stam ey kG... aa 
Bs eg eon os Cae ee ea gd ha fe uy Et aed EN oR ae Se fogcnae? = St IR ae ceo pe aR ean ea wale Eee ete Ss 
; saa cee SR ee RIES |, ene eine were mg i! ae ake A a ee Ee A eee me Ca. see Se ae Ne ues 
Fee Sor arte eerie ase ae or Rr a 4 Ey. Peer a XA ia me ge ieee om ees a WE ee oe ae os Ee 
E eo ge ee Oe a “ ite ee RE AL Bik oo ‘ele Vie ia 2 ee Re ties Seer os Seek te Tees Sener tid ae Res Me NR Md, 
# A ae Pe. Fs Bae Soe Swe sr I & i + aay ey a bY an oe r a + S aug at Biches 2 x Aone % cre & betes ig 
Seg Pe ae ae Nae I edie gee eee UR ame We Oe OP: ier: 2 eileen De ee eee Z (coy SSE OOS ee eee Beg tae pide Lge Seas 
es gee Te ie oe : oe TRIE ay Sass See ar 1 iin eee  naamee Mea Renee riers Nea" toy a Me at 2 ara 
2, AR ee ott Be aphents heen ee rey yi ate Ea agin, Cea kes ees hae eg Sure gprs 8 an tee” r a wees 5 sine: a Aaa as p jor ROR ae 
«area Siren agi Meats Mie mela ti fern tae es. ae _ oe ae ean rade 4s i Baa eek sea i a “i 2c TO ee ets ek St ae 5 Baer i ee 
i oe WR O02 3S et coeur ee Ss an ay ee oe Pps ale ee IRS ees fe Ba ee het agli CB Sa Bete te Ne 
Pees tig eA airs cle Oe aan, Meer Se ae ee ae Pee ee eS an eee Og ee PE Laas eee ede Tat ee ee a Sig hae Gane. Sees at att Lk ae Pee 
ae FP lediahy Care bs. aan mb Sik. UR Tin Neg aS Sem) ae ah gp Bicserhss i yee Teac ea reg Sarees biti PPS ORF 2. CORO TERME: he. a gs oe aay LY ee ee les “eee ei 
T TeniBes ight = an an jaar Sy caeeege 18 oe ea Sia ee ae SPO Sy pnt Pte iie aes. se Sep ee it eee ec eer: oa | eae ene ers Se 
Jer et a a eae Ge eee eh Se Am era ae Se Pe eg er romped PERIGEE OE oo te ooo ra 
BAN aS 2 NA WA ee ca tras Megs A pci Sa ae te ey lara Bi aL Bie oc or. hae a ee Pea RRA Sg ae ay ur wanes i! oe iid. 2a aie a eM tae ge TRS eh oad ee eae 4 TR Ree we Scag So Pee Phir ets. ea! 
Reena San on eee A Oa mp se ep 0 ae ee cae eghe Pere aes See UR PR le ters: 1 eee 
eee ee en) ieee ee tr ge pie orerae RT High oe Bi cel =e A Rit. Ph: aie SMA epee CLS aie ger eS Ne eee eames haa ees Ck vag 
Se ee Senn. Sea Ee poe bat ged cy ae a a 3 Fash Bey a aN eet eer ee Ne ea Ss AMIR ee me Se ree et 
oa wae ay pi Oe te fo eee Re A gee eee Coe a cave REO ee een Aes ama ge te ee FV Gh ee fee at st iy Ses Sea 
Sra, Sis alae ree Rea <9 PSOE a gt 8 ae is a Fo aad EAC en eee te oe Sa ae Rae eo RG es, = pee oly oe ee eee A. oe 
Ffercs yilin So cope on eae ata Se Recess ot or eR oe + aan Meer ag fe He Ne SS IR RE RS se el a a es GB ae 4 fal ON rcs gay Pei oy eet | fs fe pea 9 8 
BER RAS PSR 2S Sleds ae PR Se oe To Le Seon 52 SAS 18 Ste a an Sek: ASE gee eae OR ae a i er Pees, Se Rena a ree tae 
Be ee ae ee ae ee  . ) i eee 
oa eee es a oe RT a ee a Le PE ea RR SR SB Se yt 2» SE SINE See 2, ee Rig, Ce ee Pe: We: ies Ss ea 
a iy EAL aia DER saline: | TK egy eR ieee 2 ha ae a 2 a ee Sete Res Sper ig ati ce “ham ah Tn a ia RE to Sh Seana ee eee 2 See ae ae A 
OE eae SNe Wee cu Seah oars Se Sat ies seater PORE as: oo eae a BaP ee ea penton oe Pet pone gee te ae eee ee Sa is. SE emcee Batra Gi 5 Z ei Te. © Ye ee 
OT ee SS PRN SSR Pas hr Ai aI te er ee ee ee ee lactate ee queer Ry (a eae Ags ean ee 
Ben re hare GOR a eA ge Se cae. ee Be ei en | aS aes JON he ail : pert vost ain ea rae cy fu a Pe ae De es Se hs ets al eee ae Reo ise oe 
‘ ha SS Nea a EG I i tgy RE SPREE as es SNE EY Se. oe pt ead gy ek ea ee 3 : : Bet eae ad he Reng sae ae ee Eo ees eee TD OSs yee er ee ee 7 eS Sea 
apres fe ce eed pe Bo pie ite aks he ier g ape eer a ——n —s pues ar _ ee Ree ee C ee On , mn an See a 4 oo yen “aia Beatin ig Blea te 3 PN nigel aS ee) SOE SA aaa gees 
es eee clone aan ae cee tae oa, be aaa | aie woe ee tee Sn are See ei Ste SPO ar? 7 ee ne a 
eee Ps a ete ne oe cats jae — Begs Si alee Se aos hy Pe abt. oer es hoes aeadd ane) fo em MES RS BT as tees Sea ane wieinc: (pete RR NN i oy. a, TN em ae at 
Bae ioe oe ee are ae ge = eee ie ae ye Pegs 8s ae es Seat : ae peas? i AEN Op As SAM Cece cf chayl ss ecam ge eee eae we sisi i a ener ae, f= 
Sa Bee #2 oy ¥ fe Oe Sue, x oe a i SRE ot elles Pa he 32'S kein Sone PAS ois IR cy Ree a ey oleter pele ene cece Pig ae). (en a OR emer Se omy eae eS oS 
PROS ore Ce Rae eS te ae SY seers Shorty iy ie aes 73 a ana Scie Sd. a > ee el co sae ea preci Sacre Se EC . 
So Bate Sh yh Tae OE an ‘ + ce ee ee een ee ee GD gles oe igapoinal sm ih Vere oT ae 
Bl eo eee is ae ae pactisha gsc e mda disai. Ay ie se hy Pe a? eager ae Bee Nes Oo 8 ee ee 
ea - ey a ee res eee, Le) res Rr ae ne on eee d Wie. ae Ce: ae iy ere iP See a a Oe ee 
ome = dig _ CPOE ye SENSES ace | 3 Spe he ew See A Ane ce. cae Tg. RE SS eee ee hes (8 52 Pe i: ae ae 
SS FRR reat OES oe See San Chee a Te eee ee <A ant Ooh Be, epee 2 Nar gee FE 
eet ie eo cea See Aare eget AR | fine Sete fee rae ee eee . eee 
——— i i aoc! tame: ait me eae ar Rt rf ee set Seer fran pt. DRE Sk eind * a 
ne i Oe RT ee NI yee coe ee renin hl tlieersibiysnis 2a Age Pe Se, OE SI ig ee gett r> 
i Rein en ic eas er ae 2 te te Pes aa ed eke beat atten ae! me ee Wi ; 
ae cee totes ge Ht ay 1: ES he. ea et ale Siti Ge easing See eee ee ee 
re cae oe fe a een eee BARRERA BD ria SEO On MI ce > Gaeie age 8. Bre 
MH Lf tsar 12 joel Meee | AS Ne cP A ait oe.) ee eee a 
pg eo ee am Spe ee BE ee, A, te mA Brea Saino a ne of ee ee ae 
dn pecbat eae aa : us| * sfisiernetenert ne «- : a ae = ON ae es eg x ge oe eee ee 
pee ah Perea edt Wee ae ae a Rc ali eas NES pag ee A oA Se oa eee Cae 7 SMA. cca eee Sa meee fh 5 wate sag ee es ee een ar ey: erent Se 
Reet Hee eon ae ey a Re ne eee eee ea oa try gh. a ete bine sage Rt hel ee Ce ee Nid Seer ee ee ee rt ere Be Sa pas ya ee io” kee se eres Setar 2 a Ap uxs 
cee ee ye ee A le ake ee eee eager epee ieee em ta ne seeds denned coe feet as |e cea iad tl Ste nip PS coat Os Mamet eee tacts uc pee eentt TRS Re Pe te Olea arta Reece ae eS a. 
es Peete et a ae ee Oe a ema ton a ae ne Steer. 8 Geo) eer a 2! | eames ee Sk Suan Gee aN: eae El, is Wh wane AN Pee caae EAE Pca pat Wrestle Sel [ana eee ew eho ee srk Efe. heey Sr a ve an TE Se ee oe ee a ya RES 
Tee a a * ee eee pees Le ee a ett WAS amine cere ame Wea Mom et ir RR lp aa een Semmens tay Cs Cg P= J's SP Rema Se i eh nak ae airmen pe eee Fert ae aM ET | OER i co Matto Sue ce ea ee a ae Bt 
Siss nee Met, EIS oil ae oa Date ah eno eee ee a eae eae et aa eT UR mah eee ON RTA: SRL MU UE RE Tac Geert amie) on  S pegee 


90 


Available Market Data—National 


To secure copies of data listed, use the handy coupons 


No. 1034. Mass Selling and Sam-) 


pling to Millions. 

This description of the market 
made up by the U. S. Armed 
Forces at home and abroad gives 
details on the size and character- 
istics of the military market, plus 
circulation information on the Ar- 
my Times publications. 


No. 1035. Facts You Should Have 
About the Supercity. 

This is a folder showing a break- 
down of Family Weekly circula- 
tion, with information on City 
Zone families, City Zone circula- 


tion and coverage in 170 cities, as| 


well as figures on total population, 
buying income, retail sales and 
passenger cars in these 170 mar- 
kets. 


No. 1036. The Beauty Habits and 
Product Preferences of Young 


Women Under Twenty—Part 1. 
This survey reports on teen-age 


WHEELING 
37: TV 
MARKET 


*Television Magazine 8/1/57 


One Station Sells Big 
Booming Ohio Valley 


No. 4 IN A SERIES 


POWER 


Kammer 675,000 Kwt. Plant 
(Operating companies: Wheeling 
Electric Co. and Ohio Power Co.) 
AMERICAN GAS AND ELECTRIC 

SYSTEM 
This $90,000,000 power-produc- 
ing giant, one of three, is being 
erected to meet the growing needs 
of this expanding area. Two of 
Kammer's generating units will 
supply the major aluminum com- 
plex of the Ormet Corporation at 
nearby Clarington, Ohio. Pres- 
ently, AGE’'s operations employ 
2,000 workers. Kammer Plant 
~—the power behind the force of 
industry, another powerful rea- 
son why your story should be 
beamed to this super market 
where 2 million people spend 2!5 
billion dollars annually, where 
WTRF-TV captures, dominates 
andinfluences 425, 196 TV homes. 
For complete merchandising service and 
availabilities, call Bob Ferguson, VP 
and General Mgr., at CEdar 2-7777. 


National Rep., George P. Hollingbery Company 


use of products for skin and hair 
care, personal daintiness and oral 
hygiene. It gives information 


about frequency of use, purchas- | broadcast division of A. C. Nielsen 


ing habits, place of purchase and 

brand preference. Published by 

| Seventeen. 

|No. 1037. The College Freshman 
Story, Report No, 6, 1958. 

This is the sixth annual survey 
in a continuing study among wom- 
en in colleges and universities 
throughout the country. Included 
| are data on expenditures for ward- 


furnishings and for fun and work, 
and gifts received. Available from 
Seventeen. 


No. 1038. The Back to School Story, 
Report No. 2, 1958. 

The second annual survey con- 
ducted by Seventeen in a contin- 
uing study of the high school girl 
gives information about the items 
of apparel she purchases for the 
back-to-school season, with aver- 
age expenditures per item. 


No. 1039. The Road to Food Sales. 

This is a report on teen-agers’ 
impact on the food business, which 
includes facts about teen food 
shopping habits, influence on 
brand selection, participation in 
meal planning, cooking and bak- 
ing, and party giving activities. It 
is published by Seventeen. 


No. 1040. The Road to Hope Chest 
Sales. 

Seventeen made this survey of 
the teen-ager as a purchaser and 
gift receiver of trousseau articles. 
Included are facts about teen-age 
collection of flatware, glassware, 
earthenware, china, tablecloths, 
bed linens, blankets, electric blan- 
kets, bedspreads, draperies and 
towels. 


No. 1041. The Biggest Bridal Mar- 
ket in the World. 

This is an analysis of marriage 
data as reported by 23 states, re- 
vealing that over half a million 
teen-age girls marry each year, 
and that more girls marry at 18 
than at any other age. Estimates 
of marriages of teen-age girls dur- 
ing the next five years are given. 
Available from Seventeen. 


No. 1042. The Elks Market. 
This report summarizes facts 


| incomes, 


robes, purchases made for room| 


about the 1,204,000 men who sub- 


| scribe to the Elks Magazine—their | 
possessions 


occupations, 
and ages. 


No. 1043. Television 1958. 
This report, prepared by the 


Co., describes the national televi- 
sion market for 1958, including 
total advertising and broadcast ad- 
vertising volume, plus the dimen- 
sions and characteristics of national 
and local television advertising. 


No. 1044. Radio 1958. 

The national radio market for 
1958 is estimated in this report by 
the broadcast division of A. C. 
Nielsen Co. It gives total adver- 
tising and broadcast advertising 
volume; dimensions and charac- 
teristics of national and local radio 
advertising. 


No. 1045. Action. 

Better Homes & Gardens read- 
ers were asked about their home 
improvement activities during the 
three-year period ending October, 
1956. The report covers home 
building, remodeling, repairs, dec- 
orating, and purchases of furniture 
and appliances. It also reports on 
home improvements planned for 
the year following the survey. 
Published by Better Homes & Gar- 
dens. 
No. 1046. Bought for Christmas, 
1957. 

This survey was made in Janu- 
ary, 1958, to determine the pur- 
chases made for their homes for 
Christmas, 1957, by Better Homes 
& Garden readers. It covers fur- 
nishings, appliances, equipment 
and other items. 


No. 1047. Study of Executive Buy- 
ing Influence. 

This study details the frequency 
of executive buying influence, the 
products involved, the number of 
times a salesman calls, and the 
magazines executives read. Pub- 
lished by Dun’s Review & Modern 
Industry. 


No. 1049. The Buying Character- 
istics of the New and Expectant 
Mother. 

A sampling of mothers of young 
babies was surveyed for Baby Talk 


to determine their use and pur-| 


chases of baby equipment, photo- 
graphic equipment, maternity 
clothes and insurance. It includes 
information on amounts spent for 
these items. 


12-31-57) 


COUNTY DAILY SUN. 
ADAMS 4,567 3,617 
ALLEN 82,190 48,759 
DEKALB 6,588 4,500 
HUNTINGTON 5,460 4,736 
KOSCIUSKO 2,686 3,147 
LAGRANGE 2,379 1,600 
NOBLE 5,743 3,900 
STEUBEN 4,886 2,902 
WABASH 2,149 2,269 
WELLS 3,736 3,294 
WHITLEY 5,179 3,639 


Fort Wayne Gives You a 
15-County, Billion $ Bonus 


The News-Sentinel and The Journal-Gazette give you 
saturation coverage of this great midwestern market .. . 
delivering 138,970 copies among 155,976 dwelling units. The 
Sunday Journal-Gazette delivers 95,014 copies. (ABC 


Guaranteed coverage every day 


FORT WAYNE NEWSPAPERS, INC., Agent 


Represented by Allen-Kiapp Co.—New York—Chicago—Detroit—San Francisco 


COUNTY DAILY SUN. 
DEFIANCE (0.) 1,927 1,960 
PAULDING (0.) 2,640 2,254 
VAN WERT (0.) 2,797 3,358 
WILLIAMS (0.) 2,344 2,353 


|No. 1050. Special Report on the 
Redbook Sewing Machine Mar- 
ket, 1957. 

Redbook readers were asked 
about their ownership and plans to 
purchase sewing machines. Find- 
ings show that young families are 
the best sewing machine prospects, 
and the report details brand pref- 
erences given by the families 
questioned. 


No. 1051. Redbook 1957 Report to 
Travel Advertisers. 

Mail interviews of Redbook 
readers are the basis for this re- 
port on their travel and vacation 
habits. Data on the number of 
travelers, length of vacations, des- 
tinations, miles traveled, mode of 
transportation and time of year 
are among those presented. 


No. 1052. Redbook Market Report 

on Automatic Clothes Dryers. 

This report summarizes material 
on automatic gas and electric 
clothes dryers. It covers types of 
dryers, industry and product de- 
velopments to the present time, 
and surveys of ownership, pur- 
chases and brand preference. 
Available from Redbook. 


No. 1053. Redbook Market Report 
on Household Clothes Washers 
and Washer-Dryer Combina- 
tions. 

Summarized for this report is 
material on clothes washers and 
washer-dryer combinations. It in- 
cludes data on types of machines 
marketed, industry and product 
|developments to the present time, 
and surveys of ownership, buying 
habits and brand preferences. 


No. 1054. The Style and Quality 
Market of the United States. 
Details of the style and quality 
market in the United States are 
given in this report prepared for 
Town and Country. 


No. 1055. Data Sheet No. 8. 

This folder summarizes results 
of a reader survey made by Home 
Craftsman. It gives details of the 
amount spent during a six-month 
period for paints, finishes, house 
insulation, water proofing, Port- 
land Cement and other masonry 
materials. 


No. 1056. Data Sheet No. 9. 

Home Craftsman readers were 
asked about their plans to pur- 
chase home improvement materi- 
als. The folder presents the find- 
ings on the number of those who 
plan to buy asphalt shingles, fenc- 
ing materials, wood flooring, house 
insulation and waterproofing ma- 
terials. 


No. 1057. You and Antiques. 

This readership survey of An- 
tiques magazine is a report on a 
specialized portion of the home 
furnishings market. The data in- 
cludes readers’ income and social 
status, travel habits in this coun- 
try and abroad, automobile owner- 
ship and response to advertising, 
as well as information about own- 
ership and preference in antiques. 


No. 1058. Saturday Review Reader 
Characteristics. 

This analysis of Saturday Re- 
view readers presents information 
on the number of readers per copy, 
their income, age, occupation and 
buying habits in homes, automo- 
biles, travel, liquor, radios, phono- 
graphs, tv and tape recorders. 


No. 1059. Nation’s Business Con- 
sumer Report. 

This tabulation is based on in- 
terviews from 25,644 households 
between July, 1956 and June, 1957. 
It presents household and reader 
characteristics of Nation’s Busi- 
mess audience, including geo- 
graphical distribution, composi- 
tion of households, ownership of 
various kinds of property and oth- 
er socio-economic data. 


Advertising Age, May 5, 1958 


No. 1060. Survey of Buying Plans 
Conducted Among Plastics 
Manufacturers. 

980 plastic manufacturers were 
questioned for this survey, which 
reports on their purchase or 
planned purchase of plant and/or 
office equipment, types of insur- 
ance coverage, truck and auto use, 
annual expenditures for materials 
and services, number of employ- 
es, annual sales volume, and po- 
sition of respondents. Published by 
Nation’s Business. 


No. 1061. A Survey of Package 
Shipping Methods Used by Na- 
tion’s Business Subscribers. 

This nationwide survey, con- 
ducted among 2,000 Nation’s Busi- 
ness subscribers, reports on the 
shipping methods preferred by 
business firms when shipping ei- 
ther small or large packages. 


No. 1062. Survey of Buying Plans 
Conducted Among Industrial 
Distributors. 

2,662 industrial distributors an- 
swered a Nation’s Business ques- 
tionnaires for this report. It in- 
cludes data on their usage of 
trucks, annual costs for materials 
and services, types of insurance, 
purchases or planned purchase of 
shop and office equipment, num- 
ber of employes and total sales, 
and titles of the respondents. 


No. 1063. A Study of the Corporate 
Personality. 

500 executive readers of Na- 
tion’s Business were asked to list 
the names of companies and serv- 
ices furnishing background music 
for business and industry. The re- 
sults of the preference study are 
listed along with an analysis of the 
respondents by titles and types of 
business. 


No. 1064. An Appraisal of Chemi- 
cal Companies for Personal In- 
vestment by Business Execu- 


tives. 
A panel of Nation’s Business ex- 
ecutive subscribers was asked 


which chemical companies they 
would and would not recommend 
for personal investment. Results 
among 15 of the country’s leading 
chemical companies are _ given, 
along with information about the 
positions and industrial affilia- 
tions of the panel members. 


No. 1065. An Appraisal by Busi- 
ness Executives of Aircraft 
Manufacturers. 

The Nation’s Business panel was 
asked which aircraft companies 
the members would recommend to 
a young man for future employ- 
ment, and which they would rec- 
ommend for personal investment. 
The results are presented in tab- 
ular form, along with many illus- 
trative personal comments. 


No. 1066. News about the Family 
Circle. 

This publication gives informa- 
tion about the distribution of Fam- 
ily Circle, listing the chains which 
carry it, the number of stores, and 
the annual sales volume of each. 


No. 1067. Motor Truck and Com- 
mercial Transport Equipment 
Survey. 

This survey, conducted among 
users and prospective users of 
Mack trucks, determines the 
types and brands of motor trucks 
and transport equipment present- 
ly owned by respondents, and lists 
brand names preferred for future 
purchase. Published by Nation’s 
Business. 


No. 1068. Investment Practices of 
Executives in Business and In- 
dustry. 

This study, conducted among 
2,000 Nation’s Business executive 
subscribers in business and indus- 
try, gives reasons for stock and 
bond purchases, lists types of se- 


curities held, the value of these se- 
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TP UsiNess... 


THE DETROIT MARKET is the six-county 
trading area. That’s where four million 
people live, work, buy. That’s where the 
business IS—and that’s where 97% of 
The Detroit News’ weekday circulation . Detroit's 6-county 

and 90% of its Sunday circulation GOES! f j Pi yop | oe a a | 


source of 98% of se . 

the total retail busi- 

ness done by Detroit a | 
‘ 


NO OTHER DETROIT NEWSPAPER GIVES 
SUCH SATURATION PENETRATION of 
this profit area, where retail stores do 


stores. 


five billion dollars business yearly. 


If you want MASS COVERAGE of this 
MASS MARKET, among people of all income 
levels, you must use The News. Because 
The News is more productive it carries 
more total linage than both other Detroit 
papers combined. Such overwhelming 
preference for ONE newspaper is unique 


among the major markets of the nation! 


The Detroit News 


Eastern Office ...260 Madison Ave., New York Chicago Office ... 435 N. Michigan Ave., Tribune Tower 5 
Pacific Office. ...785 Market St., San Francisco Miami Beach . . . . The Leonard Co., 311 Lincoln Road 
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Available Market Data—National 


To secure copies of data listed, use the handy coupons 


|data 


on insecticides, 
|tools, lawn mowers, etc., as well 
,as circulation and service infor- 


securities, the methods of purchase 
and influences on the actual pur- 
chase of securities for personal in- 
vestment. 


No. 1069. Buying Plans of Com- 
mercial Laundries. 

500 presidents of large commer- 
cial laundries were asked about 
their use of trucks, the types of in- 
surance carried, and their pur- 
chases and plans to purchase 
equipment for plants and offices. 
The report also lists estimated an- 
nual expenses for operating items 
and services. Published by Na- 
tion’s Business. 


No. 1070. Elevator, Escalator and 
Air Conditioning Ownership 
and Buying Plans of Nation’s 
Business Subscribers. 

Business executive subscribers | 
to Nation’s Business answered a| 
questionnaire for this survey, and 
gave information about their own- 
ership and plans to purchase ele- 
vators, escalators and air condi- 
tioning units. Brand preferences 
are listed, along with information | 
on the businesses and titles of the 
respondents. 


No. 1071. Business Gift Buying 
Practices of Nation’s Business 
Subscribers. 

A survey was conducted among | 


THE | 
ERMONT | 
Market... 


| 


EETER: 


THAN YOU THINK 


PURCHASING POWER 
OVER $550 MILLION 


| 


V 


Address: Rm. 516, Statler Office Bldg., Boston and accessories, as well as finan-| gest. 


16, Mass., for information on the Key Vermont 
Daily Newspapers. 


VERMONT ALLIED DAILIES 
* Barre Times + Benni Banner 


* Burlington Free Press 


rattleboro Reformer * Rutland Herald 
* St. Johnsbury Caledonian-Record 


j;mation on the Garden Supply 
Nation’s Business subscribers to | Merchandiser. 
determine the purchasing prac-| 


fertilizers, | 


SOON TO BE PUBLISHED 


'No. 1110. Redbook Market Report | 


on Household Soaps and Syn-| 
thetic Detergents. 
| This report summarizes some) 


|selected published material 


on | 


Advertising Age, May 5, 1958 


NOTE: Most items listed here 
are available without charge, but 


tices used in selecting and buying No. 1098. Fishing License Statis-| poysehold soaps and synthetic de- | "t all, Those requesting material 


business gifts for their firms. The| _ tics for the U.S. — 
study lists reasons for buying gifts,| This tabulation of paid fishing 


| tergents, covering the types mar- | 
|keted, and their development to) 


which bears a price will be billed 
at the stated price by the publish- 
ers. 


types of gifts preferred, and esti- 
mated yearly costs of business gift 
buying. 


| No. 1092. Data Book 1958. 


This report gives county-by- 
county information of coverage, 
plus 1957 data correlated to tv 
areas. It also includes spot adver- 
tiser expenditures and set count 


| estimates for all tv markets. Pub- 


lished by Television Magazine. 


No. 1093. Youth-Consumer Mar- 
ket. 
Young Catholic Messenger 


license holders by states is broken | the present time. It also summar- 
down into resident and non-resi-|jzes buying habits and brand pref- 


dent licenses, and the total costs 
to anglers for licenses and per- 


mits. Published by Field and 

Stream. 

No. 1100. Characteristics of 
Reader’s Digest Primary 


Households and Readers. 

This detailed report on Reader’s 
Digest readership contains infor- 
mation classified by age and sex, 
by income, education, occupation, 
marital status, geographical loca- 
tion, and ownership and purchas- 


readers in a national sample of ing behavior with regard to a wide 


parochial schools were questioned|range of items. It also gives a/ 


for this study. It reports on their|Summary of the total market for 


No. 


brand preferences and influence 
on family buying in various prod- 
uct categories. 


No. 1094. Funspot Market Analy- 
sis. 

This report is based on a survey 
of amusement parks, recreation 
centers and other fixed location 
amusement facilities. It contains 
information about the geographi- 
cal distribution of these centers, 
the type of amusement offered, 
and the gross investment and 
sales volume for the different 
types. Issued by Funspot. 


1095. Seventh Automotive 
Study—1958. 

This survey shows the prefer- 
ences of Popular Mechanics fam- 
ilies 


of tires, batteries, accessories and 
replacement parts. 
No. 1096. 1958 Road and Track 
Reader Survey. 

Road and Track _ subscribers 
were asked what cars they own, 


|when they plan to buy new cars/|titude toward 


and what makes they will buy. 


in cars and equipment. It| 
also gives data on their purchases | 


these households. 


No. 1101. Survey of Retail Jewel- 
ers—Watches and Diamonds. 
This nationwide survey of jew- 
elers presents their opinions on 
the sale, promotion and advertis- 
ing of leading brands of watches 
and diamonds, as well as their 
magazine readership. Available 
from Reader’s Digest. 
No. 1102. Retail Jewelers’ Opin- 
ions—Fountain Pens. 
In this study 
|Reader’s Digest, retail jewelers 
were asked their opinions as to 
|the quality, sales, advertising, and 
promotion of fountain pens. They 
also responded to questions about 
their readership of several maga- 
zines. 


No. 1103. Retail Jewelers’ Opin- 
ions—Silverware. 

The sample of retail jewelers 
included in this survey gave their 
opinions on the sale, promotion 
and advertising of leading brands 
|of silverware, as well as their at- 


and readership of magazines. 


conducted for | 


jewelry retailing’ 


| erences. Available from Redbook 

'in June, 1958. 

|'No. 1111. This is the New Today’s 
Health. 

This booklet will contain an up- 
to-date description of market 
characteristics, including age, size 
|of family, vocation, income, edu- 
|cation, etc., of subscribers to the 
American Medical Association’s 
consumer magazine, Today’s 
Health. To be published July, 1958. 


No. 1112. A Study of the Corpo- 
rate Personality—An Appraisal 
of Non-Ferrous Metals Compa- 
nies. 

| Executive subscribers of Na- 

tion’s Business will be asked to 

give their impressions for this re- 
|port on the progress and prospects 
of leading non-ferrous metals 
|companies. Their reasons for rec- 

/ommending and not recommend- 

jing the companies listed for per- 

| sonal investment and future em- 
|ployment will also be given. To 

| be published July, 1958. 


No. 1113. A Study of the Corpo- 
rate Personality—An Appraisal 
of Steel Companies. 

A survey is being conducted 
among executive subscribers to 
Nation’s Business on their impres- 
sions of the progress and prospects 
of leading steel companies. The 
results will be listed along with 
|respondents’ reasons for recom- 
mending and not recommending 
the companies listed for personal 
investment and future employ- 
ment. Available in July, 1958. 

No. 1114. Catholic Family News- 

papers Market. 

This is a description of the mar- 


ket covered by the 44 newspapers | 


Their spending for automobiles! Available from the Reader’s Di-|in the recently organized Catholic 


|No. 2000. Specified Farm Equip- 
ment—Michigan. 

| This is a county-by-county tally 
of electric pig brooders, power 
feed grinders, milking machines, 
| grain combines, corn pickers, pick- 
|up hay balers and field forage har- 
| vesters. Published by Capper-Har- 
man-Slocum Inc. for Michigan 
Farmer. 


No. 2001. Specified Farm Equip- 
ment—Pennsylvania. 

The same style of report shown 
above has been issued by Capper- 
Harman-Slocum for its publica- 
tion, Pennsylvania Farmer. 


|No. 2002. Specified Farm Equip- 
ment—Ohio. 

A similar report on farm equip- 
ment has been issued by Capper- 
Harman-Slocum for The Ohio 
Farmer. 


No. 2003. Ohio Farm Facts. 
County-by-county facts in table 
form covering number of farms, 
types of livestock, feed expendi- 
tures, potential feed consumption 
for all classes of livestock, and es- 
|timated sales of animal health 
products for the various types of 
livestock. Issued by Capper-Har- 
man-Slocum for The Ohio Farmer. 


| No. 2004. Michigan Farm Facts. 
Capper-Harman-Slocum offers 

|this tabulation, similar in form 

|and content to the one above, for 

its publication Michigan Farmer. 

| 


|No. 2005. Pennsylvania Farm 
Facts. ' 
| This county-by-county table 


showing number of farms, types of 

livestock, feed expenditures, etc., 
has been issued by Capper-Har- 
man-Slocum for Pennsylvania 
| Farmer. 


| No. 


cial and social data, are included 
in the report. 


1097. The Garden 
Market. 


In this analysis of the market 


Supply 


‘for home garden supplies is found | problems and techniques involved | No. 


+ + 


31st in the nation in spendable income per household! 
2nd largest machine tool center in the world! 
llth in the nation in postal savings! 


Remarkable Rockford, Illinois is a market that can 


mean real profits for you. 


It is a growing industrial 


community . . . surrounded by a rich agricultural area. 
For full details write for new FACTS BOOK! 


oe Ee 
13 county market 
of half a million people . 


covered completely 
~. ene media 


ROCKFORD MORNING STAR 
Rockford Register-Republic 


|Family Newspapers group. It in-| 
|cludes data on Catholic popula-| No. 2006. Farm Irrigation in Mich- 
No. 1104. New Car Dealers’ Opin-| tion, retail sales, and food sales,| ‘gan, Pennsylvania and Ohio. 
ions of Automobiles. and a summary of the total Cath-| The growth of irrigation in these 
Interviews with a nationwide lic market. Wili be available Sept.|three states is shown with the 
‘sample of new car dealers were !, 1958 from Bogner & Martin. beet of yr Here — the 
, counties-producing crops that are 
janalyzed for this report on the 1115. Mechanix Illustrated! suited to sprinkler irrigation. The 
| Sports and Leisure Time Sur-|book contains 105 pages and is 


in the promotion and sale of auto-| : 
|mobiles. Material on price in-| _VeY- |Published by Capper-Harman- 


‘creases, changes desired in future) Mechanix Illustrated will sur- | Slocum. 
: |vey its audience for information| 


dels and magazine preferences | = 
pws gree A Sonmemes by the | about sports activities and use of| No. 2007. Electricity on the Farm. 


Reader’s Digest. 


No. 1105. New Selling Opportunity 
in the West. 

This report on Reader’s Digest 
circulation for its western edition 
|shows coverage by age, income, 
ownership of various products 
and use of services for the seven 
mountain Pacific states. 


No. 1106. Characteristics of Read- 


er’s Digest Primary House- 
holds and Readers—Western 
Edition. 


Reader’s Digest primary audi- 
ence composition and penetration 
in the seven mountain and Pacific 
|states is analyzed in this report 
by social and economic indexes, 
with a summary of the total mar- 
ket in these primary households. 
No. 1107. Number, Composition, 
Penetration, Audience Charac- 
teristics—Reader's Digest 
Western Edition. 

The Reader’s Digest audience in 
the seven western states is re- 
ported in this study. Age, sex, 
marital status, urban and farm 
residence, income, education, em- 
| ployment 


|leisure time. The report will also 
|include tabulations covering own- 
'ership of fishing equipment, guns, 


|boats, camping gear and other 
|sports items. Available summer, 
1958. 


| No. 1116. Boys’ Life Reader Sur- 
| vey. What Do You Want for 

Christmas? 

Boys’ Life readers will be asked 
for their Christmas gift prefer- 
| ences for this report. Their an- 
|swers will be tabulated in gen- 
;eral product classifications, and 
| will be available during the sum- 
| mer, 1958. 


|No. 1117. True’s Toiletries Survey. 

This survey will report on the 
use of shaving requisites, men’s 
toiletries and some drug items 
among True’s male audience. It 


| will also cover brand preference | 


jand place of purchase of these 
| products. To be released summer, 
1958. 


'No. 1118. True’s Smoking Survey. 

This study will cover the smok- 
ing habits of True’s readers, re- 
|porting their cigar, cigaret and 
pipe tobacco consumption in de- 
| tail, as well as the place of pur- 


status, spending and chase of tobacco products and. 


This ring-bound folder contains 
facts and tables pertaining to the 
use of electricity on farms, owner- 
ship of appliances, etc. It consists 
of county-by-county material for 
Ohio, Pennsylvania and Michigan 
—published by Capper-Harman- 
Slocum. 


No. 2008. The Ohio Farm Market. 

This brochure contains about 
100 loose-leaf pages of information 
about the farm market and farm 
production, mostly derived from 
the Census of Agriculture and ar- 
ranged in state-by-state and coun- 
ty-by-county tables. Issued by 
Capper-Harman-Slocum, publish- 
er of The Ohio Farmer. 


No. 2009. The Michigan Farm 
Market. 

| State-by-state and county-by- 
| county tables in this 100-page book 
|}cover the Michigan farm market 
and farm production, with figures 
derived mostly from the Census 
|of Agriculture. Published by Cap- 
| per-Harman-Slocum for Michigan 
| Farmer. 


No. 2010. The Pennsylvania Farm 


Market. 
Capper-Harman-Slocum has 


isaving habits, are tabulated for| smoking by other family members. | published this brochure of loose- 


| Digest readers in this area. 


| Available summer, 1958. 


| leaf pages containing tables of fig- 


| 
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ures on the Pennsylvania farm 
market and farm production, most- 
ly derived from the Census of 
Agriculture. 
vania Farmer. 


No. 2011. Selected Field Crop Acre- 
age—Pennsylvania—1955. 


Capper-Harman-Slocum has is-| beverages, canning, 


sued this table showing acreage of 
corn, wheat, hay, oats and barley 


Issued for Pennsyl-| 


|No. 2023. Food Brand Preference 
Survey Among Nebraska Farm 

Homes. 

Nebraska Farmer reports on a 
survey of farm families, showing 
percentages of brands in _ the 
homes. The study covers bakery 
|products, cereals, dairy products, 
laundry and 
dishwashing supplies, food wraps 
and other items. 


by county in Pennsylvania. Is- | 


sued for Pennsylvania Farmer. 


No. 2012. Selected Field Crop 

Acreage—Michigan—1955. 

A table showing acreage for 
corn, wheat, hay, soybeans and | 
oats by county in Michigan. Pub- 
lished for Michigan Farmer by 
Capper-Harman-Slocum. 


No. 2013. Selected Field Crop Acre- | 
age—Ohio—1956. 
This table shows acreage for | 
wheat, corn, hay, soybeans and 
oats by county in Ohio. Published 
by Capper-Harman-Slocum for 
The Ohio Farmer. 


No. 2014. Hunting Licenses Sold in 
the U. S., July 1, 1955—June 30, 
1956. 

A U. S. map showing the num- 
ber of hunting licenses issued in 
each state and the nation’s total. 
Issued by Capper-Harman-Slocum. 


No. 2015. Fishing Licenses Sold in 
the U.S., July 1, 1955—June 30, 
1956. 

Capper-Harman-Slocum has is- 
sued this map of the U. S., showing 
the number of fishing licenses is- 
sued in each state and the nation’s 
total. 


No. 2016. Fertilizer Consumption 
Increased 46%, 1947-1957. 

This U. S. map shows 1957 ton- 
nage for each state, 10-year in- 
crease in each state, and a table of 
1947 consumption. Issued by Cap- 
per-Harman-Slocum. 


No. 2017. Cropland and Pasture 
Land in Ohio. 

A county map of Ohio showing 
acreage of cropland and pasture in 
each county. Issued by Capper- 
Harman-Slocum. 


No. 2018. Number of Farms and 
Percentage of Land Area in 
Farms—Ohio. 

A county map of Ohio, showing 
number of farms and percentage of 
area in farms for each county. 
Published by Capper-Harman-Slo- 
cum. 


No. 2019. Farm Income 
United States——1956. 
This table, issued by Capper- 
Harman-Slocum, shows receipts 
from marketings, government 
payments, value of home con- 
sumption and gross farm income 
by state. Rank of each state is giv- 
en. 


in the 


No. 2020. Percentage 

Farms Grows. 

A comparison showing that a) 
decrease in the number of farms | 
in Ohio, Michigan and Pennayive- | 
nia resulted in an increase in the 
size of remaining farms. Source is | 
the Census of Agriculture. Issued | 
by Capper-Harman-Slocum. 


No. 2021. Farm Market This Week. | 

Farmer’s Friend issues a period- | 
ical report on the farm market out- | 
look in Wisconsin, giving buying 
trends, purchasing power and oth- 
er developments bearing on the 
area’s agricultural economy. 


No. 2022. 1958 Buying Intentions | 

of Nebraska Farm Families. 

Nebraska Farmer offers this re-| 
port on its annual survey of inten-_ 
tions to buy items for the farm 
home and family living, automo- | 
tive and tractor equipment; plans 
for buildings and improvement; 


of Large 


general equipment for the farm, 
etc. 


|No. 2107. Feeding Practices Sur- 
vey. 

Cattle Group Ltd. has issued 
this study which shows practices 
| followed by its readers in the use 
of processed feeds, blackstrap mo- 
lasses, minerals. It includes in- 
formation on fattening steers. 


No. 2108. Fencing Survey. 
This report by Cattle Group Ltd. 


HALIFAX is one of the 8 Major Cities in 


Canada With Newspapers Over 106,000 A.B.C. 


N 


In planning your schedules you will want to have this market on 


your “A” list. The Halifax duet gives you complete coverage of 


the metropolitan area, and majority coverage of the whole retail 


\\\\\ll 


trading area (N. S. Mainland). Cover this market 


effectively ... economically . . . with 


THE HALIFAX CHRONICLE-HERALD 
and THE HALIFAX MAIL-STAR 


A.B.C. 106,013 Daily 


Representatives: WARD-GRIFFITH & CO. INC., U.S.A. 
E A. WILLIAMS. Toronto-Montreal 


38.000 =————— 


HAROWARE AGE 


36,000 


34,861 


35,000 
34,828 


34,000 


34,900 


34,833 


34,708 


33,000 


32,000 


31,000 


— 


30,537 


tive. 


Your ‘Best Seller’ 


In both quantity and quality circulation, HAROWARE 
retailer is the leading ABC publication serving the three 
billion dollar hardware market. Tne amazing circulation | 
growth, as illustrated on this chart, is the result of service, 
information and editorial leadership this magazine pro- 
vides its readers. Proof—in 1957, 88.66°, of HARDWARE 
| retailer's subscribers renewed, while only 78.51°< of the | 
number 2 publication's subscribers renewed. 

In circulation, in readership, in editorial authority, 
HARDWARE retailer is your “best seller’ among 38,815 
aggressive hardwaremen. Ask for complete details and | 
market data from your HARDWARE retailer representa- 


* Statistical source—Dec. 1957 ABC statements 
i 1 


30,000 


Published by the NATIONAL RETAIL HARDWARE ASSOCIATION 


964 North Pennsylvania Street Indi fi 
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deals with acreage, miles of barbed 
wire and field fence maintained, 
preferences for number of strands, 
spacing of posts, height of field 
fence, etc. Indicates total pur- 
chases by readers of Cattle Group 
Ltd. publications. 


No. 2109. Occupational Survey. 
This report shows that readers 
of Cattle Group Ltd. publications 
embrace many other farming ac- 
tivities besides livestock. It indi- 
cates the size of herd, and gives 
data on plans for future herd en- 
largement or reduction. 


No. 2110. Water Control Survey. 

Gives statistics on use of drain- 
age and irrigation equipment, and 
suggests uses made of land so| 
controlled, among readers of Cat-| 
tle Group publications. Issued by | 
Cattle Group Ltd. 


No. 2111. Silage-Forage Survey. 
This report by Cattle Group Ltd. | 
shows increasing interest in use | 
of ensilage among readers. na 

mation is separated into geograph- 

ical areas corresponding to the | 
Florida Cattleman and Livestock | 
Breeder Journal circulation areas. | 


No. 2112. Fertilizer Survey. | 

This study by Cattle Group Inc. | 
indicates the extent and purposes | 
for which fertilizer is used by} 
readers of the group. Frequency | 
of application and the seasons fer- 
tilizer is used are shown. 


No. 2113. Farm Equipment Pur- 
chases Survey. 

Cattle Group Ltd. shows the ex- | 
tent to which readers are cus- 
tomers for various lines of farm 
equipment, including wheel and 
track-type tractors. 


No. 2114. Farm Equipment Usage | 

Survey. 

This study, by Cattle Group Ltd., | 
shows percentage of readers us-| 
ing various types of farm equip- 
ment, and number of units per 
hundred readers. It includes in- | 
formation on purchases of ammu-| 


H | 
Selling Cotton Farmers? 
Write for free information on the | 
Billion Dollar Mississippi River 
Delta Market. Data on 500 to 30,000 | 
acre cotton farmers in Ark., Miss., 
La., Mo., and Tenn. 


COTTON FARMING Megazine 


347 Madison Ave. © Memphis 3, Tenn. 


|U.S. government survey, 
Expenditures, 1955,” contains sep-| 


nition; electricity; amount of life 


insurance owned; degree to which | 


telephone, tv, gas and electricity 
is available. 


No. 2115. Insecticides Survey. 


This report deals with livestock | 


and dairy uses of insecticides and 
determined type, frequency, pur- 
pose—as reported by readers of 
Cattle Group Ltd. 


No. 2116. Family Living Expendi- | 


tures of Farm Operator Fam- 
ilies. 

This summary of data from the 
“Farmer 


arate data sheets on expenditures 
for all living items (summary); 
shelter items; household textiles; 
furniture; floor coverings; glass- 
ware; china and silverware; kitch- 
‘en equipment; cleaning and laun- 
dry equipment; miscellaneous 
{household furnishings; fuel, elec- 
|tricity and water; refrigeration; 
household services; laundry, clean- 
ing and other supplies; medical 
|and personal care. Issued by Farm 
Journal. 


No. 2117. A New Look at the Farm 
Market. 
Farm Journal offers a set of 


|data sheets from a national sur- | 


vey, giving information on dis-| 
tribution of, and Farm Journal 
coverage of, farm operator families | 
by (1) standard of living; (2) eco- | 
nomic class of farm; (3) passen- | 
ger cars; (4) trucks; (5) wheel 
tractors; (6) garden tractors; (7) 
crawler tractors; (8) milking ma- 
chines; (9) corn pickers; (10) 
grain combines; (11) hay balers; 
(12) automatic ‘washing machines; 
(13) beef cattle; (14) hogs; (15) 
dairy products; (16) poultry prod- 
ucts; (17) commercial fertilizer; 
| (18) formula feed; (19) feed sup- 


|plements; (20) prepared food mix- 


es and refrigerated packages for 
rolls and biscuits; (21) baking 
“from scratch.” 


|No. 2118. A Guide for Building | 


More Sales in Alabama. 

This study by Farm Journal, 
Philadelphia, contains figures on 
the number of farms, rural fam- 


\ilies, rural population, level of liv- 
|ing, 


index of farm operator fam- 
ilies, value of farm land and build- 
ings, value of farm products sold, 
number of cars, trucks and trac- 


One 3 measure of 


(a 


. 


No. 1 in a series with a message 


a TV station: 


WNCT i is full of power—316 kw. visual, 
138 kw aural, and a bunch of 110 and 
220-volt AC-DC. But in Eastern North 
Carolina, folks are not interested in 
power unless it fails and they can't see 
their favorite programs on Channel 9. 


Message: The latest 19-county Tele- 
pulse and ARB point to WNCT as a 


WHALE 


of a buy. You'll see when you 


try WNCT for your next buy in the 
Eastern N. C. market. Hollingbery has 
ils and free copies of or 
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tors on farms, and farm expendi-j available figures on New England 
tures for various products, broken| farm income, with receipts from 
down by county in the state of|sales of principal farm products; 
Alabama. 


| acreage; production and total value 


No. 2119. National Survey on Wa-| 
ter, Water Systems & Laundry | 
Equipment. 

Information on water facilities, 
|ownership of water systems, water | 
‘heaters, water softeners, clothes | 
,washers and dryers, hand irons, 
/ironers; wash loads per week; pur- 
‘chase intentions for water sys- 
tems, water heaters, water soft- 
eners and washers and dryers. The 
|survey was taken among subscrib- 
,ers of Farm Journal, Philadelphia. 


|No. 2120. National Survey on 
Dairy Products. 

This study was made among 
'Farm Journal, Philadelphia, sub- 


scribers on their use of dairy prod- 


ucts such as milk, cream, cottage | 


‘cheese, ice cream, dry or pow- 
|dered milk. It deals with where 
fae items were bought and brand 
used. 


No. 2121. 
Farm & Garden Supply Deal- 
ers in the West. 

This survey among 4,000 retail 
dealers in 11 western states shows 

|how many handle each of 52 im- 


which items are most profitable 
‘and the profit ratings of the prod- 
jucts. Issued by Western Farm & 
Seed, San Francisco. 


This is a four-page reprint of 
four articles written by Erwin H. 
Klaus. The articles deal with farm 
income, marketing, advertising and 
prices. Issued by Western Feed 
& Seed, San Francisco. 


No. 2123. Beef Feeding: Giant of 
the West. 

Western Feed & Seed, San 
Francisco, has reprinted this ar- 
ticle which ran in the January 
issue of the publication. It con- 


western beef production, market 
value of cattle, feed consumed and 
other information. 


|No. 2124. How to Put Your Brand 
on the Western Market. 

| This new study by Western 
Feed & Seed, San Francisco, con- 
tains general and specific data 
about the number of businesses, 
output and purchasing of feed) 
manufacturers, seed processors, | 
grain storage plants and farm and 
| garden supply dealers in 11 west- 
ern states. It describes the inte- 
grated nature of these businesses 
and their relation to the popula- 
tion and agricultural growth of 
the West. 


No. 2035. New England Farm Mar- 
ket. 


New England Homestead offers'| 


\this booklet containing latest 


What’s Being Sold by| 


portant farm and garden products, | 


No. 2122. The West Is Undersold. | 


tains a feeding map and data on| 


{from production; and other infor- 
mation about the New England | 
farm market. 


|No. 2036. General 4-H Sateen! 


tion. 

National 4-H News has issued 
‘this folder outlining the 4-H or- 
| ganization—number of members, 
| their interests, projects and exhib- 
its. 


No. 2037. 4-H Activities Are News. 

This four-page folder, issued by 
National 4-H News, shows the im- 
portance of 4-H members and 
clubs in everyday news of rural 
America. It describes the national 
4-H Club Congress and shows how 
/adult 4-H Club leaders obtain lit- 
erature to help in their club work. 


No. 2038. What’s New with 4-H 
News? 

In this four-page folder, Nation- 
al 4-H News outlines membership, 
4-H clubs and project enrollment, 
and describes adult local volunteer 
leaders and extension personnel 
who work with 4-H clubs. 


|No. 2039. Impact in the Eastern 
Farm Market. 

Dairymen’s League News has is- 
sued this summary of dairy farm- 
ers’ position in the eastern farm 
market. 


No. 2040. Prairie Farmer Reports. 

Prairie Farmer has available a 
series of single data sheets cover- 
ing farm consumption of gasoline, 
LP gas, liquid petroleum fuel; the 
number of home freezers, and the 
/average value of land and build- 
ings per farm, by counties, in 
“Prairie Farmer Land,” compris- 
ing Illinois, Indiana, southern 
Wisconsin and southwestern Mich- 
igan. 


No. 2041. 1958 Buying Intentions 
of Illinois and Indiana Farm 
Families. 

Plans for building and remodel- 
ing farm houses; purchases of 
home conveniences and furnish- 
ings, appliances, cooking utensils 
and cutlery; and plans for new 
farm buildings and improvements 
are covered in this folder issued by 
Prairie Farmer. It also includes 
automotive, tractor and general 
farm equipment. 


No. 2042. Home Appliance Survey. 
This report by Prairie Farmer 
lists various appliances, with trade 
names, owned by PF families in 
Illinois and Indiana, with reasons 
for preference for various types. 


| No. 2043. Petroleum Survey. 

| Prairie Farmer offers this report 
‘on farm-owned automobiles, trucks 
and tractors, with information on 
|gasoline and motor oil trends. 


No. 2044. Prairie Farmer Tire Sur- 
vey. 

This folder offers trade names 
and information on the number of 
rubber-tired implements on Prai- 
|rie Farmer Land farms. Issued by 
Prairie Farmer. 


No. 2024. Nebraska Petrolewm 

Products Survey. 

Ths survey report, issued by 
Nebraska Farmer, covers data on 
passenger cars, trucks, tractors, 
motor oil, frequency and place of 
lubrication, along with informa- 
tion about cooking and heating 
fuel, fuel storage, etc. 


No. 2025. Grocery Shopping Habits 

of Nebraska Farm Families. 

Day of the week, frequency of 
grocery shopping, who does most 
of the shopping, type of store, dis- 
tance traveled and many other de- 
tails of Nebraska farm family 
shopping are reported by Nebraska 
Farmer. 


No. 2026. 

Statistics. 

This Nebraska Farmer report 
contains a county tabulation of 
various types of irrigation on Ne- 
braska farms; total land irrigated, 
1945-1957; irrigation wells, 1948- 
1957; wells and other methods by 
counties, 1953-1957—with an in- 
troduction indicating the increase 
of irrigated farms. 


Nebraska Irrigation 


No. 2027. Tonnage Report of Feed 
Sold in Nebraska. 

This data sheet, issued by Ne- 
braska Farmer, tabulates the ton- 
nage of commercial and mineral 
feed sold at retail in Nebraska for 
the period July 1, 1956 through 
June 30, 1957. 


No. 2028. Tonnage Report of Com- 
mercial Fertilizers Sold in Ne- 
braska, 

Nebraska Farmer shows, in this 
tabulation, increases in tonnage of 
commercial fertilizers sold at retail 
in Nebraska. 


No. 2029. Nebraska Irrigation Sur- 
vey. 
Source of water, type of power 


tem, crops irrigated and number of 
acres under irrigation are reported 
here by Nebraska Farmer. In a 
second sheet of the report, non- 
irrigating farmers tell their future 
plans (for or not); source of water; 
type of irrigation, type of equip- 
ment, etc. 


No. 2030. Nebraska Crop Produc- 
tion. 

This data sheet, issued by Ne- 
braska Farmer, provides 1957 pro- 
duction figures for 19 leading 
crops, with the 10-year average. 


No. 2031. Nebraska Livestock Re- 
port. 


This report contains number and 


equipment, type of irrigation sys- ° 
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Business 


is o000 1 in 
| Nebraska! 


= ad 


We've swapped the boom 
of the °50’s for a stable 
economy. An upturn in 
farm income and sound 
industry is moving 

this area ahead in strong, 
steady strides. 


* Farm income is increasing. The livestock farmer is 
realizing his most profitable price ratio in years. 
Omaha’ s livestock market receipts in March were a 

“plus’’ 5.4 percent over the same month a year ago. 


* Extensive public and private construction is under 
way. In Omaha alone 200 million dollars will be 
spent on building this year. 


* In Omaha and Nebraska, the level of employment is 
above the national average. 


* Of the 16 business indicators taken of the area in 
March, 13 showed an increase over the same period 


a year ago. 


We have a sound, stable economy and an optimistic 

attitude. Business is good because people are buying in 

Nebraska and Western Iowa. Take advantage of this 

sales opportunity now through The Omaha World-Herald 
. the one medium that covers this market where 

1.6 million people have more than $2.4 BILLION to 

spend yearly. Rates are lower with bulk and frequency. 


Omaha World-Herald 


on 
«< << 5 he 


ee 


250,354. Daily 


O’Mara & Ormsbee, Ine.. 
— Detroit — Los Angeles — San Francisco 


261,806 Sunday 


ABC, 12 Months Ending March 31, 1957 


National Representatives. New York — Chicago 
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Available Market Data—Farm 


To secure copies of data listed, use the handy coupons 


value of all Nebraska livestock by 
categories or types and by coun- 
ties. Issued by Nebraska Farmer. 


No. 2032. Nebraska’s Cash Farm 
Income. 
A 10-year study of Nebraska’s 
farm income, 


new release by Nebraska Farmer. 


No. 2033. Nebraska’s Rank in Ag- 
riculture. 

Nebraska’s rank among the 
states in major crops and livestock | 
is shown in this new data sheet is- 
sued by Nebraska Farmer. 


No. 2034. Dakota Market Data. 
The Dakota Farmer has issued 
this loose-leaf market data book | 


containing detailed figures on crop | 


production, livestock, farm equip- 
ment and farm families. It in- 
cludes a U. S. map showing rural 
population for each state; fuels 
consumed on farms, and seasonal 
activities of Dakota farmers. 


No. 2045. Agricultural Chemicals | 


Survey. 

Prairie Farmer has issued this 
report on various chemicals used 
on farms, and the various crops re- 
quiring agricultural chemicals. 


No. 2046. Animal Health Survey. 
This report, by Prairie Farmer, 
furnishes information on livestock 
diseases and types of dealers who 
handle livestock medication. 


No. 2047. Farm and Home Buying 
Action. 
Successful 


LATEST & 
[SPANISH PUERTO RICAN] 


POPULATION FIGURES 
BY COUNTY IN METRO 
NEW YORK 
Station WWRL 


Woodside 77, 
New York City 


Farming has pub- 


lished this report on a subscriber 
survey showing extent of remodel- 
ing activities, ownership of ap- 
pliances and heating equipment, 
and purchases of furniture and 
furnishings, January, 1954-Janu- 


ary, 1957. The survey covers both | 
broken down by|home and farm service buildings. 
principle sources, is reported in this | 


No. 2048. Successful Farming Bas- 
ic Data Book. 


Basic data for Successful Farm-_ 


ing includes family characteristics, 
income, ownership of appliances 
and equipment, size and value of 


|farm, etc. It also covers informa- | 
jGon about the publication: editori- 
‘al, advertising and audience char- 


acteristics. 


|No. 2049. Successful Farming Con- | 


sumer Panel. 
This is a continuous diary-type 
panel composed of 300 representa- 


itive Successful Farming subscrib- | 
ers who report on purchases of 95| 


|food and drug products. Individual 
product reports are also available 
‘for 1955 and 1956. Published by 
Successful Farming. 


No. 2050. Keeping in Step with the 

Changing Poultry Industry. 

The Poultryman has issued this 
folder to spotlight the trend to- 
ward specialization and _ larger 
flocks. It gives an insight on the 
future of the industry and the 
course to be followed to keep in 
step with the changing times. 


No. 2051. A Field Study of Farm 

Equipment. 

National Hog Farmer reports on 
'a study made among more than 
/400 hog producers to determine 
|types of farm equipment owned, 
replacements anticipated, and new 
|equipment planned for the next 
|two to five years. The report shows 
buying intentions and size of the 
potential market. 


|'No. 2052. A Field Study of Feed 
and Feeding Techniques. 

This study deals with feeding 
practices for hogs, protein levels 
fed, weaning ages, various rations 
used, types of equipment and num- 
ber of hogs planned for market in 
1958. It also covers management 
plans contemplated for the future. 


WISCONSIN'S 
THIRD MARKET 


NEW AEC CITY ZONE 


110,853 


RACINE COUNTY 


RANKS 3rd 


IN: POPULATION 128,600 


INCOME 
SALES 


$255,489,000 
$156,322,000 


CONSUMER SPENDABLE INCOME 


AMONG WISCONSIN NEWSPAPER CITIES 


(per Family) 


RACINE COUNTY 


$6,779 (3rd) 


RACINE CITY 


$7,268 (3rd) 


3rd in: AUTO - FOOD - DRUG 
The 
RACINE JOURNAL-TIMES 


ed 


~~ ae 


and aoten Bulletin — 


SOURCE SRDS 
MAY 1958 


ALLEN-KLAPP COMPANY 


Notionally by the , 


1958 


Advertising Age 


. May 5, 


TO OBTAIN MARKET DATA USE 


Readers’ Service Dept., ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


Please send me the following data (insert code number of each item wanted) : 


THIS COUPON 


Ee ONE ae Ore eee:  ORER eee. Meee de Aegean ee RA A) ee eee eee 
es A Oe ee 6 ere eer ee eee eS eee ee re eee Se 
| RS PR a ee Or ee ee SES ce ee eer ee hee YS Cre ere ee 
ge Perea ee Peer re sree re PEPE. a LIP eY een er re 


This coupon not valid after July 31, 1958 


Issued by National Hog Farmer. | No. 2061. Research Report on Poul- 
try Processing and Marketing. 
2053. By This folder reports on a compre- 
States. hensive market survey of the poul- 
Taken from the current USDA try marketing 
census, this report lists total num-/|field, with data on production, 


ber of U. S. farms reporting hogs | type of processing, packaging, sup- | 


No. Hog Population 


and processing | 


er subscribers is shown in this 
brochure published by Capper 
| Publications. It shows ownership 
of homes and equipment, farm 
equipment and service buildings, 
recent purchases and next major 
| purchases to be made. 


sold alive and those selling 100 or} |plies, transportation and merchan- | 


more annually. The numbers are | dising. Issued by Poultry Proces- 


No. 2066. Crochet and Sewing Ma- 


reported by states, with a special | sing & Marketing. 


grouping for the corn belt states. 
Issued by National Hog Farmer. 


No. 2054. Farm Implement News 
Facts and Figures Issue. 
This issue of Farm Implement 


News contains the latest available | 


industry sales and production fig- 
ures with current estimates. It 
shows machinery on farms by 
states, farm income and farm ex- 
penditures. 


| No. 2055. Buyer’s Guide Issue, Farm 
Implement News. 


This annual April 25 issue of) 


Farm Implement News contains 
more than 400 pages of brand 


name and manufacturer listings of | 


all active builders of farm equip- 
}ment, with buying information for 
farm equipment dealers, jobbers 
and manufacturers. 


No. 2056. The Tractor Field Book. 

Farm Implement News  pub- 
lishes this annual dealing with 
technical data, industry standards 


and performance ratings on trac-| 


‘tors. It includes specs on other 
/power equipment for agriculture. 


| No. 2057. Poultry Farming is Big 
| Business. 


| Watt Publishing Co. offers this|° 


|28-page booklet which contains 
data from the 1954 Census of Ag- 
riculture, 1956 Department of Ag- 
riculture statistics, original survey 
results and other information on 
the poultry industry. 


No. 2058. To Sell the Farmer—Tell 
the Ag Leader. 

This booklet, issued by Better 
|Farming Methods, contains data on 
the agricultural leader (county 
agent, vo-ag teacher, soil conser- 
vationist, etc.) and shows the in- 
fluence he has on farm-buying de- 
| cisions. 

No. 2059. Research Report 
Broiler Growing. 

This folder reports on a survey 
of the broiler business, and con- 
tains data on those who make buy- 
ing decisions, on facilities, volume 


on 


No. 2060. Reader Facts on Hatch- 
ery and Feed. 

Hatchery & Feed offers this re- 
port on a basic market survey 
made among hatchery men and 
feed industry people. It contains 
data on size of business, equip- 
ment used, sales, etc. 


of business, contract arrange- | 
ments, etc. Issued by Broiler 
Growing. 


|; 


chine Survey. 
| This report, issued by Farm & 
‘Ranch Publishing Co., covers a 
{survey made among Farm & 
Ranch subscribers, and shows how 
many crochet or sew, where they 
buy their patterns, their age 


| No. 2062. Research Report on Poul- 
| try Tribune Subscribers. 

This folder, issued by Poultry 
‘Tribune, contains results of a mar- 
ket survey among subscribers. It 
contains data on size of operation, groups, ownership and make of 
| facilities, trade channels used. |sewing machine, year purchased. 
It also shows what make would 
|No. 2063. Petroleum and Automo-|be preferred in case of future pur- 

tive Markets Reported by Kan- chase. 
sas Farmer and Missouri Ru- 
ralist. 

Capper Publications has issued 
this brochure which reports on a; Studies, 1957. 
istudy made with the marketing! This booklet reports on a survey 
research committee of the Ameri- of farm women’s brand prefer- 
can Petroleum Institute. It shows ences in foods and household mer- 
subscriber farms by size, use of |chandise among American Agri- 
petroleum products, and owner-/|culturist subscribers distributed 
ship and age of cars, trucks and|over 53 New York state agricul- 
tractors by subscribers of these | 'tural counties. 
publications. 


No. 2067. New York State Farm 
Women’s Brand Preference 


No. 2068. National Grange Month- 
ly FactFile. 


No. 2064. Homes and Equipment, | : 
National Grange Monthly has is- 


Farm Equipment, Service 
Buildings Reported by Missouri 
Ruralist Subscribers. 
Capper Publications, for Mis-| 
| sourt Ruralist, has issued this re- | 
|port showing standard of living 
}and occupational status of sub-| 
\scriber farms through ownership | 
of homes and equipment, farm 
|equipment and farm service build- 
ings. The report indicates recent 
purchases and expected major | 
purchases next to be made. 


Regular Features 
Back Next Week 


The regular lineup of fea- 
tures (Creative Man, On the 
Merchandising Front, Sale- 
sense in Advertising, etc.) 
which normally appears in 
the AA feature section has 
been omitted from this issue 
to provide adequate space 
for the large volume of mar- 
ket data. All of the usual fea- 
tures will be back in their 
regular places next week. 


No. 2065. Homes and Equipment, | 
Farm Equipment, Service 
Buildings Reported by Kansas 
Farmer Subscribers. | 

Standard of living and farm oc- 
cupational status of Kansas Farm- | 


RT 


The Key to Retail Store 
Merchandising Support 
IN NORTHERN CALIFORNIA 


Get extra merchandising assistance from an organization 
of over 3000 food stores. Only $350.00 per participation. 


for more information, contact BONNIE HUBBARD’S KUPBOARD 
685 6th St., San Francisco 
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Today, one ou? of every ten 
consumers in the United States 
is a Negro, In major cities, Negro 
communities are 109% to over 50% 
of the total city zone population. 
The Negro population during the 
petiod 1940 to 1955 increased 83% 
in New York City, 160% in Chi- 
cago, 347% in Los Angeles...and 
so or. The Negro, as a buying 
unit, should be reckoned with by 
every sales executive embarking 
On a concerted sales campaign. 


During the past twelve years, 


EBONY magazine has been es-— 


tablished as the dominant 
infivence in the urban Negro 
merket where more than 60% of 
America’s 17 million Negroes now 
live. Using the picture approach 
to mirror everyday life of the Ne- 
gro in all social strata, EBONY's 
500,000 circulation gives special 
recognition and invitation to the 
Negro as an important customer 
for nationally advertised products. 


...the Negro picture-feature 
Negroes in America 


designed io secure 


consumer for your clients’ prod- 


COMPLETE 


Nearly 3,000 advertising agen- 
cies have used EBONY to reach 
America’s money-spending Ne- 
groes...because they have found 
that it is the ideal vehicle to carry 
their clients’ sales messages. As has 
been so clearly stated, “To emo- 
tionally reach the Negro con- 
sumer, the advertiser must use 
Negro media’’ Of the Negro media 
available to national advertisers 
through: their agencies, EBONY 
magazine is by every measuremer: 
the leader in its field. 56 of the 100 
largest United States corporations 
advertise in EBONY. EBONY has 
a higher percentage of circulation 
in cities 100,000 and over than all 
other Starch-rated magazines. 
EBONY is the only medium into 
which Negroes can completely pro- 
ject themselves. 


EBONY is essential for building 
consumer rapport and establish- 
ing product identity in the rapidly 
growing Negro market. Because 
of the surging growth of Negro 
population, no product can be 
No. l in 14 major markets unless 


— it has Negro support. 


No matter what media you are 


now using...no matter what the 


circulation figures...no matter how 
you feel about duplication of cir- 
“culation...the fact remains that un- 
less EBONY magazine is on your 
_ dist, you are not securing complete 


mational coverage of the Negro 


> 


. ~—, 


ucts. Many hundreds of adver- 
tisers have been using EBONY 
consistently for five ears or more. 
Neariy 2,000 products and services 
have invested more than $12,000,- 
000 in EBONY advertising during 
the past twelve years. Advertising 
dollars spent in EBONY come 
back many-fold in terms of in- 
creased sales, particularly in highly 
competitive urban areas where 
Negro buying preference can tip 
the balance in favor of your cli- 
ents’ products. 


if you hove bowen using EBONY 
magazine to reach and sell 
America’s 17 million Negroes, 
we want to thank you for your 
advertising patronage; if you do 
not have the latest facts and figures 
on Negro buying habits, call any 
of our three offices. A thoroughly 
qualified sales representative will 
bring you Negro market data, spe- 
cific field studies on sales of brand 
names among Negroes, EBONY 
readership surveys, and the factual 
material which will be heipful to 
you in the development of future 
media schedules. EBONY knows 
the Negro, aad through the pages 
of EBONY you can sell him! 


CHICAGO: 1820 S$. Michigan Ave, 
CAlueet 5-1000 
NEW YORK: 55 W. 42nd St. - LOngacre 4-0776 


£08 ANGELES: 1127 Wilshire Bivd. 
MUtvel 5301 


magazine that accurately reflects life among 


who spend $16 billio 
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Available Market Data—Farm 


To secure copies of data listed, use the handy coupons 


sued this report on the National 
Grange, its people and their mag- 
azine, and the importance of the 
Grange in rural America. 


No. 2069. Grange Trading Areas. 
Data on the location and size of 
7,196 subordinate Granges in 37 
states are given in this folder is- 
sued by the National Grange 
Monthly. Grange trading areas are 
defined by counties and related to 


charts on business volume, where 
business is done, major production 
supplies handled, etc., is offered by 
Cooperative Digest. 


No. 2073. Dairy Cattle Raised, Feeds 
Fed, Point of Purchase. 
Wisconsin Agriculturist & Farm- 
er has issued this brochure report- 
ing on a subscriber survey cov- 
ering dairy cow ownership and 
milk production; feed used and 


Advertising Age, May 5, 1958 


Readers’ Service Dept., ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


TO OBTAIN MARKET DATA USE THIS COUPON 


Please send me the following data (insert code number of each item wanted) : 


feeding methods; calves and their | 
| feeding; kinds of feeds used; and 
No. 2070. Farmers’ Expenditures | information about where dairy i} 
in 1955. cattle feeds and calf feeds are ee eee ee eee eee eee eee ee Cr hull eee 
Farm Journal has issued this) bought. 
summary of data from the U. S.| 
government survey of the same ti-| No. 2074. Grocery Brands in Wis- 
tle. Data sheets show expenditure: | consin Farm Homes. 
for motor vehicles, machinery and | Bakery products, supplies and 
implements; upkeep of motor ve-| mixes; beverages; cereals; canning | 
hicles and farm machinery; petro- supplies; dairy products; house- 
leum products; farm machinery |hold supplies; food wrappings and 
and implements; insurance; farm) other items are covered in this re- This coupon not valid after July 31, 1958 
= construction; home construction; port issued by Wisconsin Agricul- | i 
construction, maintenance and re-|!urist & Farmer. \f 


the nearest basic trading centers. 
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pairs; and fencing. various crops; farm employment 
and farmers’ ownership of equip- 
ment, and many other details 


No. 
about the California agricultural 


2071. 
Market. 


Your Western Farm 


No. 2075. What’s Being Bought in 
1958. 
Pacific Northwest Farm Quad 


tentions, livestock, poultry, auto- | No. 2084. Canned Meat Survey. 

motive items, irrigation, fertilizer,; This booklet reports on a survey 
electrification, etc. Issued by the|of subscribers to The Progressive 
Pacific Northwest Farm Quad. Farmer, showing kinds of canned 


Farming in the West—Arizona,|(Washington Farmer, Oregon 
California, Idaho, Nevada, Oregon,| Farmer, Idaho Farmer and Utah 
Utah and Washington—is called| Farmer) has issued the 35th annual 
highly specialized, highly mech- | farm consumer study, reporting 
aized, highly irrigated; uses 33% |1958 buying intentions for 125 
ot all agricultural chemicals. Pub-|items for farms and farm house- 
lished for Farm Management,| holds. It covers brand preferences 
Western Dairy Journal, Western| for many items; general shopping 
Livestock Journal and we eeeern | Sane, building plans, etc. 

Fruit Grower by Walter C. Elly! 

Inc., publishers’ representative. | No. 2076. Farm Facts About Quad- 

land. 

This brochure contains a miscel- 
\lany of material concerning the 
farm market of Washington, Ore- 
gon, Idaho and Utah. It includes 
analytical comparisons, county 
breakdowns and graphic presenta- 
tions of data on income, buying in- 


No. 2072. Market and Media Data— 
Cooperative Digest. 

Two articles, “Cooperatives Ac- 
tive in the Nation’s Economy,” 
by Martin A. Abrahamsen, and 
“Farmer Co-ops Boost Business,” a 
summary of business activities, 


SEE THE 
BRANDS 
THEY BUY IN 
GREENVILLE 
... SOUTH 
CAROLINA'S 
Ist MARKET 


WHERE 1957 FOOD SALES WERE 
MORE THAN $106,000,000. 


Write for your FREE COPY of “Brand Inven- 
tory in Homes of Greenville News Readers”... . 
first study ever made in S. C. of the brands 
people buy. Includes Foods, Soaps, Household 
Goods, Drugs, Automobiles, etc. Covers the 9- 
county Greenville, S. C. market of a Half- 
Million People. Ask us or WARD-GRIFFITH 
CO. for your FREE COPY. 


News — 


RNING end SUNDAY 


GREENVILLE PIEDMONT — 


‘The Greenville 


Daily 
Circulation 


102,363 


2077. 
Typical 
Subscriber—No. 3 of Series. 

This is the third in a series of 
studies of “average or typical” 
Farm Management subscribers in 
various regions of the West. This 


No. 


|meat products purchased, and fre- 


| brands. 


! 


No. 2085. Where Does the Ameri- 
| can Farmer Stand Today? 
This booklet, issued by The 


| scene. 


Farm Management’s quency of purchase. It includes | 
Walla Walla County percentage of total sales by various|No. 2091. Best Appliance Markets 


in 1957. 

This report by Progressive 
|Farmer shows sales of major elec- 
trical appliances by regions in 
|1956, ranked according to North 


describes two crop growers in Wal- | Progressive Farmer, evaluates the |Central, South, Northeast or west- 


la Walla County, Wash. It shows 
inventory of production tools used 
by these growers, describes their 
management practices, and photos 
illustrate the stature of these west- 
ern business farmers. 


No. 2078. Preview. 

The Poultryman offers this data 
sheet which gives the highlights of 
a reader survey among commer- 
cial poultrymen. It covers average 
flock size, source of stock and buy- 
ing plans for the coming year. 


No. 2079. Oklahoma Live Stock 
News. 
Oklahoma Live Stock News pub- 


ilishes this bulletin three days a 


week—the official organ of the 
Oklahoma City live stock market. 
Provides current market quota- 
tions in cattle, hogs and sheep. 

No. 2080. Soap Survey, Booklet 
7B-2. 

The Progressive Farmer has is- 


sued this report on the purchase of 


regular size box soap or detergents 


‘by brands, with the number of 
| boxes purchased in the past month 
| by size; purchase of liquid deter- 


gents by brand; number of cans 
purchased per month by subscriber 
families. Similar information is 
provided on the purchase of toilet 
soap. 


No. 2081. Survey on the Use of De- 
odorants. 
This survey 


of Progressive 


| Farmer families’ use of deodorants 


shows the number of families 
which purchase deodorants, brands 
purchased by per cent of total 
purchases, types bought, families 
using more than one type, and fre- 
quency of purchase. 


No. 2082. Subscriber Survey on 
Biscuits. 

The Progressive Farmer reports, 
here, on the number of subscribers 
who serve biscuits; serve them one 
or more times daily; those who 
make their own, and those who buy 
canned biscuits. Brands purchased 


per family used per week. 


No. 2083. Shortening Survey. 

The Progressive Farmer reports 
on use of shortening by its reader 
families. The report covers brands 
used, size of cans purchased, fre- 
quency of purchase and number of 
pounds per week per household. 


U. S.farm market in terms of num- 
|ber of people employed, number of 


farms, farm assets, portion of land | 


j/under cultivation, farm income 

‘from various sources, and esti- 

mated needs of U. S. in terms of 

'farm production in future years. 

No. 2086. Survey of Farm Fami- 
lies. 

The results of a survey of read- 
ers of Electricity on the Farm 
are published in this report show- 
|ing reading habits, electrical 
|products purchased, index of buy- 
|ing interests, use of bottle gas, 
|and other pertinent data on this 
| market. 

No. 2087. Insect Control Practices 
by Southern Farmers. 

This booklet, issued by Progres- 
sive Farmer, reports on a personal 
interview survey conducted by 
National Research Co. on influ- 
ences affecting purchases of a new 
agricultural chemical on the types 
of insecticides used by farmers 
interviewed. It shows frequency 
/and method of dusting or spray- 
ing cotton, and insects most fre- 
| quently encountered. 


No. 2088. Visits with 100 Broiler 

Growers. 

This is a detailed report on in- 
terviews with broiler growers in 
Georgia and Alabama _ showing 
amount of feed bought, value of 
equipment, brands used and rea- 
son for use or for switching from 
another brand. Published by Pro- 
gressive Farmer. 


No. 2089. Today’s Electrical Ap- 
pliance Market. 

This booklet contains an anal- 
ysis of the electrical appliance 
market by regions, by appliance. 
It gives. total electrical customers 
for each of four U. S, regions and 
per cent in each region, with 
breakdown of electrical appliance 
sales in 1957 and estimated sales 
of all electrical appliances by re- 
gions in 1957. Published by Pro- 


are indicated, and number of cans |97¢ssive Farmer. 


No. 2090. Some Facts About Cal- 
ifornia Agriculture. 
California Farmer has repro- 
duced, for this report, material 


\from the University of California 


Agricultural Extension Service. It 
includes trends in California pro- 


duction; farm income; value of 


fern region. Gives number of units, 
|per cent of total national units of 
refrigerators, ranges, water heat- 
ers, freezers, room conditioners, 
washers, washer-dryers, dryers, 
ironers, vacuum cleaners, dish- 
washers, tv sets. 


No. 2092. Conservation Practices 
Applied with Soil Conserva- 
tion Service Assistance, Year 


1956. 
In this folder, Progressive 
Farmer presents, by acres, the 


amount of conservation practices 
such as farm drainage, irrigation, 
terracing, diversion construction, 
pond construction, etc., by U. S. 
regions, with per cent of total 
U.S. for each region. 


No. 2093. Southern Crops, 1957. 

This folder gives harvested 
acreage of leading crops in the 
South by states, projected against 
total U. S. production of same 
crop. It includes 10-year average, 
1956-57 total production and 1957 
percentage of the 10-year aver- 
age. Planting and _ harvesting 
dates of important southern crops 
given. Issued by Progressive 
Farmer. 


No. 2094. Southern Farm Income, 
1956. 

This four-page folder breaks 
down the income dollar by farm 
products, livestock, livestock 
product by state, cash farm in- 
come from crops by state. It also 
contains month-by-month break- 
down of the South’s cash farm 
income, 1956, each compared with 
year’s total. Government pay- 
ments not included. Issued by 
Progressive Farmer. 


No. 2095. Soft Drink Studies. 

Progressive Farmer offers three 
data sheets on soft drinks: (1) 
“Soft Drink Consumption, 1956,” 
showing consumption in the U. S. 
by regions in total number of 
bottles, per cent of total for each 
of four regions; (2) “Per Capita 
Consumption of Soft Drinks, 
1956,” showing bottles per capita 
by regions in the U. S.; (3) 
“States with Per Capita Consump- 
tion of Soft Drinks Greater than 
the National Average.” 


No. 2096. Changes in Dollar Value 
of Farm Land. 


Progressive Farmer’s U. S. map 
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Scenic ne Point 


BPO Re 


Bariiving at an ideal site for viewing breathtaking scenery is often 
enjoyed on a leisurely hike far from the city sidewalks. However, 
the prosperous millions of heavy spending big city consumers al- 
most always produce the most profitable sales volume. 
Competition for attention to an advertising message is under- 
standably keenest in the nation’s richest markets—New York, 
Chicago and Philadelphia—where the family coverage of General 
Magazines, Syndicated Sunday Supplements, Radio and TV thins 
out. In these 3 far-above-average markets, which account for 18% 


The group with the Sunday Punch 


Rotogravure « “Colorgravure 


To sell more where more is sold 
eeeit’s FIRST 3 FIRST! 


of total U.S. Retail Sales, there is no substitute for FIRST 3 
MARKETS’ saturating 62% COVERAGE of all families. 

In addition, busy cash registers in the six states adjacent to the 
3 markets ring up 29¢ out of every U.S. Retail Sales $1.00. FIRST 
3 MARKETS GROUP concentrates 86% of its more than 6 million 
circulation within these 6 states to deliver 47% coverage of all 
families. 

To make your advertising sell more where more is sold .. . it’s 
FIRST 3 FIRST! 


New York Sunday News Coloroto Magazine 
Chicago Sunday Tribune Magazine 


Philadelphia Sunday Inquirer ‘“‘Today’”’ Magazine 


New York 17, N. Y., News Building, 220 East 42nd Street, MUrray Hill 7-4894 ¢ Chicago 11, Ill., Tribune Tower, SUperior 7-0043 
San Francisco 4, Calif., 155 Montgomery Street, GArfield 1-7946 « Los Angeles 5, Calif., 3460 Wilshire Boulevard, DUnkirk 5-3557 
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Available Market Data—Farm 


To secure copies of data listed, use the handy coupons 


shows with shadings the increases 
by percentages in value of farm 
land for each state, November, 
1956 to November, 1957. 


No. 2097. Fertilizer Used in 
U. S., 1956-1957. 
This data sheet by Progressive 
Farmer shows tons of fertilizer 


the 


For the Liquor Sales 
Picture in Vermont 


write 


THE BRATTLEBORO 
REFORMER 


or contact 


GILMAN, NICOL, & RUTHMAN 
Nat'l Adv. Reps. 


used in each of the four regions of 
the country in the crop year 1956- 
57. Indicates percentage of 
sumption for each region. 
No. 2098. LP-Gas Sales for Do- 
mestic Use, 1956. 

Gives total consumption of LP- 


|Gas by gallons for each of the 
four U. S. regions with per cent) 


of U. S. total for each region. Is- 


| sued by Progressive Farmer. 


No. 2099. Farm Ponds. 
In this data sheet Progressive 


Farmer shows the number of farm 


con- | 


—* 


four U. S. regions, with per cent 
of total for each region. 
No. 2101. 12 Southern States’ 
Pulpwood Production, 1956. 
Progressive Farmer’s graph 
shows cords of pulpwood by 
states, produced in 12 southern 
states, with total production com- 
pared to 1955. 
|No. 2102. Income from Forest 
Products Sold, 1956. a 
Total cash farm income from 
forest products of farmers in 16 
southern states as compared to 
|that of farmers outside the South 
| is shown here by Progressive 
| Farmer. Included is the figure for 
forest income of all U. S. farmers. 


ponds built by farmers by geo-| 


graphic region, built in 1956; total 


/ponds on farms by fegion and per | 


cent of U. S. total for each region. 


No. 2100. Residential Construction, 


1956. 


No. 2103. Outboard Motor Sales in 
1957. 

| These figures by Progressive 

|Farmer show total sales of out- 

|board motors by U. S. regions in 

jand outside of metropolitan mar- 


Progressive Farmer shows here kets. Includes unit sales in per- 
new dwelling units by each of | centage of total. 


Use the Coupons 
in Requesting Data 


No, 2104. Membership of National 

Youth Organizations. 

Progressive Farmer shows here 
the number of members of Fu- 
ture Homemakers of America, Fu- 
| ture Farmers of America and Na- 
tional 4-H Clubs, by region and 
| U. S. total—showing that more 
than half of the members live in 
the South. 


No. 2105. South Adds More than 
Half-Million Homemakers Each 
Year. 
| Progressive Farmer reports in 
\this data sheet on total marriages 
lin 1957 by U. S. region, with the 
‘number in each region and per 
cent of U. S. total. 
|No. 2106. 33% of All Babies Are 
Born in the South. 
This data sheet gives the total 


SALT LAKE HAS 


Among all the newspapers of the country, no matter what their circulations, 
Salt Lake’s newspapers rank high in ROP Color Advertising Linage for 1957. 


Morning Only 


The Salt Lake Tribune 


4th 


Daily and Sunday 


Evening Only 


Deseret News and Telegram 


6th 


The Salt Lake Tribune (Morning & Sunday) 


The Newspaper Agency Corp., printing both The Salt Lake Tribune and the Deseret 


9th 


News and Telegram, produced 2,283,781 lines of ROP color advertising in 1957, ranking 


it 3rd in total plant production. And 10 new units of Goss Headliner Press are on order 


to increase the linage further. 


Che Salt Lake Tribune 


(MORNING & SUNDAY) 


DESERET NEWS so 
Salt Lake Telegram (eveNninc) 


Advertising Age, May 5, 1958 


number of births in 1957 by U. S. 
region with number in each re- 
|gion and per cent of total. Issued 
| by Progressive Farmer. 


2300. 1958 Feeding Practices of 
lowa Farmers. 

This booklet contains supple- 
|mental data of Iowa Farm & Home 
| Register feed and fertilizer surveys 
normally made biennially. The re- 
port covers current livestock and 
poultry feeding habits by Iowa 
farmers. 


|No. 


No. 2301. 1958 Iowa Farm Market 

Data Folder. 

This folder-type brochure shows 
a breakdown of Iowa counties in 
1957 for the number of farms, cat- 
tle marketed, calves born, sheep 
and lambs marketed, lambs born, 
sow farrowings, milk cows and 
beef cows on hand, hens and pul- 
lets on hand, chickens and tur- 
keys raised. There also is a com- 
parison of Iowa farm production 
with six midwest farm states. Pub- 
lished by Iowa Farm & Home Reg- 
ister. 


No. 2302. lowa Farm Petroleum 
Market. 

Iowa Farm & Home Register 
made this study in cooperation 
with the American Petroleum In- 
stitute. The report shows the own- 
ership and purchase of cars, trucks 
and tractors by Iowa farmers, 
brands of motor fuel and motor oil 
used in the same vehicles, fuel for 
cooking, home heating, water heat- 
ers and storage tank heaters, and 
the kind of water heaters and 
home heating equipment and fuel 
storage on farms. 


No. 2303. The Voice of California 
Agriculture. 

The California Farm Network 
has produced this three-page let- 
ter containing figures on the num- 
ber of farms and the money value 
of farm products in 22 California 
counties plus other key facts on ag- 
riculture in that state. 


No. 2304. Buying Intentions of 
Colorado Ranch & Farm Fam- 
ilies (1956-1958). 

This study by Colorado Rancher 
& Farmer shows the number of ap- 
pliances, cars and trucks, insur- 
ance and other items that Colo- 
rado ranch and farm families in- 
tend to buy this year as compared 
with buying intentions for the 
same families in 1956 and 1957. 
The 1958 study is based on 400 us- 
able questionnaires. 


No. 2305. The Intermountain Rural 
Market. 

Information on the number of 
rural families and their yearly in- 
comes living in rural counties in 
Wyoming, Colorado, New Mexico 
and the western portions of Neb- 
raska and Kansas is contained in 
the study by Western Farm Life. 


No. 2306. Analysis of Range Cattle 
and Feedlot Cattle in Mountain 
States. 

This report shows the percent- 
age of cattle on feedlots according 
to the size of lots, up to more than 
10,000 head, in Colorado, New 
Mexico, Utah, Wyoming, Montana 
and Idaho, and the complete num- 
ber of cattle and calves on feed by 
states and by years from 1948 
through 1957. Published by West- 
ern Farm Life. 


No. 2307. Freezers on Farms in 
Mountain States. 

Data on the number of freezers 
on farms in mountain states and 
in the U. S. plus sales forecasts for 
freezers in 1958 and 1959 is con- 
tained in this study by Western 
Farm Life. 


No. 2308. Consumer Survey of the 
Farm Youth Market. 

This booklet on the farm youth 

market shows the age, farm mag- 
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If you're out of touch you're out of luck 
Unused power will get you nowhere 


To sell Canada—make no little plans—use 


Weekend 


MAGAZINE 


The biggest single selling force in Canada 
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Available Market Data—Farm 


To secure copies of data listed, use the handy coupons 


azine readership, family owner-|No. 2317. Agricultural Chemicals | 


ship, personal ownership, personal Used on Upper Midwest Farms. 
income, future plans and net! This 98-page survey contains 
worth. Issued by National Future | data on the various types of agri- 
Farmer. cultural chemicals used on farms 
‘in Minnesota and the Dakotas. 

No. 2309. 1958 Buying Intentions | Detailed information is given on 
Survey—Minnesota Farm Fam- | herbicides, insecticides, seed treat- 
ilies. ments, inoculants, grain storage 

A summary of what Minnesota chemicals and other chemicals. Is- 
farmers intend to buy during 1958. 
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of the incident of various types of No. 2320. Facts About the Market 
livestock diseases that farmers are | National Live Stock Producer 
No. 2318. Animal Health Practices | confronted with. Published by The| Covers Effectively. 

of Upper Midwest Farmers. | Farmer. | This report deals with the live 

This study made of farms in| \stock farmers of America, who 
Minnesota and the Dakotas con-| . . a they are, where they are, what 
‘tains data on the types of livestock No. 2319. Marketing Live Stock by they own and the amount of their 
and poultry on the farms, and the| _ the Calendar. ; cash income. The information is 
various types of medicines, vac- This booklet contains seasonal | | ven from the 1955 U. S. Census 
cines and other health products information on cattle, hog and of Agriculture, and wes prepared 
which were purchased for these lamb marketing which was pre- by ational Live Steck Pooduser 
livestock. It tells where such ani- pared by leading U. S. authorities. | y , 
'mal health products were pur-| Published by the National Live 
|chased and also gives an indication Stock Producer Publishing Assn. |No 2321. Agricultural Reference 


sued by The Farmer. 


The survey includes all types of 
items for the farm, home and fam- | 
ily living, as well as items for the 
farm enterprise. Percentage fig- 
ures are given for each item, as 
well as the total number of farmers | 
within the state who indicate they | 
will be buying a particular item. 
Issued by The Farmer. 


basis 
No. 2310. 1958 Buying Intentions | 
Survey—Dakota Farm Fami- 


On a cost-per-proof-of-purchase, or actual sales, or any other 


of measurable results-yes, including ratings, too- 


lies. WMGM produces action at the lowest cost of any 


This survey by The Farmer dis- 
closes the number of farm and 
home items which farm families in| 
North and South Dakota are plan- | 
ning to buy this year. 


No. 2311. 1958 Business Poll (Mid- | 
west Dealers). 


radio station in the New York metropolitan area. 


A report from 3,911 dealers in | tation in towne 50,000 watts wmem 


RADIO 


seven major lines of business lo- | 2 elies* S 
cated in all areas of the Upper xne \Ww 

Midwest outside of Minneapolis, 
St. Paul and Duluth. The survey, is- 
sued by The Farmer, points out 
the retail sales expectations of the) 
dealers. 


No. 2312. Mattresses, Upper Mid-| 
west Farms. 

This survey, taken among farm 
families in Minnesota, North and) 
South Dakota, lists information on 
brand preferences for mattresses, 
features that farmers look for in a 
new mattress, the price they intend 
to pay and a summary of where 
they get most of their information 
about mattresses. Compiled by) 
The Farmer. 


No. 2313. Hybrid Corn Survey, Up- 
per Midwest Farms. 

This study tells of the hybrid 
corn buying habits of farmers in| 
the commercial corn growing coun- 
ties of Minnesota and South Da- | 
kota. It tells the month farmers) 
usually placed their order, from | 
whom they buy, corn acreage in-| 
tended for 1958 and general infor- 
mation of interest. Published by | 
The Farmer. 


| 
No. 2314. Food and grocery aaa 

habits of Upper Midwest Farm | 

Families. 

This pantry shelf survey, based | 
on 1,376 returns from farm families 
in Minnesota and the Dakotas, 
shows brands of food and groceries 
on hand; buying, cooking and bak- 
ing habits; types of store where) 
purchases are made and some| 
quantitative data as to use of var- 
ious grocery products. Issued by 
The Farmer. 


No. 2315. Automotive, truck and 
tractor tires on Midwest Farms. 
The Farmer has compiled this 
survey which summarizes infor- 
mation on the tires and make of | 
tires used on farms throughout! 
Minnesota and the Dakotas. It tells 
about auto, truck, tractor, farm 
implement and trailer tires, what | 
brands, the number purchased, | 
who bought them, etc. 
| 

No. 2316. Autos, Trucks and Trac-| 
tors and Petroleum Products 
(Midwest Farms). 

A comprehensive survey made 


throughout Minnesota and the Da-| 
kotas showing the types, makes) 
and ages of automobiles, trucks | 
and tractors, and the buying hab- | 
its of farmers as far as petroleum) 
products are concerned. The sur- | 
vey, published by The Farmer, in- 
cludes the brands and buying hab- 
its of farmers for gasoline, motor 
oil, lubricants and anti-freeze. 


NEW YORK CITY 
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Book. | 

This study deals with farms in 
the “sure-crop” area of the U. S., 
which is comprised of Colorado, | 
Wyoming, Utah, Idaho, Montana, | 
western Nebraska, New Mexico, 
Arizona and Nevada. It. contains 
figures on the farm value of crops, 
livestock and poultry; acreage, 
production and value of crops; 1956 
cash farm income and average in- | 
come per farms, and the number 
and value of livestock and poultry 
on the farms. Prepared by Western | 


No. 2322. 


Farm Life. 


Sure-Crop Area Farm 
Activities. 

The months of peak and lesser 
activity for 90 activities on farms 
in Colorado, Wyoming, Montana, 
New Mexico, Utah, western Neb- 
raska and southern Idaho are 
shown in this report prepared by 
Western Farm Life. 


No. 2323. Farm Petroleum Market | 
Survey (Colorado, Wyoming, 


Arizona, New Mexico). 


This 65-page study contains 


\facts about passenger cars, trucks 


and tractors (number owned, year 
and model, when bought, etc.). The 
study also tells about kinds of fuel 
and motor oil used, heating and 
cooking fuel and lubrication. Is- 
sued by Western Farm Life. 


No. 2324. An Analysis of Poultry 
on Farms (Sure-Crop Area). 
Tais report gives a county-by- 

county breakdown in nine states | 


103 


Available Market Data—Farm 


To secure copies of data listed, 


use the handy coupons 


on the number of chickens and) 


turkeys on farms. Prepared by 
Western Farm Life, and based on 
1954 U. S. Census of Agriculture 


reports. 


No. 2325. Acreages and Number of 


Farms Reporting Leading 
Crops (Sure-Crop Area). 


Information on the number of) 


ALL THE YANKEE BALL GAMES PLAY-BY-PLAY EXCLUSIVELY ON WMGM 
WMGM—The Metro-Goidwyn-Mayer Radio Station in New York—1050 ke 


400 Park Avenue 


Phone MUrray Hill 8-1000 


Represented Nationally by George P. Hollingbery Co. 


acres devoted to certain leading 
crops, broken down on a county- 
by-county basis in eight states in 
the sure-crop area, is found in the 
study prepared by Western Farm 
Life. 


No. 2326. County Analysis of Live- 


stock on Farms (Sure-Crop 
Area). 
A complete county-by-county 


analysis of the livestock on farms 
in eight mountain states is found 
in the study prepared by Western 
Farm Life. 


No. 2327. 1957 Total Farm Income. 

Statistical data on the total cash 
receipts from farming with break- 
|downs for farm marketing and 
| government payments for 1956 and 
|1957 is found in this report issued 
| by Midwest Farm Paper Unit. 


No. 2328. Combines on Farms. 

| This report estimates the num- 
ber of combines on farms, by 
| States, as of Jan. 1, 1957, and com- 
|pares these figures with the num- 
ber of combines on farms deter- 
jmined by the 1954 agricultural 
census. Issued by Midwest Farm 
| Paper Unit. 


2330. Wheel Tractors 
Farms, January, 1957. 
| This report contains estimates 
;on the number of wheel tractors 
jon U. S. farms, state by state, as 
of January, 1957, and actual figures 
\from the 1954 farm census by 
states on the number of wheel 
|tractors. Published by Midwest 
| Farm Paper Unit. 

No. 2331, Pick-Up Balers 
} Farms, January, 1957. 

The number of pick-up balers 
on farms, by states, with a com- 
parison of the year 1954, and the 
Jan. 1, 1957, estimates. Compiled 
by Midwest Farm Paper Unit. 


| No. on 


on 


No. 2332. Corn Pickers on Farms, GS A eg: at 
January, 1957. nor tll or 
Midwest Farm Paper Unit has 

|issued this report which gives the 

/number of corn pickers on farms, 

by states, with comparisons of the 

year 1954 and the Jan. 1, 1957 

estimates. 


No. 2333. 1958 Estimated Spring 
} Pig Crop. 
| This report includes the spring 


METROPOLITAN 


(LINN COUNTY) 


CEDAR RAPIDS 


nd 


IOWA'S LARGEST 


MARKET 


@ In effective buying income 
@ In total retail sales 
@ In most retail sales catagories 


Again in 1957... The Cedar 
Gazette published more A Ry = 
any other Iowa newspaper. 


Circulation over 
63,000 Daily, 65,000 Sunday 


Codur Rapids 


- Ongette 


ape rT Lod IOWA 
FULL ROP COLOR 
Seven Days A Week 


Represented Nationally by 
ALLEN-KLAPP CO. 
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Available Market Data—Farm 


To secure copies of data listed, use the handy coupons 


pig crop data by states for 1957;} 
1958 spring intentions of farrowing 
sows; spring of 1957 pigs per litter, 


Paper Unit. 


| (1946-55) 
and the 1958 estimated spring pig | 
crop. Compiled by Midwest Farm | 


Statistical information by states 


for the estimated production in 
1957 of leading crops such as corn, 


|winter wheat, all spring wheat, 
raised on farms by states for 1956 | oats, 


rye, soybeans, alfalfa hay, 


and 1957, and the ten-year average | clover and timothy hay. Published 


report issued by Midwest Farm 
Paper Unit, 


No. 2334. Hogs Raised on Farms | No. py Poultry Raised on Farms, 


(1957). 
Data on the number of hogs| 


Selling Farmers in the 
MISSISSIPPI RIVER DELTA? 
Write for free information on Billion 
Dollar “Big Farmer’ Market in Ark., 
Miss., La., Mo., and Tenn. 500 to 30,000 
acre mechanized operations buy every- 

from soup to nuts. 


COTTON FARMING Megazine 


347 Madison Ave. 


¢ Memphis 3, Tenn. 


| Statistical data on the number |©°™Piled this 


is contained in this| py Midwest Farm Paper Unit. 


No. 2337. Harvested Acreage of 


Leading Crops, 1957. 
Midwest Farm Paper Unit has 
statistical report, 


lof chickens and turkeys raised on | broken down by states, for harves- 
Uz S. farms by states, with com-| |ted acreage of leading crops such 


|parisons for the years 1956 and | as 


corn, winter wheat, spring 


|1957, and the ten-year average |Wheat, oats, barley, rye, soybeans, 


| (1946-55). 
| Farm Paper Unit. 


No. 2336. Estimated Production of| 


Leading Crops (1957). 


Issued by Midwest |@lfalfa hay, clover and timothy hay. 


No. 2338. 1958 Buying Intentions 
of Farm Families in Eight 
Midwest States. 


This survey contains’ the 
building and buying intentions of 
midwest farmers for 1958. The 
complete survey includes a com- 
posite booklet of the eight midwest 
states plus individual booklets on 
each of the states of Iowa, Minne- 
sota, Nebraska, Wisconsin, I]linois, 
Indiana and the Dakotas. Published 
by Midwest Farm Paper Unit. 


No. 2339. Appliance Survey (Mid- 
west Farm Families). 

This study is the result of five 
surveys taken by the five publica- 
tions of the Midwest Farm Paper 
Unit. It contains current informa- 
tion on the ownership and prefer- 
ence of major home conveniences 
and appliances. The eight states 
involved are Illinois, Indiana, Iowa, 


Wisconsin, Minnesota, Nebraska 


SOMETHING 
MISSING 


..- LIKE CALIFORNIA WitHouT 


THE BILLION-DOLEAR 
VALLEY OF THE BEES)” se 


/ Actually, total effective buying income of more than $2.7 billion } : 


¢ More effective buying income than all of Colorado i x 
/ Not covered by San Francisco and Los Angeles newspapers 
Get your message into California’s inland valley with 


the Bee newspapers, the newspapers that go home to 
valley people. Shoreline journalism just doesn’t do the 


trick. 


Da.a Source: Sales Management’s 1957 Copyrighted Survey 


© THE SACRAMENTO BEE 
||, © THE MODESTO BEE 
e THE ‘FRESNO BEE 


in the newspaper field, only McClatchy gives national advertisers three types of discounts . . . bulk, frequency and a combined bulk-frequency. Check O'Mara & Ormsbee for details. 


Advertising Age, May 5, 1958 


and the Dakotas. 


No. 2340. Petroleum Survey. 

This 5l-page booklet contains a 
lot of information on the use of 
petroleum products by midwest 
farm families. Fifteen local farm 
publications cooperated with the 
American Petroleum Institute in 
compiling the information. The 
booklet was published by Midwest 
Farm Paper Unit. 


No. 2341. Reach Texas’ Top Farm 
Income Market. 

This folder contains data on 
Texas farm income, livestock on 
Texas farms and major crops 
harvested in that state. Issued by 
Texas Ranch & Farm. 


No. 2342. Poultry Production & 
Income (1957). 

A compilation of U. S. Depart- 
ment of Agriculture annual data 
covering chicken eggs and meat 
production, and turkey bird and 
meat production for the year 1957. 
Published by American Poultry 
Journal, 


No. 2343. 1958 Buying Intentions, 
Montana Farm Families. 

A buying intentions list of 134 
items, capital goods, production 
goods and goods for family living 
of Montana farm families is in- 
cluded in this survey published by 
Montana Farmer-Stockman. 


No. 2344. American Poultry Jour- 
nal Research. 

This study by American Poultry 
Journal contains information from 
1,831 subscribers on such items as 
income from poultry and eggs, how 
young stock is bought, kinds of 
feeds used, equipment and poultry 
and farm buildings. 


No. 2345. Year Book of Figures of 
the Livestock Trade. 

This book, published annually by 
Corn Belt Farm Dailies, tells, in 
figures, the story of the marketing 
of cattle, hogs and sheep as well 
as grain and other farm products 
for at least the past ten years and, 
in some cases, for as far back as 
1865. The booklet costs $1.50 a copy. 


No. 2346. Rural Electrification 
Magazine Market and Media 
Facts. 

This booklet tabulates new data 
on apparatus requirements of rural 
electric systems for the next five 
years. It also deals with the con- 
sumer market for electric applian- 
ces on rural electric lines. Methods 
of reaching this market are review- 
ed. Published by Rural Electrifica- 
tion Magazine. 


No. 2347. Cotton Crop Production 

& Efficiency Factors (1956-57). 

This study covers the basic 
structure of cotton production in 
the 1956-57 season. Included are 
county statistics on acreage, per 
acre yield, bales ginned and value 
of the crop for the U. S. as a 
whole and each of the 14 major 
cotton states which grow 99.76% 
of the crop. Published by Cotton 
Trade Journal. 


No. 2348. The Cotton Belt and Its 

Markets. 

Important facts on the cotton 
belt—its history, background and 
present character—together with 
an informal introduction to the 
structure of 13 major marketing 
centers, are contained in this re- 
port by Cotton Trade Journal. It 
contains two maps, one showing 
the 13 cotton belt markets, and 
the other showing the various 
times at which cotton is har- 
vested throughout the belt. 


No. 2349. Market Effects of the 
Soil Bank. 

This report contains facts and 
figures on the impact and effect 
of the soil bank program on the 


pa arc = OS 


Ag e ale u oes ee i ae, Bo a a ‘ ea Siena i dee ce he ae Pee Bae eu a ears cach 1h ee ad . 
~ ' ‘i a er ae , a Fes Gia in ; Pe E i a. ae a : ae ? 
. ue : = - 
ee ! 
FSS ( Peace | 
; | 
? | 
) 
= ate 
rs ae 
pea. | 
es: 
er 
i ee \ 
ee i APART SE | | 
ap | 
| nnn: 
) ON | , | 
et j | 
ee iee Tg se ae AOR ie a a ee AO ey <a ee SO Ree, A aT ERC a WD IIA A ey ES Se RO Ca Le Oe SR | 
“yee - | | 
Bex” | 
us a ee . . | if 
ewe f Baie. Se Bi } 
fon. i (~ D a | | 
is , ? ! 
“ae b a = } 
Bangs 5 Be a Ale ie 7 : 
wares a # * | j 
sik: Pen / we | j 
meee. a <4 
a ] 4 . | 
“oe . R 
ge v : 
oe 2 : | 
Dae Se st 
ae ; % | 
oe (AAS - | | 
| / 2 | 
X Sau oy 
gs tea ER” 
| ei & Bis als ae ic | 
at aa el F 
, a al V a | 
es 2 ot ae PH 
; \ ¥ 8 
Bs pee 7 
) ; i fe \ F 9s . a . 
E : ae: ; er he | 
i cs eed . ae 
as we he _ 
~ ‘ ‘ - | 
— aia ‘ P i *, ; | 
a A ™ 
a. t ‘ beer Sa _ 
a r\os oS ia 
‘ ' ‘ Ning ae: 2 ae ie 
é e” : 
4 ) st a 7 
? oe e i 2 is 3 ¥ 
; , & “ 
i ‘ F = 
, -— ‘ 3 . 
, ane ar P r "> a > 4 
Fore \s 4  & ‘ 
ea we : <a | 
ieee Pe e | 
age rs. 
ae: re 4 
Ka _ 
rae aa 
ait ¥. i‘ 
aa “ 
Dg te ae 
pie My sig 
nati A ~*~ ay 
é Pos z oe 
tee : } 
cases: 
oa 
" ey \ 
ise ” & es . 
pe a 4, da a L ‘ 
3 i ef er 2277 { ¥ 
we — Vee ag Ty \ ey 
oa a ES wig’ gh Gl a" CC / 
4 ae ¥ aa Ag A + 4 pe ad 
EOS { ee 
it ’ “Bu ba 
at ; A i oe | | | 
i McCLATCHY NEWSPAPERS fy ie | | 
Saar") : . ae 1 
a= es, a 
- re NATIONAL REPRESENTATIVES ... O’MARA & ORMSBEE ec 1 
‘ed aa: 
o ES f | 
* } 
ae 
See : | 
: | 
Oa Po ' 
ae pr, Rae 
ve 
a eS 
rae 
wt tones 
eres 
a s . Sa EEEDeaeersaalt 
; ‘ ié Es ar ake pale me = See. gee u +a 4 a ee te eae Uy , Sh) al alin Par ee ea eer 
ws; ane oo en eeitgs | nO ee ee ESSE ata ps li nec RS oe Si eae S aie ne eae Hn ee Ae ES ioe pF, Se ERT ane lag 8 emecwsia dee ae. an — genes aE EE _s 
"el, Eee tial as i eR ge Oe ee eae) eee cs A ee 


Br ~ 


ECA eae Se ee ig eae 


: ei 


the publishers of 
Food Topics and Food Field Reporter 


announce the purchase of 


FORECAST 
FOR HOME ECONOMISTS 


On April 28th, Food Publications, Inc., publishers of the noted food 
and grocery publications, Food Topics and Food Field Reporter, acquired 
ownership of Forecast For Home Economists. 


This assures the continued publishing of the long respected and 
largest circulated magazine in the home economics field. Esther Kimmel 
has been retained as editor. 


On the first day of ownership, distribution of reader service coupons 
accumulated from recent issues under the previous ownership was resumed. 
As quickly as possible, these requests for manufacturers’ service material 
will be processed and dispatched to the advertisers involved. 


The big special June issue of Forecast For Home Economists— 
keyed to professional advancement!—will be distributed to over 50,000 home 
economics teachers, grade and high school superintendents, department 
heads, and demonstration agents, etc. Closing date for the June issue 
has been advanced to May 15th. 


Under its new ownership, Forecast For Home Economists will enjoy 
the benefits of able management, sound financing, and continued editorial and 
service growth. It will continue to fill advertisers’ important needs in reaching— 


and selling—the great and influential home economist market. 


Forecast 


For Home Economists 


10 E. 15th St., New York 3, N.Y. 
Telephone: WAtkins 4-9377 
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Available Market Data—Farm 


To secure copies of data listed, use the handy coupons 


cotton industry. Compiled by Cot-;farm, metropolitan) for the years 
ton Trade Journal. | 1955, 1956 and 1957. 


No. 2350. Pending Cotton Legisla- | No. 2361. Cattle on Grain Feed for 
tion. Market. 

A marketing interpretation of| The estimated number of cat- 
the significance of 13 legislative tle on grain feed for market, by 
bills currently pending in the Sen-|sections of Colorado, for each 
ate and House of Representatives. year from 1949 through 1957. Is- 
Published by Cotton Trade Jour-|sued by Colorado Rancher & 
nal. Farmer 


No. 2351. The Cotton Economy:|No. 2329. Motor Trucks on Farms, 

By States. January, 1957. 

This report contains 14 compact | A report on the number of motor 
studies of the 14 major cotton- trucks on farms, by states, with 
producing states, presented along comparison of the year 1954, with 
as nearly parallel lines as the the Jan. 1, 1957 estimates. Pub- 
varying availability of data will|lished by Midwest Farm Paper 
allow. Issued by Cotton Trade | Unit. 

Journal. 


No. 2362. Colorado Farms By Size | 


No. 2352. Georgia Farm Market. and Average Value. 

This study contains 1956 De-| This report shows the number 
partment of Agriculture statistics of Colorado farms divided into 11 
showing cotton ginned by coun-| groups by size of farm, compared 
ties; the top 10 tobacco states; the with U. S. totals. Figures are 
top seven states in fertilizef con-| based on the 1954 agricultural 
sumption; cash farm receipts for census. Issued by Colorado 
Southern states; broiler produc- Rancher & Farmer. 
tion by states for the top 16 states; 
value of Georgia crops by crops; | No. 


2363. Profile 


of Colorado | 


Georgia’s livestock inventory and 
Georgia as a 
state. Issued by Georgia Farmer 
Publishing Co. 


No. 2353. All Cattle and Calves on 

Colorado Ranches and Farms. 

A map showing the average 
number of cattle and calves on 
Colorado ranches and farms by 
counties from 1952 through 1956. 
Issued by Colorado Rancher & 
Farmer. 


timber-producing | 


| Ranch and Farm Owners. 

A survey of Colorado ranchers 
and farmers to show principal oc- 
cupations, sizes of 
ranches, irrigated acreage, meth- 
od of irrigating, livestock and 
poultry ownership, and tv _ set 
ownership. Published by Colorado 
Rancher & Farmer. 


farms or) 


Advertising Age, May 5, 1958 


| 


TO OBTAIN MARKET DATA USE THIS COUPON 


Readers’ Service Dept., ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


Please send me the following data (insert code number of each item wanted) : 


CHT HEHEHE HHH OHH HEHEHE EEE EEE EHH SEE HE SEH HEHEHE EHH ERE EHET OHHH E HEHE T EH ETE REE HP HEEH RESO EEE OOS 


This coupon not valid after July 31, 1958 


|ment, building materials and live- 
stock and poultry feeds and sup- 
|plies. Issued by Colorado Rancher 
|& Farmer. 


|No. 2371. 1958 Buying Intentions 
for Grocery Products (Colo- 
rado). 

Tabulated results of a survey 
of a wide cross-section of Colo- 
rado farms and ranches, to show 
sales potentials for 14 grocery 
products with brand preferences. 
Published by Colorado Rancher & 
| Farmer. 


No. 2364. Value of All Farm Prod- | 


ucts Sold in Colorado. 
This report contains the mone- 
tary values of all farm products 


No. 2354. Colorado Cattle Calen-|sold in Colorado in 1954, by coun- 


|\No. 2372. Buying Intentions of 
Colorado Farm Families (1956- 
57-58). 

This survey shows a three-year 


dar. 
A chart, timing by months the 


various activities of cattle produc- | 


‘ties. Issued by Colorado Rancher comparison of buying intentions 


|& Farmer. 


for Colorado farm and ranch fam- 
ilies for about 125 different items 


|treated, when diseases are most 
prevalent and other related data. 


No. 2378. Tires Survey Report 

(Iowa Farmers). 

A report on brand of tires, 
type of tires, where purchased, 
and the number bought in the 
past year by Iowa farmers for 
their cars, trucks, tractors and 
jimplements. Published by Wal- 
laces’ Farmer & Iowa Homestead. 
No. 2379. 1958 Sales Expectations 

of Iowa Retail Dealers. 

A poll of seven classifications of 
retail dealers in Iowa to deter- 
/mine the percentage of their busi- 
iness done with farmers and their 
outlook for sales in 1958. Sales 
expectations for each group and 
\for the sample as a whole are 
|shown. Issued by Wallaces’ Farmer 


ers in Colorado. Published by Col-|No. 2365. Colorado Crop Produc- including autos and trucks, build-|& Iowa Homestead. 


orado Rancher & Farmer. 


No 2355. Colorado Poultry Picture |Colorado crops, estimated in 1957,;farm machinery and equipment, | 
|compared with 1956 and the ten petroleum products, feed and sup- | 


(Jan, 1, 1957). 


tion Report. 
Production figures for principal 


ing material, household appli- 
lances, chemicals and fertilizers, 


No. 2380. Hybrid Seed Corn Sur- 
vey Report (Iowa). 
A report on seed corn buying 


The number and types of poul-| year average (1946-55). Published plies and plumbing and heating|habits of Iowa farmers, and on 


try on Colorado farms, according 
to the 1950 and 1954 census, with 
some comparative figures for 
1955-56-57, are contained in this 
study by Colorado Rancher & 
Farmer. 


No. 2356. The Colorado Dairy Pic- 
ture. 

This survey by Colorado Ranch- 
er & Farmer contains some facts 
and figures on the number of milk 
cows and whole milk and cream 
sold on Colorado from 1954 to Jan. 
1, 1958. 

2357. Colorado Irrigation 
Summary (1920-57). 

The irrigation picture in Colo- 
rado from 1920 through 1956, 
showing the number of farms, 
farms irrigated and acreage irri- 
gated, is discussed in this report 
by Colorado Rancher & Farmer. 


No. 


No. 2358. Irrigation Study (Top 
Ten States). 

A summary of the ten leading 
states by number of acres under 
irrigation as of Jan. 1, 1957, is 
contained in this report issued by 
Colorado Rancher & Farmer. 


No. 2359. Irrigation Facilities and 
Equipment Survey of Colorado 
Farmers. 

A survey of Colorado ranchers 
and farmers to estimate the per- 
centage of irrigated farms and ir- 
rigated acres, methods of irriga- 
tion and types of irrigation equip- 
ment is use. Compiled by Colo- 
rado Rancher & Farmer. 


No. 2360. Motor Vehicle Licenses 

Issued in Colorado. 

Colorado Rancher & Farmer has 
issued this report which shows 
the motor vehicle licenses issued 
in Colorado by type of vehicle 
and by ownership (state, city, 


| by Colorado Rancher & Farmer. 


No. 2366. Colorado Cash Farm In- 
come (10-Year Record). 

A summary of Colorado’s cash 
farm income for each year from 
1948 through 1957 from crops, 
|livestock and government pay- 
ments. Issued by Colorado Ranch- 
er & Farmer. 


No. 2367. Canning and Freezing 
Supplies Preferences (Colorado 
Farm Families). 

This survey by Colorado Ranch- 
er & Farmer deals with buying 
intentions and brand preferences of 
Colorado’s ranch and farm fam- 
| ites for canning and freezing sup- 
| plies. 


No. 2368. 1958 Buying Intentions 
of Appliances, Plumbing and 
Heating Equipment. 

This study contains information 
on the 1958 buying intentions of 
Colorado ranch and-farm families 
for appliances, plumbing and 
heating equipment. Conducted by 
Colorado Rancher & Farmer. 


orado Ranch and Farm Oper- 

ators. 

A survey of a large cross-sec- 
tion of Colorado to show where 
farmers and ranchers go to bor- 
row money for real estate and 
capital equipment, operating ex- 
penses and feeder livestock. Is- 
sued by Colorado Rancher & 
Farmer. 


No. 2370. 1958 Buying Intentions 
of Colorado Ranch and Farm 
Families. 

This survey shows the buying 
intentions for Colorado ranch and 
farm families for 1958 for such 
items as cars and trucks, appli- 
ances, farm machinery and equip- 


No. 2369. Financial Survey of Col- | 


equipment. Issued by Colorado 

Rancher & Farmer. 

| 

| No. 2373. Overalls, Boots and Work 
Shoes Brand Preference Sur- 
vey (Colorado). 

Colorado Rancher & Farmer has 
issued this study of the brand 
preferences of Colorado farm and 
jranch families for overalls, cow- 
boy boots and work shoes. 

No. 2374. Colorado Cattle on Grain 
Feed for Market. 

A summary of the number on 
| feed and length of time on feed 
|by kinds of cattle, at quarterly pe- 
'riods of years 1955, 1956, 1957 and 
‘Jan. 1, 1958, in Colorado. Issued 
|by Colorado Rancher & Farmer. 


No. 2375. Iowa Corn, Hay and Oats 
Acreage Study (1956). 


This report shows the 1956 har- | 


vested acreage of corn, all hay, 
alfalfa hay and oats in Iowa, 
broken down by townships and 
counties. Published by Wallaces’ 
betes & Iowa Homestead. 

|No. 2376. Food Buying Habits of 
Iowa Farm Women. 

| A report on grocery shopping 
and buying habits of Iowa farm 
women. It includes information on 
| when grocery shopping is done, 
|who buys, and where, and a re- 
|port on home baking and use of 
such items as dairy products, soft 
|drinks, coffee and fresh meats. 
Published by Wallaces’ Farmer & 
lowa Homestead. 


No. 2377. Animal Health Products 
Survey (Iowa). 

This survey by Wallaces’ Farm- 
er & Iowa Homestead contains in- 
formation on the use of medicines, 
vaccines and other health prod- 
ucts for chickens and livestock by 
Iowa farmers, where these prod- 
ucts are bought, the diseases 


|their planting plans for 1958. In- 
|cludes information on number of 
brands planted per farm, and a 
irating of features influencing the 
purchase of a particular brand of 
corn. Issued by Wallaces’ Farmer 
& Iowa Homestead. 


No. 2381. Grocery Brands in Iowa 
Farm Homes. 
A brand inventory report on 45 
foods and grocery products used 


bakery products, baking supplies 
and mixes, beverages, cereals and 
cereal foods, canning supplies, 
dairy products, floor wax, freezer 
|containers, fruits and juices, laun- 
dry and dishwashing supplies and 
luncheon meats. Compiled by 
Wallaces’ Farmer & Iowa Home- 
stead. 


|No. 2382. 1958 Buying Intentions 
of lowa Farm Families. 


of Iowa farm families for 1958, 
|showing the percentage of Iowa 
‘Farmers who will buy each of 
'several hundred items listed. Per- 
lcentages have been projected to 
the total number of farms in the 
state to show the total potential 
market in Iowa for all of the 
items. Issued by Wallaces’ Farm- 


er & lowa Homestead. 


No. 2383. Agricultural Chemicals 
(lowa Farmers). 

A report on the use of agricul- 
|tural chemicals by Iowa farmers 
for fly control, killing weeds, grass- 
hoppers, corn borers and other 
insects and grain pests. Issued by 
Wallaces’ Farmer & Iowa Home- 
stead. 


No. 2384. Wisconsin Planted Acre- 
age of Corn and Hay (1957). 
The 1957 planted acreage of 
corn, clover and timothy hay and 


mixtures and other tame hay in 
Wisconsin, broken down by town- 
ships and counties is contained in 
this report by Wisconsin Agricul- 
turist & Farmer. The number of 
farms by township also are shown. 


No. 2385. Food Buying Habits of 

Wisconsin Farm Women. 

A report on the grocery shop- 
ping and buying habits of Wis- 
consin farm women, compiled by 
Wisconsin Agriculturist & Farm- 
er. It- includes information on 
when shopping is done, who buys, 
and where, a report on home 
baking and use of such things as 
dairy products, soft drinks, coffee 
and fresh meat. 


No. 2386. Animal Health Products 

Survey (Wisconsin). 

A report on the uses of medi- 
cines, vaccines and other health 
products for chickens and live- 
stock by Wisconsin farmers; when 
these items are purchased, the 
diseases treated, when diseases 
are most prevalent and other re- 
lated data. Issued by Wisconsin 
Agriculturist & Farmer. 


No. 2387. Tire Survey 
(Wisconsin Farmers). 
A report on the brands of tires, 
types of tires, where bought, num- 
|ber purchased in the past year by 
| Wisconsin farmers for their cars, 
jtrucks, tractors and implements. 
|Published by Wisconsin Agricul- 
|turist & Farmer. 


Report 


by Iowa farm families. Includes) 


‘No. 2388. 1958 Sales Expectations 
of Wisconsin Retail Dealers. 

A poll of seven classifications 
of retail dealers in Wisconsin to 
determine the percentage of 
their business done with farmers, 
{and their outlook for farm sales 
in 1958. Sales expectations for 
each group and for the sample as 
a whole are shown. Compiled by 
|Wisconsin Agriculturist & Farm- 


| 
| er. 


| A report on the buying plans'| 


|No. 2389. Grocery Brands in Wis- 
consin Farm Hames. 

A brand inventory report on 45 
'food and grocery products used by 
|Wisconsin farm families. In- 
cludes bakery products, baking 
|supplies and mixes, beverages, 
cereals and cereal foods, canning 
supplies, dairy products, floor wax, 
freezer containers, fruit and 
juice, laundry and dishwashing 
‘supplies, luncheon meats’ and 
|wrappings. Issued by Wisconsin 
Agriculturist & Farmer. 


No. 2390. 1958 Buying Intentions 
of Wisconsin Farm Families. 
A report on the buying plans of 
| Wisconsin farm families for 1958 
‘showing the percentage of Wis- 
jconsin fariners who will buy each 
of several hundred items listed. 
Percentages have been projected 
to the total number of farms in 
the state to show the total poten- 
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Advertising Age, May 5, 1958 


tial. Published by Wisconsin Ag-|Hawaii. It also shows number of 
families, tv homes in these mar- 
kets and the per family income. 


riculturist & Farmer. 


No. 2391. Agricultural Chemicals | 


(Wisconsin). \No. 6204. The Phil-Urbia Liquor 
Market—Pennsylvania State 


A report on the use of agricul- | 
tural chemicals by Wisconsin 
farmers for fly control, killing’ 
weeds, grasshoppers, corn borers, | 
soil insect pests, rat control and | 
other pests. Published by Wis-| 
consin Agriculturist & Farmer. 


No. 2392. Dairy Cattle Feed Sur- 

vey (Wisconsin). | 

The third in a series of reports | 
on dairy cattle feeding practices | 
of Wisconsin farmers. Includes 
information on types of commer-,| 
cial feeds fed and when and how) 
fed. Also includes data on use of | 
livestock salt. Issued by Wiscon- | 
sin Agriculturist & Farmer. 


No. 2393. Pig and Hog Feed Sur- 
vey Report (Wisconsin). | 
A complete report on the pig 
and hog feeding practices of Wis-| 
consin farmers. Includes data on) 
the use of commercial feeds in- 
cluding minerals. Also information | 
on pig worming, use of antibiotics | 
and on bulk feeding. Published by | 
Wisconsin Agriculturist & Farmer. | 
| 
No. 2394. Chicken Feed Survey 
Report (Wisconsin). | 
Third in a series of reports) 
showing chicken feeding habits! 
and practices of Wisconsin farm- | 
ers. Includes data on the use of| 
milk-type supplements,  antibi-) 
otics, oyster shell and poultry grit 
and all commercial chicken feeds. 
Issued by Wisconsin Agriculturist | 
& Farmer. 


SOON TO BE PUBLISHED 


No. 2125. Grange Family Study. 

A complete profile of National 
Grange Monthly, Springfield, | 
Mass., families will be published | 
and ready for distribution in June. 


REGIONAL AND | 
LOCAL MARKETS | 


NOTE: Most items listed here| 
are available without charge, but | 
not all. Those requesting material | 
which bears a price will be billed | 
at the stated price by the publish-| 
ers. | 


No. 6200. “Misplaced Sales Cred- 

ag 

This booklet, based on a study by | 
Southeastern Research Associates | 
Inc. for Southeastern Newspapers 
Inc., discusses the wholesaling of | 
groceries and drugs in Augusta, 
Ga., as a basis for allocating mar- 
keting support. The study argues | 
that retail sales are the better | 
basis since 52% of the goods re-| 
tailed in Augusta are wholesaled | 
from somewhere else. 


| 
| 


No. 6201. Consumer Analysis, Hon- 
olulu, Hawaii, U.S. A. 
The brand preferences in house- | 
holds within the Honolulu metro- 
politan area are reported in this) 
publication, put out by the Hono- 
lulu Star-Bulletin. 


No. 6202. 1958 Outdoor Advertising | 
Market Data Book, Columbus, 
oO. 

The Columbus Outdoor Adver-| 
tising Co. presents in this brochure 
a summary of Columbus’ industrial 
strength, its population, average 
family income and business activi- | 
ty. It briefly describes the role of | 


outdoor advertising in and around | 737) 


the city and lists the company’s 

rates and showing capacities. 

No. 6203. Hawaiian Islands TV| 
Coverage Map. 
Published by Hawaiian Broad- 

casting System Ltd., this map 

shows the location and coverage of 

HBS’s three tv stations: KGMB- 


TV, Honolulu; KMAU-TV, Wailu-| % 


ku, Maui, and KHBC-TV, Hilo, 


Liquor Store Sales 1956. 
An analysis of liquor sales in 30 


metropolitan area on a three-year 
comparative basis is presented by representative, 
Ralph R. Mulligan, publishers’ analysis traces a sales trend away suburbs. 


‘Available Market Data—Local 


state stores in the Philadelphia To secure copies of data listed, use the handy coupons 


Sele gi ‘ hte ae 
ee : eg 


100% COVERAGE of SPRINGFIELD... 
CAPITAL and HEART of ILLINOIS 


SPRINGFIELD is the capital of Illinois... and the economic capital of a 


prosperous, 11-county trading area. 


Agriculture, industry and Civil Service make this a balanced market, 


ideal for test campaigns. 


And the Illinois State Journal and Register offer you dominant coverage— 100% 
in Sangamon County (Springfield) and 60.8% in the entire 1l-county market. 


IMlinvis State Journal and Kenister 


x 


of Truth” axa Oe Sas ae 


COPLEY NEWSPAPERS 


15 ‘“‘Hometown"’ Newspapers covering Springfield, Illinois — Northern Illinois — San Diego, California — and Greater 
los Angeles ...Served by the COPLEY Washington Bureau and COPLEY News Service. 


REPRESENTED NATIONALLY BY WEST-HOLLIDAY co., 


The!from central city stores to the 
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Help yourself 
fo more 


TEXAS 
BUSINESS! 


Latest Survey 
Report Shows 
Percentage 
Preferences 
For Leading 
Grocery Brands 
in 48 Product 
Classes! 
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NOW READY .. . this 
new Brand Use Study 
of five Texas 
Harte-Hanks Newspapers 
markets contains 
thorough and dependable 
data of grocery brand 
preferences and 

audience measurement 
of newspapers, radio 
and television. 
Authoritative and 
up-to-the-minute . . . it 
will be a valuable 
addition to your 

market research 

library. 


* 


For Further Information 
Contact Any 
Harte-Hanks Newspapers Office! 


* 


ABILENE REPORTER-NEWS 

BIG SPRING HERALD 

CORPUS CHRISTI CALLER-TIMES 
THE DENISON HERALD 

THE GREENVILLE HERALD-BANNER 
MARSHALL NEWS MESSENGER 
THE PARIS NEWS 

SAN ANGELO STANDARD-TIMES 
SNYDER DAILY NEWS 


Texas 
Harte-Hanks 
Newspapers 


Herbert Taylor, Vice Pres.-Gen. Mgr. 
_ Headquarters: DALLAS 
Chicago—400 N. Michigan 
New York—52 Vanderbilt Ave. 


Available Market Data—Local 


To secure copies of data listed, use the handy coupons 


ALABAMA 


No. 3000. The Montgomery Story. 

Data on population shifts in 
Montgomery and other southern 
cities, and Montgomery house- 
holds, telephones, bank deposits, 
automotive vehicles, manufactur- 
ing and retailing are included in 
this portfolio issued by the Mont- 
gomery Advertiser. 


No. 3001. 
Map. 
Population, families, total retail 
sales and food store, automotive 
and drug store sales are shown in 
this coverage map issued by 
WSFA-TV, Montgomery. 


WSFA-TV Coverage 


No. 3002. Facts about Mobile. 

Data on population and eco- 
nomic growth of the Mobile- 
Prichard-Chickasaw area are pre- 
sented in a 26-page booklet pub- 
lished by the Mobile Press Regis- 
ter. 
No. 3003. Birmingham’s Negro 
Market. 

The Negro market, including 
population, households, consumer 
spendable income, retail sales, and 
automobile and home ownership, 
in the Birmingham area, are cov- 
ered in a 46-page booklet issued by 
radio station WJLD. 

No. 3610. WBRC-TV Coverage 
Map. 

A county-by-county breakdown 
of population, families and retail 
sales in the coverage area is given 
in a folder issued by WBRC-TV, 
Birmingham. 


ARIZONA 


No. 3004. Phoenix Consumer Anal- 
ysis. 

Brand preferences, buying hab- 
its and distribution of brand prod- 
ucts in the Phoenix area are sur- 
veyed in a booklet issued by the 
Phoenix Republic & Gazette. 


No. 3611. KVOA-TV Coverage 
Map. 

Population and set count jn the 
coverage area are included in a 


sheet issued by KVOA-TV, Tucson. 
ARKANSAS 


No. 3005. Brand Preferences in 

Fort Smith. 

A brochure by the Fort Smith 
Times Record and Southwest 
American covers brand prefer- 
ences and buying habits in bever- 
ages, foods, dog food, toiletries, 
soap products, household appli- 
ances and frozen foods. 


No. 3612. Facts about Little Rock. 
A folder issued by the Arkansas 
Gazette covers population and 
retail sales in Little Rock, plus 
families, income and retail sales 
for primary and secondary markets 
of the publication. 
No. 3613. KARK-TV Coverage 
Area. 

Two sheets issued by KARK-TV, 
Little Rock, list population, house- 
holds, tv households, consumer 
spendable income and retail sales 
in the area. 


CALIFORNIA 


No. 3006. KSBW and KSBY-TV 
Area. 

Population, homes, income per 
home, tv homes and retail sales in 
the coverage area of KSBW and 
KSBY-TV are detailed in a bro- 
chure of Salinas Valley Broadcast- 


| ing Corp., Salinas, Cal. 
|No. 3007. KTTV in Los Angeles. 


Viewing habits (what time do 


you go to bed, where do you find 


jout about programs you watch, 
etc.) of Los Angeles people are 
covered in a booklet issued by 
|KTTV and based on 30,000 ques- 
tionnaires filled out by visitors to 
the Sportsman’s Show. 

| No. 3008. San Jose Shopping Hab- 

its. 

Results of 250 questions cover- 
ing product use, brand prefer- 
ences, shopping habits and char- 
acteristics of 89,826 families in the 
city zone are presented in a book- 
let of the San Jose Mercury and 
News. 


No. 3009. San Jose Market Growth. 

Market, population, sales and in- 
dustrial trends in San Jose are 
compared with other cities of the 
nation in a booklet of the San Jose 
Mercury and News. 


No. 3010. Facts about Oakland. 
Population, retail sales by prod- 
uct, vehicle registrations, school 
enrollment, and residential and in- 
dustrial expansion of Oakland are 
covered in a 66-page booklet is- 
sued by the Oakland Tribune. 
No. 3011. 
Map. 
Set count and other data on the 
coverage area are outlined in a 
map issued by KRON-TV, San 
Francisco. 


KRON-TV Coverage 


No. 3012. The Berkeley Market. 

A two-color map of Berkeley 
and nearby towns includes data on 
population, consumer spendable in- 
come, retail sales and food and au- 
tomotive sales. It’s issued by the 
Berkeley Daily Gazette. 


No. 3013. The Salinas Story. 

Retail sales in total and by prod- 
uct, savings deposits and number 
of banks are broken down by Sa- 
linas Valley, Monterey Peninsula 
and Monterey County in a folder 
of the Salinas Californian. 


No. 3014. KCRA-TV. 

VHF sets, population, house- 
holds, consumer spendable income, 
and retail sales in total and by 
product are covered in the 3l- 
county coverage area of KCRA- 
TV in a 24-page booklet. 


No. 3015. Santa Barbara Data. 

A folder issued by the Santa 
Barbara News-Press covers popu- 
lation, retail sales, income per cap- 
ita and per family and retail out- 
lets by category. 


No. 3016. The Pasadena Market. 

Population, households, retail 
sales and income in Pasadena and 
the West San Gabriel Valley are 
covered in a brochure of the Pasa- 
dena Independent, Star-News. 


No. 3017. Los Angeles County Data. 

Population and retail sales in 
areas outside Los Angeles com- 
pared with areas outside other ma- 
jor cities are covered in an 18-page 
booklet of the Pasadena Independ- 
ent, Star-News. 


No. 3018. The Four-Mile Zone and 
West San Gabriel Valley. 

Population, families and retail 
sales in the 12-city West San Ga- 
brie] Valley and the area covering 
a radius of four miles from down- 
town Pasadena are covered in a 
brochure published by the Pasa- 
dena Independent, Star-News. 


No. 3019. Pasadena Financial Mar- 
ket. 

An analysis of Pasadena’s popu- 
lation, including number and per 
cent of college graduates, males 25 
years and over, stock and bond 
brokers and per cent of spending 
units and total income in $10,000 
and over class, is reported for fi- 


{nancial institutions and those sell-| 
ing to upper income groups in a 
|/brochure of the Pasadena Inde-' 
pendent, Star-News. | 


No. 3020. Northern California Facts. | 

Eight northern California trad-| 
ing areas are pictured on a map | 
issued by the San Francisco Call- 
Bulletin and including percentage 
and miles of land area, percentage 
and total of retail sales, population 
and population density, number 
of families, food and drug sales for 
each area. 


No. 3021. KMJ-TV Coverage Area. 

Population and sales data for 
the coverage area of KMJ-TV, 
Fresno, are included in a folder 
issued by the station. 


No. 3022. KF BK Coverage Area. 

A brochure issued by radio sta- 
tion KFBK covers population, 
families, income and retail sales in 
the coverage area. 


3023. KBEE’s Four-County 
Market. 

Population, families, income and 
retail sales in the four-county cov- 
erage area of radio station KBEE, 
Modesto, are covered in a report 
by the station. 


No. 


No. 3024. KERN Coverage Area. 

A brochure published by radio 
station KERN, Bakersfield, in- 
cludes population, families, in- 
come and retail sales of the cover- 
age area. 


No. 3025. KOH Coverage Area. 

Population, families, income and 
retail sales data on the 19-county 
market of KOH, Reno, Nev., in 
Nevada and California are covered 
in a report by the radio station. 


No. 3026. Data on Sacramento. 

A brochure issued by the Sacra- 
mento Bee covers population, em- 
ployment, income, sales and agri- 
cultural data on Sacramento and 
its 19-county market area. 


No. 3027. Modesto and Its People. 

Population, employment, in- 
come, sales and agricultural data 
on Modesto and its two-county 
market are analyzed in a report by 
the Modesto Bee. 


No. 3028. The Fresno Market. 

Fresno’s four-county market, in- 
cluding population, employment, 
income, sales and agricultural 
data, are covered in a report by 
the Fresno Bee. 
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Use the Coupons 
in Requesting Data 


sales areas in the Los Angeles and 
Southern California market area in 
1950-57 are included in a report by 
the Los Angeles Examiner. 


No. 3035. Los Angeles Dwellings. 

Breakdowns of occupied dwell- 
ing units by areas and by cities 
within areas in the Los Angeles 
and Southern California area in 
1950-57 are presented in a report 
of the Los Angeles Examiner. 


————— 


No. 3036. Los Angeles Retailing. 

Retail sales by individual cities 
and sales districts in the Los An- 
geles and Southern California area 
in 1948-55 are covered in a report 
by the Los Angeles Examiner. 


No. 3037. Los Angeles Market 
Trends. 
Trends in population, house- 


holds, retail sales and income in 
Southern California, compared 
with the U\S., are outlined in a re- 
port by the Los Angeles Examiner. 


No. 3038. Los Angeles Outlets. 

Distribution of retail outlets and 
a breakdown of population, homes 
and retail sales by sales districts 
are shown for the Los Angeles pri- 
mary area and for Southern Cal- 
ifornia in a folder issued by the 
Los Angeles Examiner. 


== 


No. 3039. Salinas Mexican Data. 

Mexican American and national fy 
population by county in the cov- 
erage area is presented in a booklet 
by KSBW-TYV, Salinas. ft 


No. 3040. KOVR-TV Area. 1 
A coverage map issued by t 

KOVR-TV, Stockton, includes a 

21-county breakdown of popula- 

tion, families, consumer spendable 

income, retail sales and tv sets. 


No. 3041. Riverside Data. 

A report by the Riverside Press- 
Enterprise offers data on popula- 
tion, retail sales and buying power 
in the Riverside-San Bernadino 
metropolitan area. 


No. 3042. Long Beach Industry. 
Port shipping tonnages, data on 

water and gas capacity, tax rates, 

population, retail sales and effec- 


No. 3029. The Sacramento Market. 

Chain grocery and supermarket 
outlets, retail sales and number of 
women working in the 16 standard 
metropolitan areas of the West, in- 
cluding Sacramento, are covered 


Data. 

Population, effective buying 
power, earned buying income per 
capita and per family and percent- 
age of home owners are covered in 


Advance-Star, Burlingame. 
No. 3031. KHJ-TV Coverage Map. | 

A coverage map issued by KHJ- 
TV, Los Angeles, includes data on} 
population and set count. 


No. 3032. The Los Angeles Market. 

Family population and retail 
sales growth are included in a map 
of Los Angeles County issued by 
Los Angeles Suburban Newspapers 
Inc. 


No. 3033. KNXT Coverage Map. 

A map published by tv station 
KNXT, Los Angeles, covers popu- 
lation, families and retail sales in 
the coverage area. 


No. 3034. Population Changes in 
Los Angeles. 


in a report by the Sacramento Bee. | 


No. 3030. San Francisco Peninsula |7 


an 18-page booklet issued by the 77 


| G 


Billy Bublbct- 


CONFOUNDS THE EXPERTS 


W MdMcéttettta 


“For our new product we were well 
satisfied with ‘professional’ predic- 
tions of modest initial sales. 


“To our pleasant surprise, within 
30 days we received more orders 
from our quarter-page announce- 
ment in The RIFLEMAN, than we 
had hoped for the first full year!” 


(Name on Request) 


~% KMERICAN 
_ RIFLEMA 


SCOTT CIRCLE WASH. 60.C. 


Population data for all cities and 
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tive buying income in the Long| 
Beach area are included in a book-| 
let of its Chamber of Commerce. 


No. 3043. Facts about Redding. 

A folder published by the Red- 
ding Reco-d-Searchlight covers 
population, incomes, retail sales, 
postal receipt’, whole alers, pay- 
roll and industrial data. 


No. 3044. The Redding Market. 
Effective buying income, retail 
sales and employes and wages are 
broken down by county in the local 
market in a 26-page booklet of the 
Redding Record-Searchlight. 


No. 3045. Trinity River Project. 
Lova! market effects of the $225,- 
000,000 Trinity River (dam) proj- 
ect, including labor to be employed 
in each construction phase, are out- 
lined in a report by the Redding 
Record-Searchlight. 


No. 3320a. Visalia, California. 

Data on production, income and 
sales in Visalia is presented in 
this folder, along with financial 
and population data and circula- 
tion information on the Visalia 
Times Delta. 


No, 3614. Eureka’s Market 

A report by Eureka Newspapers 
covers population, housing, retail 
sales and new investments in the 
local market. 


No. 3615. Santa Barbara 58 Facts. 

Income per capita and per 
family, retail outlets, population, 
occupied dwelling units and retail 
sales locally are covered in a folder 
issued by the Santa Barbara News- 
Press. 


No. 3616. KCRA-TV Coverage 
Data. 
Population, families, effective 


buying income and retail sales in 
the coverage area are included in 
a sheet issued by KCRA-TV, Sac- 
ramento. 


No. 3617. KCOP Coverage Area. 

A sheet issued by KCOP, Los 
Angeles, gives retail sales in total 
and by category, effective buying 
income, families and population 
for the coverage area. 


No. 3618. Los Angeles Population 
and Dwellings Data. 

Six reports on population and 
dwelling unit estimates for Los 
Angeles County by 16 major eco- 
nomic areas, changes since 1950 
and similar data by census tracts 
have been issued by the Los An- 
geles Mirror News. 


No. 3619. Potential Retail Buying 
Power. 

Potential retail buying power in 
16 major economic areas of Los 
Angeles County is given in a sheet 
issued by the Los Angeles Mirror 
News. 


No. 3620. Los Angeles Shopping 
Centers. 

Two lists, one of Los Angeles 
County shopping centers by the) 
16 major economic areas and one} 
of new and proposed shopping cen- 
ters in the county, have been is- | 
sued by the Los Angeles Mirror | 
News. 
No. 3621. Los Angeles Retailing. 

Number of licensed outlets and | 
total taxable sales in the Los An- | 
geles metropolitan area for 1950) 
and 1957 are listed in a bulletin 
of the Los Angeles Mirror News. 


No. 3622. Passenger Car Sales. 

Six bulletins issued by the Los 
Angeles Mirror News cover Cal- 
ifornia new passenger car regis- 
trations, registrations by makes in 
16 major economic areas of Los 
Angeles County, registrations by 
makes in the county in 1952-57, 
unit sales and share of market by 
make, California motor vehicle 


and area where purchases were 
made. 


No. 3623. Retail Drug Sales. 

Retail drug store sales estimated 
in the 16 major economic areas of | 
Los Angeles County are listed in 
a report and map issued by the) 
Los Angeles Mirror News. 


No. 3624. Retail Food Sales. 

Retail food store sales estimated 
in the 16 major economic areas of | 
Los Angeles County are listed in a| 
report and map issued by the Los | 
Angeles Mirror News. 


No. 3625. Chain Grocery Outlets. | 

A 21x26” map of Los Angeles | 
County, broken down by 16 major | 
economic areas, issued by the Los | 
Angeles Mirror News, shows gro-| 
cery outlets per area. 


No. 3626. Los Angeles Retai L 
Trade. 
An analysis of the 1954 U.S.| 
Census of Business by the 16 ma-| 
jor economic areas of Los Angeles | 


papers . 


‘OUR BASIC ADVERTISING MEDIUM HAS ALWAYS 
BEEN THE TOPEKA CAPITAL-JOURNAL!’ 


“As a merchant for over 50 years in the Capital City of Kansas 
I have observed that whenever you stop advertising in the news- 
. . then business stops likewise!”— 


—Ed. Marling, President 


Marling’s Furniture & Appliance Stores 


‘Je 


Represented Nationally 


by JANN and KELLEY, INC. 


i TO SELL METROPOLITAN TOPEKA AND THE KANSAS 
MARKET—YOU NEED THE CAPITAL-JOURNAL! 


Over 56% of the people in Topeka’s primary 21-County drive- 
in trade area are readers of The Topeka Capital-Journal. And, 
of course, in Metropolitan Topeka proper you’re assured com- 
plete saturation of this prosperous able-to-buy market, in which 


Retail Sales in 1957 reached $153,485,000! 


Capttal- Journal 


Let The Capital-Journal do a real sales job for you! 


STAUFFER PUBLICATIONS’ 


NEWSPAPERS 


109 


The world's most modern newspaper plant — with 37 new color 
convertible press units — opens in May in Boston. The spacious 
12-million-dollar building contains every modern device to produce 


a more attractive, readable newspaper. 


ROP full and spot color will be available on June 2, for the first time 
in any metropolitan newspaper in New England. 


New England’s big family newspaper is now, 


more than ever, going places in Boston... 


The 


Boston Globe 


MORNING 
EVENING 
SUNDAY 


4 


8 Oe em ene 


Chicago, Detroit 


Cresmer & Woodward, Inc. 
New York, San Francisco, Los Angeles 


The Leonard Co. 


Miami Beach, Florida 


registrations by counties in 1957 


Scolaro, Meeker & Scott 
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- Agricultura | | 
eee REACHES THE RICHEST 


FARMERS IN THE WORLD 


The important ranchers and planters of Latin America 


Hundreds of manufacturers—who at one time confined their promotion to U. S. 
farmers—are making big sales in the booming farm markets of Mexico, Central and 
South America. They rely on Agricultura, because it delivers the leading audited 
on-the-farm circulation . . . stresses U. S. products . . . demonstrates the latest and 
best in farming methods. 


WRITE FOR MARKET AND MEDIA FOLDER 
Agricultura de las Americas 


The Magazine of Modern Farming for Latin America 
1014 WYANDOTTE ST., KANSAS CITY 5, MO. 
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Available Market Data—Local 


To secure copies of data listed, use the handy coupons 


County, giving sales and per cent 
of total for each store type by area 
'and by county total, is included in 
a report by the Los Angeles Mir- 
| ror News. 

| No. 3627. Los Angeles Population 
Forecast. 

| A fact sheet and map issued by 
ithe Los Angeles Mirror News 
gives a population forecast for each 
of the 16 major economic areas of 
Los Angeles County and the 22 
minor areas. 


| No. 3628. Family Income. 

Family income for each of the 
/16 major economic areas of Los 
| Angeles County 1n 1957 is listed in 
/a report by the Los Angeles Times. 


No. 3629. Population Related to 
Buying. 

| A breakdown of 16 major eco- 
| nomic areas of Los Angeles Coun- 
‘ty, showing the per cent of county 
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year. Why? 


every season is selling season! 


To keep up with fast-growing Florida, you 
must toss out the old ‘“‘seasonal market” theory. 
Today we sell every day in Florida. Plush 
hotels and thousands of magnificent motels 
keep out the welcome mat every day of the 


Summer tourist spending is up 56% since 
1950 . . . Last summer two million Florida 


population of each and per cent of 
food sales, drug store sales and 
other product sales, is given in a 
bulletin of the Los Angeles Times. 


No. 3630. Food and Drug Trends. 

A sheet issued by the Los An- 
geles Times shows per cent of 
homes having various food store 
items, household drugs and cos- 
metics on hand for each year since 
1947 in Los Angeles County. 


No. 3631. Cosmetics and Toiletries 
Purchases in Los Angeles. 

Per cent of cosmetics and house- 
hold toiletries purchases in each of 
16 major economic areas of Los 
Angeles County is reported in a 
continuing home audit by the Los 
Angeles Times. 


No. 3632. Tv, Appliance and Fur- 
nishings Purchases. 

Per cent of tv, appliances and 
home furnishings purchases in 
each of 16 maj sr economic areas of 
Los Angeles County is reported in 
a continuing home audit by the 
Los Angeles Times. 


No. 3633. Apparel and Accessory 

Purchases. 

Per cent of purchases of men’s 
clothing and furnishings and of 
women’s apparel and accessories 
in each of 16 major economic areas 


LOWEST COosT 
COVERAGE IN 
FLORIDA'S 
TOP MARKETS 


THE TAMPA TRIBUNE 


THE MIAMI HERALD 


visitors spent more than $240 million... More 
out-of-state cars stopped at Florida’s Welcome 
Stations for free orange juice, road maps and 
you-know-what in June, July and August than 
in the preceding January, February and March. 


Record summer season coming! 


Air, rail and bus lines report advance sales 
soaring over last year! Indications are that 
thousands of postponed vacation dollars will 
be spent in Florida this summer! 


More than tourists! 


Add the year ’round buying power of more 
than 4,000,000 Florida residents; add the extra 
sales power of the 3,000 new residents who 
move into Florida each week —and you get a 
sales opportunity alert management will recog- 
nize and cash in on. You can build 1958 sales 
by putting Florida in your summer newspaper 
advertising plans — now! 


It’s easy! You can sell Florida’s three key 
market areas—at lowest cost and get top 
coverage — with Florida’s~big three daily 
newspapers — The Miami Herald, The Tampa 
Tribune and the Florida Times-Union. 


Want more facts? Write us! 


Fa REPRESENTED NATIONALLY By: 
FLORIDA TIMES = U NION The Katz Agency, Inc. 


JACKSONVILLE 


TAMPA 


MIAMI 


Sawyer-Ferguson-Walker Co. 


Story. Brooks & Finley,Inc. 


of Los Angeles County is reported 
in a continuing home audit by the 
Los Angeles Times. 


No. 3634. The Los Angeles 1958 
Market. 

A detailed booklet published by 
\the Los Angeles Times gives data 
| showing trends in Los Angeles in- 
come per family, net effective buy- 
ing income compared with other 
major markets, retail sales, new 
construction, wholesaling, banking 
and retail outlets. 


|No. 3635. Cigaret Brand Standings. 


Per cent of homes in Los Angeles 
County buying various brands of 
cigarets is covered in a continuing 
home audit by the Los Angeles 
Times. 


No. 3636. The Oakland Market. 

A county-by-county breakdown 
of population now and in past 
years and of retail sales by cate- 
gory, car registrations and gaso- 
line consumption in the Oakland 
area is given in a booklet pub- 
lished by the Oakland Tribune. 


No. 3637. San Diego Market Anal- 


ysis. 

A folder issued by the San Di- 
ego Union & Evening Tribune cov- 
ers population, dwelling units, em- 
ployment, sources of income and 
retail sales in various categories in 
the trade area. 


No. 3638. San Diego Market Map. 

A map published by the San 
Diego Union & Evening Tribune 
includes population and families in 
the coverage area. 


No. 3639. 1957 Food Store Sales. 
Effective buying income, total 
retail sales and numbers and kinds 
of grocery supermarkets, chains 
and independents are covered in 
a brochure prepared by the San 
Diego Union & Evening Tribune. 


No. 3640. Travel by San Diegans. 

Travel statistics about San Di- 
ego citizens, including methods of 
travel, passports issued by years 
in the past four years and number 
of commercial air travelers are 
given in a booklet issued by the 
San Diego Union & Evening Trib- 
une. 


COLORADO 


No. 3046. The KTVR Story. 


Population, households, consum- 
er spendable income in total and 
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per household and retail sales are; New England counties are included | 


included in a folder issued by 
KTVR-TV, Denver. 
No. 3047. 
Market. 
A breakdown of population, 
families, net etfective buying in- 
come, retail sales and food sales by 
county in the Grand Junction 
trading zone is given in a booklet 
of the Grand Junction Sentinel. 


The Grand Junction 


No. 3048. Grand Junction Re- 
sources. 

Water power and resources in 
uranium, oil, natural gas and other 
materials and their effect on pop- 
ulation in Grand Junction, west- 
ern Colorado and eastern Utah are 
covered in a folder issued by the 
Grand Junction Sentinel. 


No. 3049. Pueblo Facts. 

Population and effective buying 
power per family are among the 
economic and industria] data in a 
booklet available from the Pueblo 
Star-Journal & Chieftain. 


No. 3050. Pueblo Brand Prefer- 
ences. 

Housewives brand preferences 
among 45 food items are surveyed 
in a report issued by the Pueblo 
Star-Journal & Chieftain. 


No. 3051. Pueblo Liquor and Beer 
Sales. 

Number of distribution outlets 
and sales rank of liquor and beer 
brands in Pueblo are covered in a 
report by the Pueblo Star-Journal 
& Chieftain. 


No. 3052. The Pueblo Market. 

A folder issued by the Pueblo 
Star-Journal & Chieftain gives the 
number of families by county in a 
13-county trading area. 


No. 3053. Pueblo Statistics. 

New home construction, build- 
ing permits, and data on water, 
power and other industrial devel- 
opment are included in a 15-page 
report available from the Pueblo 
Star-Journal & Chieftain. 


No. 3512. KBTV Coverage Map 
and Data. 

KBTV, Denver, presents in this 
brochure a map of its coverage, a 
summary of the characteristics of 
its market, buying power, tv 
homes, per capita income and the 
volume of industrial, agricultural, 
mining and tourist trade being 
done in the area. 


No. 3513. Housewife Brand Pref- 
erences, Sterling, Colorado. 
The brand preferences of 
housewives in Sterling, Colo., in 
50 grocery classifications are giv- 


en in this report by Mountain 
Newspaper’ Research Institute, 
Denver. 


No. 3514. Housewife Brand Pref- 
erences, Fort Collins, Colorado. 
The brand preferences of house- 
wives in Fort Collins in 50 gro- 
cery classifications are given in 
this report by Mountain Newspa- 
per Research Institute, Denver. 


No. 3515. Housewife Brand Prefer- 
ences, Boulder, Colorado. 

In this report by Mountain 
Newspaper’ Research Institute, 
Denver, the brand preferences of 
Boulder, housewives in 50 grocery 
classifications are given. 


No. 3516. Housewife Brand Pref- 
erences, Pueblo, Colorado. 

The brand preferences of Pueblo 
housewives in 50 grocery classifi- 
cations are revealed in this report 
by Mountain Newspaper Research 
Institute, Denver. 


CONNECTICUT 


No. 3054. Hartford Facts. 
Population in 1950-57, auto reg- 

istrations (1951 vs. 1956) and re- 

tail sales rank of seven leading 


Bates, Shes ees: 
PRM ps 


111 


in a booklet published by the Hart-| 
ford Courant. 


No. 3055. The Hartford Market. 

A county-by-county breakdown 
of population, buying income and_/| 
retail sales and the national rank | 
of Hartford county in these cate- 
gories and in various product sales 
are included in a report by WHCT- 
TV, Hartford. 


TO OBTAIN MARKET DATA USE THIS COUPON 


Readers’ Service Dept., ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


Please send me the following data (insert code number of each item wanted) : 


No. 3056. WICC Coverage Area. | 


A booklet issued by radio station | 
WICC, Bridgeport, covers popu- 


lation, effective buying income, re- 
tail sales and number of families. 


| Pree ey iwdaScedhctiee ka 6 
No. 3057. The Hartford Area. 
Population, housing, expendi- Compony Coe eeeeeeseresesesoen 
tures per family and wholesale and 
retail sales are covered in a report ETE Ce Teer Ee 
by the Hartford Times. 
eee ere ee 


No. 3058. New Britain Market. 
Number of employes per indus- 
try, retail sales, buying power and 


COC ere ewes e ese eerenesesese 


This coupon not valid after July 31, 1958 


population are covered in an 18- 


page booklet available from the! No. 3551. Washington Liquor Buy- 


New Britain Herald. ing Patterns. 
Current data on liquor sales and 
No. 3059. Meriden-Wallingford|the liquor market for the Wash- 
Facts. ington, D.C., market and the 26 
Population, families, effective|surrounding counties is given in| 


|issued by the Tampa Chamber of;No. 3561. A&P in St. Petersburg. 
‘Commerce gives data on wholesale| Data on A&P food stores in the 
/and retail sales, payroll and family St. Petersburg area and their re- 
| allowances for nearby MacDill Air i tail volume and potential is given 
|Force base and population broken |in this four-page folder put out 
down by counties in the area. ‘by the St. Petersburg Times. 


buying income in total and per 
family and retail sales in total and 
by product are included in a book- 
let of the Meriden Record & Jour- 
nal. 


this study by the Washington Post 


the age, employment category in- 
come, sex, and buying patterns of 
/area liquor buyers. 


& Times Herald. The study shows | 


No. 3071. St. Petersburg Growth. 
Resident and visitor population 


cluded in a report by the St. 
Petersburg Independent. 


yearly from 1950 to 1956 is in-| 


|No. 3562. Chain Grocery Opera- 
tions in Central Florida. 

The number and location of food 
|chain stores in seven counties in 
{central Florida, including the Or- 


No. 3060. WTIC-TV Coverage Map.|No. 3552. Washington Shopping 
The four-state coverage area of Centers. 
WTIC-TV, Hartford, is shown on|_ This guide, published by the 
a map produced by the station and Washington Post & Times Herald, 
including county-by-county data lists all the shopping centers in 


lando market, is given in this fact 


on tv households, effective buying 
income and retail sales by product 
group. 


DELAWARE 


No. 3061. Top Ten Brands in Wil- 
mington. 

Brand preferences as revealed 
in personal interviews in homes in 
Wilmington and New Castle Coun- 
ty by Dan Clark & Associates are 
surveyed in a report by the News- 
Journal, Wilmington. 


DISTRICT OF COLUMBIA 


No. 3062. Washington Brand Pref- 
erences. 

A survey of 5,000 households for 
brand preferences in food, soap, 
drug and toiletries, home appli- 
ances, beverages, automobiles and 
general is summarized in a report 
by the Washington Star. 


No. 3547. WTOP Coverage Map. 

A coverage map of WTOP, 
Washington, D.C., together with 
market data about the Washing- 
ton market is issued in this folder 
put out by the station. 


No. 3548. Automotive Facts on 

Washington. 

Published by the Washington 
Post & Times Herald, this report 
lists new car sales in 1956 and 
1957 by makes in the District of 
Columbia and surrounding coun- 
ties. 


No. 3549. The Washington Liquor 
Market. 

A listing of the population, in- 
come, retail liquor outlets, liquor 
sales, buying hours and distribu- 
tion system in the 26-county area 
around Washington, D.C., are giv- 
en in this booklet published by 
the Washington Post & Times Her- 
ald. 


No. 3550. Washington, D.C., Su- 
permarkets. 

This is a map published by the 
Washington Post & Times Herald 
showing the locations of major 
corporate and independent super- 
markets in the Washington, D.C., 
area. 


ithe District of Columbia area and 


‘notes what kinds of stores are in’ 


the center—food, variety, drug, 


fabrics stores, gas stations, res- 
taurants, etc. 

FLORIDA 
No. 3063. WMBR-TV’s “Florida” 


Market. 


| retail sales, effective buying in- 
come and food sales in the Flor- 
ida-Georgia area served by 
WMBBR-TYV, Jacksonville. 


| No. 3064. WCTV Coverage Area. 

Population, families, effective 
buying income, retail sales, farm 
population and income and sales 
by product in the coverage area 
are shown in a map-booklet of 
WCTYV, Tallahasee. 


No. 3065. The Miami Market. 

How the Gold Coast area ranks 
in population, families, total in- 
come and retail sales, compared 
with major U. S. cities, is covered 
in a booklet issued by WCKT-TV, 
Miami. 


No. 3066. Miami Top Ten Brands. 

Family incomes, retail distribu- 
tion and consumer preferences in 
1,150 items in 26 classifications are 
covered in a report by the Miami 
Herald. 


No. 3067. Miami Sales Growth. 

Miami retail sales by product 
group in 1956 are compared with 
sales in 1948 in a sheet issued by 
radio station WGBS, Miami. 


No. 3068. The Orlando Market. 

A county-by-county breakdown 
of population and retail sales of 
food, general merchandise, drugs 
and automobiles in the Orlando- 
central Florida market is included 
in a report by the Orlando Senti- 
nel-Star. 


No. 3069. WFGA-TV Coverage 

Map. 

A map issued by WFGA-TV, 
Jacksonville, shows population, 
families and total retail sales in 
the coverage area. 


No. 3070. Tampa Facts. 
A 36-page pocket-size booklet 


capita and per family, effec- 
|tive buying income, households, 
‘college students, military person- 
nel and retail sales are covered in 
a booklet issued by WESH-TV, 
Daytona Beach. 


No. 3554. Florida Facts. 


WSUN-TV, St. Petersburg, pre-| 


A five-color acetate coverage sents a study of visitors to Flor-| retail sales for the Tallahassee 
map shows population, households, |ida, how long they stay, how much| area are contained in a market 


|they spend, how old they are and 
how they affect retail sales vol- 
|ume. 


| 
|No. 3555. America Is on the Move. 
Population shifts and trends in 
| Florida counties and their conse- 
|quent influences on the markets 
involved are detailed statistically 
by Branham Co., newspaper and 
radio-tv representative. 


No. 3556. Orlando and the Central 
Florida Market. 

This is a summary, published 
by Branham Co., of market condi- 
tions in and around Orlando, Fla., 
and a summary of coverage of this 
market by newspapers in the area. 


No. 3557. WSUN-TV Coverage 
Area. 

The concentration of the Flor- 
ida population in certain key areas 
is depicted in this fact sheet by 
WSUN-TYV, St. Petersburg. 


No. 3558. St. Petersburg Market 
Data. 

The St. Petersburg market, its 
population, average income, retail 
sales volume by product category 
and other market data are given 
by the St. Petersburg Times. 


No. 3559. St. Petersburg Super- 
markets. 

Publix supermarket operations 
in the St. Petersburg market and 
general retail sales data on Pin- 
ellas County, Fla., are given in 
this folder by the St. Petersburg 
Times. 


No. 3560. Road to Metropolis. 

This is an analysis of the growth 
and economic development of St. 
Petersburg by Douglas Doubleday. 
The four-page folder is a reprint 
from the St. Petersburg Times, 
from whom the folder is available. 


No. 3072. WESH-TV Coverage sheet put out by the Orlando Sen- 
Area. | tinel-Star. 
Population (1951 vs. 1957),) 
births, marriages, secondary school 
enrollment, buying income per No. 3563. Orlando, the Central 


Florida Market. 

General market data on the 
five-county central Florida mar- 
/ket is given by the Orlando Sen- 
|tinel-Star. Retail sales by store 
| categories is also given. 


| No. 4007. Here’s Tallahassee. 
Population, buying power and 


review from WTAL, Tallahassee. 


GEORGIA 


No. 3073. WIBB Negro Market. 

| Per cent of Negro population is 
jamong data in a sheet issued by 
|radio station WIBB, Macon. 


'No. 3074. Savannah Statistics. 

| Auto registrations, building per- 
mits, dwellings, families and elec- 
tric customers are summarized in 
|a sheet available from WTOC, Sa- 
| vannah. 


No. 3075. Macon’s Market. 

A folder issued by the Macon 
Telegraph and Macon News covers 
population, retail sales, food and 
drug store sales and effective buy- 
ing income in a 28-county area. 


No. 3076. Data on Augusta. 
Population, retail sales and 
shopping habits in the area are in- 
cluded in a folder issued by the 
Augusta Chronicle-Herald. 


No. 3077. How Retail Overshadows 
Wholesale in Augusta. 

Data on wholesale and retail 
sales in Augusta, compared with 
Atlanta, and on sales of goods 
shipped in from other markets is 
presented in a booklet by the Au- 
gusta Chronicle-Herald. 


No. 3078. Data on Augusta. 

A data sheet issued by the Au- 
gusta Chronicle-Herald includes 
population, families, effective buy- 
ing income, passenger cars, dwell- 
ing units and retail sales. 


No. 3079. Augusta Consumer In- 
come. 


-Data on spendable income and 
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TO OBTAIN MARKET DATA USE THIS COUPON 


Readers’ Service Dept., ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


Please send me the following data (insert code number of each item wanted) : 


Address 


City & Zone.. 


This coupon not valid after July 31, 1958 


construction of housing and com- 


mercial building are included in a} 


sheet issued by the Augusta 


Chronicle-Herald. 


No. 3080. WAGA-TV Coverage 
Area. 

Retail sales in total and by prod- 
uct category, population and in- 
come in the coverage area are out- 
lined in a brochure published by 
WAGA-TYV, Atlanta. 


No. 3564. Augusta, Georgia—New 

Industrial Giant. 

Complete market data and in- 
dustrial development _ statistics 
about Augusta, Ga., is presented 
in this folder by the Augusta 
Chronicle and Augusta Herald. 


No. 3565. Augusta Wholesaling. 

A study of Augusta, Ga., whole- 
saling activity and the flow of 
wholesale goods into the Augusta 
market from other Georgia cities 
is published by the Augusta 
Chronicle and Augusta Herald. 


No. 3566. Retail Grocers in Au- 
gusta. 
A listing of all retail grocers in 
the Augusta, Ga., area is given 


No. 3573. WRBL-TV Coverage 
Area. 

| Market data about the 53-coun- 

|ty area served by WRBL-TV, Co- 

|lumbus, is offered by the station, 

based on a Sales Management sur- 

vey of buying power. 


ILLINOIS 


No. 3200. Chicago Negro Market. 

The Chicago Defender has issued 
its third buyer preference study of 
Chicago Negro market, with spe- 
cial data on the Negro family. 
Conducted by Dr. Charles L. Allen, 
Medill School of Journalism, 
Northwestern University, the study 
covers income, occupations, home 
and auto ownership, life insurance, 
shopping habits, store preferences 
and brand preferences. 


No. 3202. WBBM Coverage Map 

Two maps of the broadcast cov- 
erage area of WBBM, Chicago, and 
| data on population, retail sales and 
_income are included in this folder 
| offered by WBBM. 


| No. 3203. The Copley Big 3. 
This brochure contains a map of 


No. 3207. Billion Dollar Peoria Mar- 
ket. 

The Peoria Journal Star has pub- 
lished this booklet on the Peoria 
|trading area market, with break- 
/downs on retail sales and circula- 
tion, a comparison of Illinois trad- 
ing areas, data on Peoria industry 
and :ts effect on the Peoria scene. 


No. 3208. Peoria Purchasing Power. 

Up to date statistics on metro- 
politan Peoria employment, total 
retail sales, weekly payroll figures 
and Peoria banks and savings & 
loan associations are presented in 
a brochure issued by the Peoria 
| Journal Star. 


| No. 3209. Chicago Daily Newspaper 
Coverage & Duplication. 

Results of a survey of Chicago 
|daily newspaper readers shows 
lreadership figures broken down 
| by: men, women, employed wom- 
|en, housewives, men and women 
| by age groups over and under 45, 
/and women by age groups below 
35. Sample is constructed so per- 
| centages can be applied to the mar- 
|ket as a whole. Published by the 
| Chicago Sun-Times. 


| 
| 


by the Augusta Chronicle and Au- |the trading area of the Aurora! No, 3210. Illinois’ Capital City Mar- 


gusta Herald. 


No. 3567. The Georgia Story. 
This booklet, published by Bran- 


| Beacon-News, Joliet Herald-News | 


jand the Elgin Courier-News, plus 
information on retail sales, indus- 
‘try and agriculture of the three 


ket. 

Population, families, effective 
buying income and retail sales for 
20 counties covered by WICS, 


ham Co., summarizes present and market areas. Issued by the Cop-| Springfield, are included in this 


developing market conditions in 
the metropolitan areas of Georgia. 


No. 3568. Columbus, 


Georgia, 
Market Data. - 


Detailed market data on Colum- | 


bus, Ga., together with a cover- 
age map and statistics of WRBL- 
TV, Columbus, is published by the 
station. 


No. 3569. Television Magazine 
Data Book, 1958. 
A listing of tv 


homes in Co- 


|ley Northern Illinois Newspaper 
| Group. 


| No. 3204. Televiewing Habits in the 
Quad-Cities. 

Based on American Research Bu- 
reau ratings, the booklet gives in- 
formation as to which nights wom- 
/en watch tv most, men watch most, 
favorite viewing nights, plus au- 
|dience breakdown for the top 25 


| programs in market, including pro- | 


'grams of both stations. Also con- 
tains brief resume of facts about 


| map folder issued by WICS. 
| 


|No. 3211. WICS-TV Now Gives 
| You Springfield, Plus 

New map and market data in- 
| cludes figures on population, fam- 
lilies, buying income and retail 
| Sales covered by WICS as a result 
lof the station’s increased power 
/and tower height. Issued by WICS, 
| Springfield. 


| No. 3212. WLS Coverage. 
Booklet giving data on areas of 


lumbus, Ga., population, number the Quad-City and western Illi-| [}linois, Indiana, Wisconsin, Mich- 


of families and retail sales vol- 
ume is given by Television Mag- 
azine Data Book, 1958. 


No. 3570. WRBL-TV Coverage) 


Map. 
A coverage map and market 
data of WRBL-TV, Columbus, Ga., 
is offered by the station. 


No. 3571. Macon, Georgia, Market 
Data Folder. 
The Macon Telegraph & News 
shows its circulation coverage area 
and notes the weather, holidays, 


shopping days, transportation fa- | 
cilities and other factors about its | 


market. 


No. 3572. Middle Georgia Data. 

This four-page folder 
Middle Georgia farm family in- 
come and spending trends is of- 
fered by the Macon Telegraph & 
News. 


nois-eastern Iowa markets. Issued 
by WHBF-TYV, Rock Island. 


| No. 3205. Central Illinois Group. 
Market data on two adjacent 
| markets—Decatur and Champaign- 
| Urbana—include sales and popu- 
‘lation figures and comparisons 
| with four other markets. The Cen- 

tral Illinois Group is comprised of 
|\the Champaign-Urbana Courier 

and the Decatur Herald and Re- 
| view, which issued the booklet. 


No. 3206. The La Salle, Peru, Ogles- 
by, Spring Valley Market. 

The market comprised of La 
|Salle, Peru, Oglesby and Spring 
Valley is described in this folder 
published by the La Salle News- 


of industries in the area, data on 
industry and information of sales, 
buying income, population and 
families. 


ie 3215. 


igan, Iowa, Ohio and Missouri is 
|issued by WLS, Chicago. Includes 
|figures on population, auto regis- 
|trations, buying income, retail, 
food and drug sales and radio 
homes. 


'No. 3213. WLS Map of the Chi- 
cago Area Market. 

| Map issued by WLS, Chicago, 
gives population, income, sales fig- 
|ures and data on the farm market 
in 285 counties in seven states. 


|No. 3214. Springfield—a Top Test 
| Market. 

| The Illinois State Journal and 
| Register, Springfield, has pub- 
\lished a four-page folder giving 
1956 retail sales data on the 11- 


about | Tribune. Included are photographs County Springfield market, with 


a map of the area. 


WLBK Map of the 
Greater DeKalb Area. 


ge. (se Oe ee 
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Available Market Data—Local 


To secure copies of data listed, use the handy coupons 


adjoining counties has been is- 
sued by DeKalb Radio Studios Inc., 
De Kalb, Ill. 


No. 3216. Bloomington Trading 

Area Map. 

The Bloomington Daily Panta- 
graph has issued a map of the 
Bloomington area. Includes sta- 
tistics on number of families in 
the towns in the area. 


No. 3217. Bloomington-Normal Sta- 
tistical Folder. 

Illustrated folder presents sta- 
tistics on population, industry, ag- 
riculture, transportation, retail 
market, education, hostelries and 
medical facilities in Bloomington- 
Normal. Included is a map and 
street guide. Issued by the Bloom- 
ington Assn. of Commerce; avail- 
able through the Bloomington 
Daily Pantagraph. 


No. 3218. Total Retail Sales in a 
Rich 7-County Market—Bloom- 
ington. 

The Bloomington Daily Panta- 
graph has issued a report of the 
total retail sales in the seven- 
county Bloomington-Normal mar- 
ket, with a separate breakdown 
on food, drug and automotive pur- 
chases. 


No. 3219. Standard Market Data 

for Bloomington-Normal. 

Eight-page booklet describes the 
Bloomington-Normal retail trading 
zones. Includes map and statistics 
on population, families, economic 
conditions, labor conditions, edu- 
cation, parks, churches, banks, in- 
dustrial and business’ growth, 
farms, and a wholesale distribu- 
tion study. Issued by the Bloom- 
ington Daily Pantagraph. 


| No. 3220. The Chicago Heights, 
Homewood-Flossmoor and Park 
Forest Market. 

Booklet contains retail sales fig- 
ures of 15 towns in the Chicago 
Heights, Homewood-Flossmoor and 
Park Forest market. Includes sales 
by town and type of business, pop- 
ulation by town, industrial index 
and general market data. Issued by 
the Star Publications, Chicago 
Heights. 


No. 3221. Wonderful Waukegan. 

Illustrated booklet describes lo- 
cation, economy and growth of 
| Waukegan and Lake County, IIl. 
Includes statistics on bank de- 
posits, auto registrations, electric 
and gas meters and telephones and 
breakdowns on population and re- 
tail sales. Published by the Wau- 
kegan News-Sun. 


No. 3222. Remarkable Rockford. 
‘Rockford Morning Star and Reg- 
ister-Republic has published a 
booklet containing data on Rock- 
ford and its retail trading area. 
Includes figures on sales, income, 
buying power and information on 
the characteristics of the area. 


No. 3223. Standard Market Data 
for Quincy. 

Eight-page booklet describes the 
Quincy retail trading zone. In- 
cludes map and statistics on pop- 
ulation, families, economic condi- 
tions, labor conditions, education, 
parks, churches, banks, industrial 
and business growth and farms. 
Issued by the Quincy Herald- 
Whig. 


No. 3224. Bloomington-Normal, 

Standard Market Data. 

Bloomington Broadcasting Corp. 
has issued this report on the 
Bloomington-Normal trading zone. 
Includes map and data on popu- 
lation, economic conditions, retail, 
wholesale and service trade, with 
a grocer directory. 


No. 3320. Billion Dollar Market. 


Statistics on population and con- 


Map giving general and farm|sumer spending 
market statistics for DeKalb and/| 


in Peoria, IIL, 
have been gathered for this re- 
port, and are included along with 
circulation information on the Pe- 
oria Journal Star. 


No. 3321. Purchasing Power. 

This publication summarizes 
data on employment, total retail 
sales and weekly payrolls, banks 
and savings and loan statistics. 
Published by the Peoria Journal 
Star. 


No. 3526. Chicago, the Industrial 
Capital of the World—And 
What It Means to You. 

The Chicago Tribune details in 
this booklet the size and variety of 
Chicago’s industry and how it 
compares with other major indus- 
trial centers. It also compares the 
ability of major U. S. newspapers 
to cover their respective markets. 


No. 3527. Men’s Clothing Survey 

Digest. 

This report, published by the 
Chicago Tribune, documents the 
way men “see” clothing and the 
feelings they have about clothes. 
Data is also given about the rela- 
tive power of advertising media to 
influence men in their selection of 
clothes and personal effects. 


No. 3528. Guide to Chicagoland’s 

Alcoholic Beverage Market. 

Alcohol market data in the met- 
ropolitan Chicago area and in II- 
linois, Indiana, Iowa, Michigan 
and Wisconsin are given in this 
survey published by the Chicago 
Tribune. Market characteristics 
and purchasing patterns are dis- 
cussed. 


No. 3529. Chicago Tribune Maga- 
zine as an Adjunct to Network 
TV. 

The Tribune compares, in this 
folder, the capacities of network 
tv to reach the Chicago food store 
market with and without the 
Tribune’s magazine section in sup- 
port. ’ 


No. 3532. Chicago Tribune Con- 
sumer Panel. 

A complete report of the Trib- 
une’s consumer test panel, its 
composition, scope, commodities 
measured, reporting and tabulat- 
ing methods and analysis tech- 
nique are given in the book by the 
Tribune. Cost of the book is $1. 


No. 3533. Chicago Tribune Fact 

Book. 

In this $1 book the Chicago 
Tribune details the greater Chi- 
cago market as a whole, the Trib- 
une’s coverage of this market and 
special services the Tribune of- 
fers to advertisers. 


No. 3534. Psychological Aspects of 
Shopping. 

In this $2 book the Chicago 
Tribune discusses the significance 
of shoppers’ frames of mind while 
shopping, what affects them, what 
they have in mind by “shopping” 
and other facets of the psychologi- 
cal experience of shopping. 


No. 3535. Highlights of Travel and 
Transportation in Chicago. 

A survey of the travel habits 
and transportation preferences in 
1,747,000 Chicago area households 
is reported in this booklet put out 
by the Chicago Tribune. It costs 
$1. 


No. 3545. Meet Your Chicago. 

The Chicago market, its popu- 
lation and growth rate, personal 
savings, retail] sales volume, auto 
registration, industrial and com- 
mercial activity and other market 
data are given in this booklet, put 
out by Reuben H. Donnelley Corp., 
Chicago. 


No. 3576. Chicago Brand Prefer- 
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ences. 


facts concerning its coverage area 


Market data and brand prefer-|—sales figures, population break- 


ences of consumers in the Chi- 
cago metropolitan area are given 
by the Chicago Daily News as part 
of a consolidated consumer analy- 
sis of 22 major U.S. markets. 


No. 3577. Quad-Cities Market. 

A complete market analysis of 
the Quad-Cities (Rock Island, 
Moline and East Moline, Ill., and 
Davenport, Ia.) is given in this 
brochure. General market data 
and analysis of the grocery, pe- 
troleum, automotive and drug re- 
tail volume is given. 


INDIANA 


No. 3250. Facts about the Metro- 

politan Indianapolis Market. 

Income, employment, housing 
and purchasing data on Indianap- 
olis area residents are included in 
this brochure prepared by the In- 
dianapolis Star & News. A new is- 
sue will be published Sept. 1. 


No. 3251. The Indianapolis Market. 
Information on a 45-county area 
surrounding Indianapolis is in- 
cluded in this booklet prepared by 
the Indianapolis Star & News. Da- 
ta includes population, income, re- 
tail sales, and retail outlets. A new 
issue will be published Sept. 1. 


No. 3252. Indianapolis Consumer 
Analysis. 

A study of the Indianapolis met- 
tropolitan city zone, covering buy- 
ing habits, brand preferences, 
dealer distribution and vacation 
data, is analyzed in a 200-page re- 
port from the Indianapolis Star & 
News. 


No. 3253. WNDU-TV, the Notre 
Dame Station. 

WNDU-TV, South Bend, has is- 
sued a folder showing population, 
total tv families, effective buying 
income and national rankings for 
the South Bend-Elkhart area. 


No. 3254. Study of the Distribution 
of Grocery Products in Indian- 
apolis. 

This study of the distribution of 
various grocery products is offered 
by the Indianapolis Times for $1 
per copy. 


No. 3255. The Evansville Market. 

Information on population, tv 
homes and consumer spendable in- 
come in Evansville is included in 
a booket published by Station 
WFIE, Evansville. 


No. 3256. Here’s the Lafayette 

Market. 

The Lafayette Journal & Courier 
offers this folder on population, 
income and sales in the nine- 
county Lafayette area. 


No. 3257. Growing, Growing Gary. 

Data on population, retail spend- 
ing and shopping centers is among 
the information in this booklet by 
the Gary Post-Tribune. 


No. 3518. WSBT Current Market 
Conditions Bulletin. 

This monthly bulletin published 
by WSBT and WSBT-TV, South 
Bend, details all South Bend em- 
ployment, business volume, indus- 
try and sales activity data. 


No. 3519. WSBT Radio Coverage 

Map and Breakdown. 

This folder, put out by radio 
Station WSBT, South Bend, in- 
cludes a map of the station’s cov- 
erage area and a listing of its 
audiences in various commun- 
ities, plus the approximate dollar 
volume in food and drug sales 
these listeners are responsible for. 


No. 3520. WSBT-TV Market Data 
Book. 
WSBT-TV, South Bend, pre- 
sents in this brochure market 


| the station’s listeners. 


downs by income, industrial em- | 
ployment, percentage of tv house- 
holds and other data. 


No. 3521. WSBT. Radio Market 
Data Book. 

Radio Station WSBT-TV, South 
Bend, presents data about the 
market within its coverage area— 
income and sales figures in var- 
ious parts of the market, farm 
population, farm income and buy- 
ing power and other data about 


No. 3522. A Study of the Distribu- 
tion of Grocery Products in In- 
dianapolis. 

Published by the Indianapolis 
Times, this brochure presents an 
analysis of the distribution of gro- 
cery brands in 78 classifications 
in Indianapolis grocery stores. 


No. 3523. New Passenger Car Reg- 
istration in Marion County 
(1951-1957). 


This booklet, published by the 
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WIEDEMANN’S 
Salutes the Friendliest 


Friendly displays 
are being exhibited 
during MAY... 
National Tavern 
Month. ty 


place in town... Your 
Neigborhood Tavern 


Back Bar 
Display of 
Injection Molded 
Plastic. 


The 


Syracuse Market is... cant i t> 
Papulation...1, $32, 700 


Buying Ireame...‘2. 470,791,000 
Retail Sales... 1, 722.092, 000 


HESE ARE the new dimensions of the 

15-county Syracuse Market Area in 
which the Syracuse Newspapers are the 
dominant selling influence. (Figures are 
from Sales Management's 1958 Survey of 
Buying Power.) 
Here is one of America’s truly important 
markets, qualifying unquestionably for high 


ranking on the ‘‘A”’ list of every national 
advertiser. 


No other combination of media will reach this market 
as Efficiently and Economically as the Syracuse Newspapers 


Phone Your Nearest Office of 
MOLONEY, REGAN & SCHMITT 


HERALD-JOURNAL & HERALD-AMERICAN 
Evening Sunday 


CIRCULATION: Combined Daily 241,159 


| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 

| 

| 

| 

| 

| 

| 
' 


\ E INVITE your examination of an 
exciting new presentation which graphically 
portrays the remarkably efficient manner in 
which the circulation pattern of these 
newspapers matches the Central New York 
distribution territories of leading national 
advertisers and of local chains, wholesalers, 
jobbers and food brokers. 


Syracuse is 
America's No. 1 Test Market 
1 


NEWSPAPERS 
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THE POST-STANDARD 
Morning & Sunday 


Sunday Herald-American 205,658 


Sunday Post-Standard 109,060 
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Available Market Data—Local 


To secure copies of data listed, use the handy coupons 


Indianapolis Times, summarizes 
auto registrations by brands in 
Marion County for the years 1951 
through 1957. 


No. 3524. Currrent South Bend 
Ind., Market Conditions. 
Published monthly by the South 


Tribune shows in this brochure 
what the population of Iowa 
counties are, what percentage of 
them the daily and its Sunday ed- 
ition reach and what sort of a 
market, dollar-wise, this offers to 


’ : 
advertisers. 


Bend Tribune, this newsletter | No. 3539. Iowa’s Expanding Econ- 


summarizes local 
conditions; sales volume 
commodities; bus, 


in key 


employment | 


omy Bulletins. 


These weekly bulletins from the | 
train and air|Des Moines Register and Tribune 


passenger volume and other facets |summarize the state’s agricultur- 


of the local business scene. 


No. 3525. Current 
Ind., Market Data. 
This brochure, published by the 
South Bend Tribune, summarizes 
the local employment, retail sales, 
income and general business pic- 
ture in South Bend. The daily de- 
scribes its own coverage of this 
market and gives statistics about 
its readership. 


No. 3578. WNDU-TV, South Bend, 
Data, 

This single page fact sheet is- 
sued by WNDU-TV, South Bend, 
shows its market, population char- 
acteristics, telecasting facilities 
and station personnel. 


No. 3579. Golden Zone Market 

Book. 

Complete market data on the 
15-county market area centering 
around Fort Wayne, is presented 
by Fort Wayne Newspapers Inc. 


IOWA 


No. 3258. The 4-State Siourland 
Market. 

Population, income and retail 
sales, by counties, are listed for 
Sioux City and its trade area in 
Iowa, Nebraska, South Dakota and 
Minnesota. The four-page folder is 
published by the Journal-Tribune 
Publishing Co., Sioux City, Ia. 


No 3259. Iowa’s $3 Billion Market. 

Data on retail sales and farm in- 
come for 38 separate Iowa markets 
is included in this brochure put 
out by the Iowa Daily Press Assn. 


No. 3260. Retail Sales and Farm 
Production for the Charles City 
Area. 

A data sheet listing population, 
auto sales, retail outlets and sales 
and farm production information 
in a nine county area is offered by 
Radio Station KCHA, Charles City, 
Ta. 


No. 3261. Cedar Rapids Market. 

The Cedar Rapids Gazette has a 
folder giving information on Cedar 
Rapids and five-county area, in- 
cluding income, retail sales, and 
per capita spending on several 
items as compared with Iowa and 
U. S. averages. 


No. 3536. The New Consumer. 
This is an investigation by the 
Chicago Tribune of shopping pat- 
terns and the factors that cause 
these patterns to change. Three 
new Chicago suburbs are examined 
for their indications of possible 
future trends and present mar- 
keting potential. The book costs 


$5. 


No. 3537. Iowa Grocery Chain Store 
Marketing Data Book. 

This summary, published by 
the Des Moines Register and Trib- 
une, describes the 35 grocery 
chains operating in Iowa and in- 
dicates the location and market 
scope of each, plus the marketing 
characteristics of the markets. 


No. 3538. Des Moines Register & 
Tribune Circulation Analysis 
and Market Data, 1957. 

The Des Moines Register and 


‘al, industrial and commercial 


|news in brief form. 


South Bend, | 


No. 3540. Des Moines Sunday Reg- 
ister Brand Inventory in the 
Homes of Iowa Subscribers, 
1956. 

This the 


report summarizes 


/brand preferences of Sunday Reg- 


ister subscribers throughout the 
state. 


No. 3541. 1958 Des Moines 
cery Chain Stores. 


Gro- 


tions and markets of the 35 food 
store chains operating in Iowa are 
listed in this summary. The cir- 
culations of the Sunday Register 
and the Register & Tribune in 
each of the chains’ markets is also 
indicated with the aid of maps. 


No. 3542. Coverage of WMT-TV. 

A map put out by WMT-TV, 
Cedar Rapids, Ia., shows the sta- 
tion’s coverage has been increased 
by more than 20% and now ex- 
tends well beyond the three big 
markets in its area—Cedar Rapids, 
Dubuque and Waterloo. 


No. 3544. KTIV Data 

KTIV, Sioux City, presents a 
map showing its coverage area, 
describes its merchandising and 
promotional services and its local 
and network (NBC) programming. 


No. 3350. Siouxland Market Data. 

Siouxland Broadcasting Co., 
Sioux City, Ia., has published a 
brochure containing a map, pop- 
ulation figures, retail sales figures 
of areas in four states surround- 
ing Sioux City. 


No. 3574. WMT Coverage Area. 
Population and radio homes in 

the coverage area are included in 

a booklet by WMT, Cedar Rapids. 


KANSAS 


No. 3262. Wichita Consumer Anal- 
ysis. 

Consumer preferences for prod- 
ucts by brand in more than 250 
classifications in the Wichita area 
have been compiled by the Wichita 
Eagle. 


No. 3263. Emporia Data. 

Population, income and retail 
sales for Emporia trade area have 
been compiled by Station KVOE, 
Emporia. 


No. 3264. Topeka Trade Territory. 

Retail stores, manufacturers and 
institutions are covered in a folder 
issued by the Topeka Capital- 
Journal. 


No. 3265. Wichita Data. 

Maps and charts are used to 
give information on sales of such 
items as food, drugs, furniture and 
automobiles in this booklet pro- 
duced by the Wichita Beacon. 


No. 3266. Kansas Income Facts. 
The Wichita Beacon has com- 
piled charts showing total income 
of workers in the aircraft indus- 
tries and agriculture in Kansas. 


No. 3580. KTVH Coverage Map. 
A coverage map of KTVH, 


Wichita, and market data about 


The names, types, sizes, loca-| 


jits 14-county market is offered 
by the station. 


No. 3582. Wichita Consumer Anal- 
ysis. 

Complete market data on Wich- 
ita is given by the Wichita Eagle, 
together with a detailed analysis 
of consumer preferences and sales 
volume in foods, soaps, toiletries, 
beverages, home appliances, autos 
and other commodities. 


No. 3583. Sure It Costs Money to 
Buy WIBW, Topeka. Here’s 
Why... 

Radio Station WIBW, Topeka, 
Kan., gives complete market data 
of the area within its coverage 
;and compares it with its cost of 
| market penetration. 


No. 3584. Petry Data Sheet on 

KARD-TV, Wichita. 

This single page fact sheet on 
KARD-TV, Wichita, shows its 
market, population characteristics, 
telecasting facilities and _ station 
personnel. 


KENTUCKY 


'No. 3267. Louisville Market Data. 

Information on population, in- 
come and sales for Louisville, the 
metropolitan area and 23 addition- 
al counties is offered in this book- 
let compiled by the Courier-Jour- 
nal and Louisville Times. 


No. 3268. 
Area. 

Facts on population, income and 
sales in the WAVE-TV coverage 
|area are contained on a fact sheet 


offered by WAVE-TY, Louisville. 


WAVE-TV Coverage 


No. 3269. WAVE Radio Coverage 
Area. 

Facts on population, income and 
sales in the WAVE Radio coverage 
area are contained on a fact sheet 
offered by WAVE, Louisville. 


No. 3585. Louisville Retail Trade. 

Complete market data about 
Louisville and the surrounding 
counties served by the Courier- 
Journal and Louisville Times is 
|presented by the newspapers. De- 
|tailed maps of Jefferson County 
| are included. 


LOUISIANA 


No. 3270. Key to the Gulf Coast. 

KLFY-TV, Lafayette, has pub- 
lished a folder which includes a 
coverage map, plus data on popu- 
lation, retail sales, income, farm 
population and farm gross income 
for nine Louisiana parishes. 


No. 3271. Market Information on 
Baton Rouge. 

Facts on the Baton Rouge trading 
area, including population, income, 
growth, and industrial data are in- 
cluded in a folder put out by the 
Baton Rouge State Times & Morn- 
ing Advocate. 


No. 3272. The Shreveport Market. 

Facts on the Shreveport area, 
including population, retail outlets, 
transportation data, income and 
sales are reported in a booklet from 
KTBS-TV, Shreveport. 


No. 3273. KTBS-TV Story. 

A folder supplied by KTBS-TV, 
Shreveport, gives information on 
retail sales and income in its view- 
ing area, along with a coverage 
map and coverage information. 


No. 3274. The KVOL Story. 
A four-page booklet showing 


Use the Coupons 
in Requesting Data 


co 2 4 
eer ' v3 ae 


Regular Features 
Back Next Week 


The regular lineup of fea- 
tures (Creative Man, On the 
Merchandising Front, Sale- 
sense in Advertising, etc.) 
which normally appears in 
the AA feature section has 
been omitted from this issue 
to provide adequate space 
for the large volume of mar- 
ket data. All of the usual fea- 
tures will be back in their 
regular places next week. 


coverage maps for KVOL radio, 
Lafayette, also contains informa- 
tion on population, income and 
sales for 14 Louisiana parishes. 


No. 3575. Texas-Louisiana Market. 

This booklet summarizes the 
brand preferences of people in 
the market area covered by the 
Shreveport Times and the Shreve- 
port Journal, Shreveport. 


No. 3586. Market Data on Monroe. 

The Branham Co. presents a 
summary of elementary market 
facts about Monroe and surround- 
ing areas covered by the Monroe 
News-Star & World. 


No. 3587. Monroe Facts. 

Major industrial, commercial, 
cultural and educational activities 
in Monroe are summarized by the 
Monroe News-Star & World. 


No. 3588. The Shreveport Market. 

Basic market folder containing 
economic data on the Shreveport 
market area is offered by the 
Shreveport Times and Shreveport 
Journal. 


No. 3589. Shreveport and Bossier 
City, La., Grocery Volume Re- 
port, 1957. 

A summary of the sales volume 
of grocery chain stores in the 
Shreveport-Bossier City, La., mar- 
ket, broken down by chain types, 
is offered by the Shreveport Times 
and Shreveport Journal. 


No. 3590. New Measures of the 

Shreveport Market. 

The Shreveport Times and 
Shreveport Journal capsulize the 
growth of the Shreveport market 
with respect to its population, 
spendable income, retail sales vol- 
ume and other indicators of the 
city’s economic condition. 


No. 3591. KTBS-TV Coverage Area. 

A fact sheet shows the market 
served by KTBS-TV, Shreveport, 
La., the station’s broadcasting fa- 
cilities and its personnel. Issued 
by KTBS-TV. 


No. 3592. Shreveport Market Data. 

The Shreveport Times and 
Shreveport Journal present a brief 
resume of the Shreveport market, 
its population, local sales activity 
and industrial growth. 


No. 3641. Baton Rouge Economy. 
Effective buying income per 
capita and per family, per cent of 
families in each income group, 
bank deposits and retail sales in 
the Baton Rouge area are covered 
in a 12-page booklet published by 
WBRZ-TV, Baton Rouge, La. 


MARYLAND 


No. 3086. WAYE Coverage Map. 
Population, households, automo- 
tive vehicles registered, expend- 
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able income, farms and farm prod- 
uct sales and purchases are in- 
cluded for the coverage area in a 
map issued by Radio Station 
WAYE, Baltimore. 


No. 3087. The Maryland Market. 

A county-by-county breakdown 
of population, buying power, retail 
sales and food sales in Maryland is 
given in a brochure issued by the 
Salisbury Times. 


No. 3088. The Baltimore Market. 

Population and families, plus re- 
tail outlets in the grocery, drug, 
paint, furniture, hardware, plumb- 
ing, appliance and alcoholic bever- 
age fields in 24 sections and Balti- 
more are included in a brochure is- 
sued by the Baltimore Sun. 


No. 3642. WGAY Coverage Data. 
Population growth, income, ed- 
ucation, retail sales and vehicle 
registrations in the coverage area 
are included in a folder of radio 
station WGAY, Silver Spring. 


No. 3643. WBAL-TV Coverage 
Data. 

A fact sheet issued by WBAL- 
TV, Baltimore, includes popula- 
tion, families, effective buying in- 
come and retail sales in total and 
by category. 


MASSACHUSETTS 


No. 3081. Springfield Test Market. 

Desirable test market charac- 
teristics and data to support them 
in the Springfield area cover pop- 
ulation, families, age composition, 
education, religious affiliations, 
housing and retail sales—all de- 
tailed in a brochure issued by the 
Springfield Daily News, Union and 
Sunday Republican. 


No. 3082. The Lowell Market. 

A report by the Lowell Sun cov- 
ers population, age composition, 
education, income, housing and 
payrolls in Lowell. 


No. 3083. Lowell Market Analysis. 

An indexed booklet published by 
the Lowell Sun covers a long list 
of product groups and lists number 
of outlets, total sales and sales per 
family for each group. 


No. 3084. Springfield Liquor Sur- 
vey. 

Distribution of brands carried in 
liquor package stores, including 
the top three sellers in each store, 
in Springfield is outlined in a bro- 
chure issued jointly by the Spring- 
field Daily News, Union and Sun- 
day Republican. 


No. 3085. Fall River Market. 

Number of outlets, total sales 
and sales per family in many prod- 
uct categories are listed in a 38- 
page booklet issued by the Fall 
River Herald News. 


No. 3644. Boston Basic Data. 

School enroliment, new dwell- 
ing units, car registrations, income 
and retail sales in Boston are in- 
cluded in a 32-page booklet issued 
by the Boston Herald-Traveler. 


MICHIGAN 


No. 3089. The Bay City Story. 

Number of farms, farm popula- 
tion and income in Bay County 
plus population, households, con- 
sumer spendable income and re- 
tail sales in Bay City, Saginaw and 
Midland County are included in a 
brochure published by Radio Sta- 
tion WBCM, Bay City. 


No. 3090. Michigan Liquor and 
Wine Sales. 
Quantitative breakdowns by 
brands and by counties of sales of 
liquor and wine in Michigan are 
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Available Market Data—Local 


To secure copies of data listed, use the handy coupons 


compiled in a report by the Detroit son Citizen Patriot. 


Free Press. 


No. 3091. Liquor Marketing Map of 
Michigan. 
A wall-size map issued by the 


tion of liquor outlets by type and 
by county in Michigan. 


No. 3092. Detroit Furniture Market. 
A sheet prepared by the Detroit 
Free Press gives furniture sales in 


total and per family in the coverage | 
/on the local city and county mar- | 


area and ranks major markets by 
various income measures. 


No. 3093. Detroit Dog ‘Census.’ 

Number of dwelling units, num- 
ber of dogs, number of dogs per 
dwelling unit and kinds of dogs 
most popular are listed for cities, 
villages and townships in the 
three-county Detroit metropolitan 
area, based on estimates by offi- 
cials of these bodies, in a brochure 
by the Detroit Free Press. 


No. 3094. Detroit Buying Patterns. 

Per-family buying patterns and 
dollar purchases in major types of 
stores and covering 100 commodi- 
ties and services are detailed in 
20-page booklet of the Detroit Free 
Press. 


No. 3095. Detroit Food Data. 

Data showing the shift of popu- 
lation and location of chains and 
supermarkets from the city to sub- 
urbs are included in a brochure 
published by the Detroit Free Press. 
No. 3096. 
Area. 

Sales by county in the Canadian 
portion of the market, and popula- 
tion, households and _ television 
homes are included in a booklet 
issued by WJBK-TYV, Detroit. 


WJBK-TV Coverage 


No. 3097. WBCK Coverage Area. 

A brochure issued by Radio Sta- 
tion WBCK includes population, 
households, consumer  spendable 
income and retail sales in total and 
by product group in the coverage 
area. 


No. 3098. Facts about Battle Creek. | 


Population, average weekly 
wages, dwelling units and farms 


and farm production are included | 
in a folder by the Battle Creek En- | 


quirer & News. 


No. 3099. WWJ-TV Coverage Map. 

A map issued by WWJ-TV tells 
population, families, income, tv 
sets and retail sales in the cover- 
age area. 


No. 3100. Pontiac Data. 

A brochure of data sheets com- 
piled by the Pontiac Press includes 
trading area maps, population, re- 
tail sales, sales tax collections, 
sales per household and automo- 
tive sales and registrations. 


No. 3101. Pontiac Liquor Sales. 

Monthly and annual liquor sales 
by brands in fifths, pints and total 
bottles are covered in a report by 
the Pontiac Press. 


No. 3102. Bay City Market. 

A county-by-county breakdown 
of population, households, income 
per household and retail sales in 
total and by product group are in- 
cluded in a folder issued by the 
Bay City Times. 


No. 3104. The Ann Arbor Market. 

Population, households, home 
owners and total spendable income 
in the local trade area are included 
in a folder by the Ann Arbor News. 


No. 3105. The Jackson Market. 

A county and city breakdown of 
population, households, income per 
household and retail sales in total 
and by product group are included 
in a folder published by the Jack- 


J 
| 


Detroit Free Press shows the loca- | 


No. 3106. The Flint Market. 

A folder issued by the Flint 
ournal covers population, house- 
holds, income per household and 
retail sales, plus a listing of whole- 
sale and retail outlets in Flint’s 
metropolitan market. 


No. 3107 Monroe’s Market 

Employment, housing and a 
sales data are included in a report 
ket published by the Monroe Even- 
ing News. 


No. 3108. WKZO Coverage Map. | 

A map issued by Radio Station | 
WKZO, Kalamazoo, includes pop- | 
ulation, families, radio families, ef- | 
fective buying income and retail 
sales in the coverage area. | 
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Like a Pipe and Slippers 


...in Wisconsin the combination is... 


BELOIT NEWS and JANESVILLE GAZETTE 


@ The Beloit News-Janesville Gazette combination gives you 71.6% coverage 
of 34% counties in Wisconsin and a substantial portion of 3 counties in Illinois. 
Statistically speaking, every family in metropolitan Rock County, the home 
county of Beloit and Janesville, subscribes to one of these two papers. 


FOURTH LARGEST CIRCULATION IN WISCONSIN 


P. T. BREWER GEORGE W. GRESSMAN 
BELOIT, WIS. . JANESVILLE, WIS. 
EMerson 5-8811 PLeasant 4-3311 


M, 


apping Pennsylvania 


ea 


ig oT cetrar'= FeNeeer- 


Mapping advertising plans for Pennsylvania is a cinch . . . if you remember these points: 
® Erie is Pennsylvania’s 3rd city—after Philadelphia and Pittsburgh—in population, retail 
sales and effective buying income*. ® Erie leads all major** Pennsylvania cities in popula- 
tion growth, 1957* vs. 1940*, and in retail sales increase, 1956* vs. 1939#. ® Erie is one 
of the leading test markets in the East. * The Erie Times & News deliver the whole sales 
area. For Erie, unlike some of its neighbors, is a bona fide market, not an artificial combi- 
nation of adjacent cities, which no single newspaper buy can possibly cover. 

For the latest market and media data, call The Katz Agency, Inc. 


The Erie Times evening : 


When 
you 
think 


The Erie News morning 


Pennsylvania 
think 
q Philadelphia 


The Erie Times-News sunday 


4 Pittsburgh— 
4 and Erie. 


*1957 Sales Management Survey of Buying Power 


**75,000-and-over population #U.S. Census 
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Over 8,000 Sales Promotion 
and Advertising Executives 
annually attend the 


SALES AIDS SHOW 
to meet suppliers. 


Plan now to exhibit in the 

5th National Sales Aids Show, 
June 10th, 11th, 12th, 1958 at 
the Shelton Hotel, New York City. 


Write to me on 
company letterhead 

for detailed floor plan or guest tickets. 

Evelyn T. Owen, Vice President 


ADVERTISING TRADES INSTITUTE, INC. 
135 East 39th Street, N.Y. C. + LE 2-9921 


‘Available Market Data—Local 


To secure copies of data listed, use the handy coupons 


No. 3109. WKZO’s Farm Market. 

Number of farms and farm pro- 
duction by units and dollar value 
of various fruit and vegetable 
crops in the coverage area are in- 
cluded in a booklet of Radio Sta- 
tion WKZO, Kalamazoo. 


No. 3110. WKMI Coverage Map. 

Population, households, house- 
holds with AM radio, automotive 
vehicles registered, expendable) 
income and retail sales are in-| 
cluded in a coverage map issued 
by WKMI Radio, Kalamazoo. 


No. 3111. WELL Coverage Map. 

This map gives population, retail | 
sales, buying power and farm pop-| 
ulation, homes and income in the 


WELL, Battle Creek. 


No. 3112. Kalamazoo Population 
Facts. 

Such population characteristics 
as median age, per cent of native 
white, foreign born, Negro, males 
14 and over, females 14 and over, 


single, married, widowed and di-| 


vorced, plus retail sales and spend- 
able income in the trade area are 
covered in a booklet of the Kala- 
mazoo Gazette. 


No. 3113. Grand Rapids 
Sales. 

Bottle sales of liquor by brand 
and by fifths, pints and total are 
given for Grand Rapids in a folder 
published by the Grand Rapids 


Liquor 


QuEENerrercnrernn c 
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|\No. 3645. Detroit Grocery Volume. 

Number of stores, 1956 sales and 
per cent of total for various major 
|chains in the Detroit area are in- 
| cluded in a bulletin by the Detroit 
News. 


No. 3646. Detroit Market Survey. 

A 40-page booklet published by 
the Detroit News covers labor 
force, families, population, manu- 
facturing and non-manufacturing 
‘employment, self-employment, 
|payroll, family income and retail 
| sales in Detroit. 


|No. 3647. WWJ-TV Coverage 

Area. 

A WWJ-TV coverage map is- 
sued by the Detroit News includes 
population, families, tv sets, per 
cent of homes with tv, effective 
buying income, and retail sales in 
the area. 


area covered by Radio Station! Herald. 


No. 3648. Detroit Retail Sales. 


pe. Oe ie hee oat CEM SS gees 


Oy CICINWADT TIMES-STAR 


i, ge. 


get 
together 


we lead w 


YoU 
can sell the 


here 


aa 


Products status quo? Advertise in the paper that’s on the go! The Cincinnati Times-Star 
has raced ahead of the Post to the number one evening position in vital Hamilton County 
...in the important City Zone... ad the golden Tri-County Metropolitan Area— 
where strength counts the most! That’s why in Cincinnati, the newspaper with the 


greatest number of retail display ads is\the ... 
TIMES-STAR 


Get the latest Cincinnati facts. Call Mike Burnes, General Advertising Manager, The Cincinnati Times-Star, Cin- 
cinnati, Ohio @ O’Mara & Ormsbee, Inc., New York, Chicago, Detroit, Los Angeles, San Francisco @ McAskill, . 
Herman & Daley, Miami. Beach. ; fe a4 rae 


A. B. C., 9/30/57. 


LR eae 
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- ‘ | No. 3653. People and Cigarets. 


* | 


Monthly retail sales in 1957 for 
a long list of product categories in 
Detroit are included in a folder 
issued by the Detroit News. 


No. 3649. Detroit Population and 
Housing. 

Population, persons per square 
mile and per dwelling, home value, 
rent contracts, and average fam- 
ily income in villages, towns and 
sections of the city in the Detroit 
standard metropolitan area are 
covered in a folder issued by the 
Detroit News. 


No. 3650. Detroit Retail Sales. 
Retail sales by commodity 
| groups in the Detroit metropolitan 
|area are covered quarterly in a 
bulletin of the Detroit News. 


MINNESOTA 


No. 3651. St. Paul Liquor Sales. 
Liquor brands in stock, and 
| checked as “‘most called for,” in 25 
| package liquor stores in the area 
are surveyed in a report by the 
St. Paul Dispatch-Pioneer Press. 


fm | No. 3652. St. Paul Brand Prefer- 


ences. 

Brand preferences and buying 
|habits of families in St. Paul are 
covered in a consumer analysis 


a conducted for the St. Paul Dis- 


patch-Pioneer Press. 


| Cigaret brand preference by 
|males, females; king-size, regular; 
| filter tip, regular tip among Min- 


ee |nesota smokers is surveyed in a 


me report by the Minneapolis Star & 


oe | Tribune. 


| No. 3654. Population and House- 
= | holds. 
"| A brochure prepared by the 
| Minneapolis Star & Tribune con- 
‘|\tains tables and graphs showing 
/|population and household projec- 
"|tions to 1975 for Minnesota, North 
» | Dakota, South Dakota and western 
Wisconsin, with details on the 
_| Minneapolis-St. Paul area. 


-|No. 3655. Baseball Market. 
Data on sports events attend- 


ue ance, with emphasis on Minneap- 
ice 


olis as a center for entertainment, 
|sports communications and dis- 
tribution, are included in a bro- 


© |chure issued by the Minneapolis 


>| Star & Tribune. 
: |No. 3656. Hennepin County Shop- 
> ping Habits. 
Shopping habits, including fre- 
">| quency of shopping, downtown vs. 
* | shopping centers, days of the week 
* and place of purchase by type of 
: product, of women shoppers in 
*+|Hennepin County, are covered in 
a brochure by the Minneapolis 
Star & Tribune. 


* No. 3657. Cigaret Brand Prefer- 
=| ences. 

= | Smoking habits and brand pre- 
| |ferences among Minnesota smok- 
~ |ers, based on a sample of 1,199 


> |adults, are surveyed in a report 


4 by the Minneapolis Star & Tribune. 
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No. 3658. Food and Drug Brands 
Used in Minnesota. 

Food and drug products on hand 
and in use in Minnesota homes 
are surveyed, based on home 
interviews, in two booklets pub- 
lished by the Minneapolis Star & 
Tribune. 


No. 3659. Upper Midwest Inves- 
tors. 

A survey of upper midwest 
stockholdings, including number of 
owners and number of shares held 
for 359 corporations replying to a 
questionnaire, is summarized in 
a brochure by the Minneapolis 
Star & Tribune. 


No. 3660. Minnesota Car Owners. 

One and two car ownerships, 
reasons for purchase of new or 
used cars, attitudes toward deal- 
ers, preferences in makes, and 
styling are covered for 600 cases 
in Hennepin County and 600 out 
of state, weighted for comparison, 
in a brochure of the Minneapolis 
Star & Tribune. 


No. 3114. KSTP-TV Coverage Map. 

A map issued by KSTP-TV, Min- 
neapolis-St. Paul, includes total 
homes, tv homes, effective buying 
income and retail sales in the cov- 
erage area. 


No. 3115. WCCO Coverage Area. 

The 83-county coverage area and 
its set count, population, families, 
effective buying income and retail 
sales by county are covered in a 
three-color folder issued by WCCO- 
TV Minneapolis-St. Paul. 


No. 3116. WDSM-TV Market Data. 
A county-by-county breakdown 
of population, households, consum- 
er spendable income and retail 
sales, plus a coverage map, are in- 
cluded in a collection of sheets 
compiled by WDSM-TV, Duluth. 


No. 3117. Austin Market Facts. 

Farm population and farm in- 
come, automotive and retail food 
sales and spendable income per 
household are included in a folder 
published by the Austin Daily Her- 
ald. 


No. 33214. Minnesota’s 3rd Market. 

Information on _ retail sales, 
broken down by product groups, 
population data, and circulation 
facts are included in this report 
by the Mankato Free Press. 


MISSISSIPPI 


No. 3118. WCBI-TV Coverage 
Area, 

Viewing habits such as number 
of times tv is viewed per week, tv 
homes by county and a map of the 
coverage area are included in a 
brochure issued by WCBI-TV, Co- 
lumbus. 


MISSOURI 


No. 3119. St. Louis Beer Sales. 

Brand sales of beer by barrels 
and by cases of bottled beer are 
listed in a report by the St. Louis 
Post-Dispatch. Price is $1 a copy 
or $10 a year. 


No. 3120. Missouri Liquor Sales. 

Shipments of wine and liquor by 
classifications and brands from dis- 
tillers to Missouri wholesalers are 
covered in a report by the St. Louis 
Post-Dispatch. Price is $1 a copy, 
$10 a year. 


No. 3121. St. Louis Market. 

How St. Louis ranks in popula- 
tion, retail sales and buying power 
in the list of 25 leading metropol- 
itan markets nationally, plus pop- 
ulation, families, effective buying 
income and retail sales in 1956-57 
vs. 1950 and per cent of growth in 
St. Louis are shown in a booklet of 
the St. Louis Globe-Democrat. 


No. 3122. Joplin Facts Compared. 

Data showing Joplin’s growth in 
comparison with other Missouri 
cities, including population, house- 
holds, retail sales in total and by 
product group, farm income and 
number of workers and industrial 
wages, are included in a booklet 
published by the Joplin Globe & 
News-Herald. 


No. 3123. The Anderson Story. 


Population, households and re- 
tail sales in Anderson and Spartan- 
burg Counties are included in a 
brochure by the Anderson Inde- 
pendent & Daily Mail. 


No. 3124. KCMO-TV Coverage 
Area. 


A folder issued by KCMO-TV, 
Kansas City, covers population, 
households, tv homes, radio homes 
and effective buying income both 
for farms and in total are listed for 
the coverage area. 


No. 3317. KSD-KSD-TV St. Louis 
Market Data Book. 

This fact book is compiled of 
pertinent business, economic and 
geographic facts for the city, the 
|metropolitan area and the stations’ 
‘coverage areas, including growth 
statistics, retail outlet stores, 
working hours, shopping hours, 
major industries and media infor- 
mation. Available from NBC spot 
Sales Research. 


Map. 

Population and radio homes in 
the Kansas City trade area, plus 
a county-by-county breakdown 
for 210 counties showing income, 
retail sales by category and auto 
population are covered in a book- 
let issued by KMBC, Kansas City. 


No. 3662. KMBC-TV Coverage 
Map. 

Television homes and population 
by county for 36 counties in the 
coverage area, plus auto registra- 
tions, farm income and expendi- 
tures and retail sales by product 
are included in a coverage map 
issued by KMBC-TV, Kansas City. 


No. 3663. Kansas City Sales Data. 
A 16-page booklet issued by 
KMBC-TV covers population, fam- 
ilies, income, retail sales by prod- 
uct, per cent of native white, 
foreign born and non-white, em- 
ployment, number and type of 
retail establishments and college 
enrollment in Kansas City. 


No. 3664. KMBC-KFRM Coverage 
Data. 

A brochure issued by KMBC- 
KFRM, Kansas City, covers popu- 
lation, families, radio homes, total 
spendable income and retail sales 
by product, plus a coverage map. 


No. 3665. The Springfield Market. 

A folder issued by the Spring- 
field News and Leader & Press 
gives a county-by-county tabula- 
tion of families, plus area totals 
for population, families, consumer 
spendable income, dwelling units, 
cars and trucks and retail sales 
in the area. 


No. 3666. KXOK Coverage Map. 

Radio homes, families, popula- 
tion, farm population, farm homes, 
farm radio homes, and retail sales 
are included in a coverage map 
issued by radio station KXOK, St. 
Louis. 


MONTANA 


No. 3125. Tri-City Story. 

Data on Montana and its three 
largest cities includes population 
and a county-by-county break- 
down of families, effective buying 
income, and retail sales in a folder 
issued by the Great Falls Tribune- 
Leader. 


No. 3661. KMBC-KFRM Coverage | 
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TO OBTAIN MARKET DATA USE THIS COUPON 


Readers’ Service Dept., ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


Please send me the following data (insert code number of each item wanted) : 


Company 


Address 


City & Zone... 


This coupon not valid after July 31, 1958 


No. 3667. The Butte Market 

A folder issued by the Montana| 
Standard & Post, Butte, 
population, food volume, number) 
of retail stores, effective buying | 
income and liquor sales in ae, | 
with some comparisons with Great | 
Falls and Billings. | 
| 


NEBRASKA 


No. 3126. KHAS Coverage Area. 
Population, families, tv homes, 


No. 3670. The Omaha Market. 
Urban and rural population, 


product type are included in a 
booklet covering a _ 103-county 
western Iowa and Nebraska mar-| 
ket and published by the Omaha) 
World-Herald. 


NEVADA 


No. 3133. Las Vegas Buying Habits. | 
Buying habits and brand pref-| 


effective buying income and retail| erences of households in Las Vegas 
sales in the coverage area are in- | covering beer, beverages, cigarets, 
cluded in a booklet published by|dog food, foods, frozen foods, 
KHAS-TV, Hastings. j/household appliances, soap, toile- 

|tries and whisky are covered in a 


No. 3127. The Omaha Market. | 

Population and retail sales in Ne- | 
braska and ten counties of western | 
Iowa are covered in a brochure is- | 
sued by the Omaha World-Herald. 


No. 3128. Nebraska Auto Facts. 
New passenger car registrations | 
in 1957 by makes and by counties | 
in 93 Nebraska and ten western) 
Iowa counties are listed in a report 
by the Omaha World-Herald. | 
No. 3129. Omaha Brand Prefer- | 
ences. 
Brand preferences in the Omaha, 
Neb., and Council Bluffs, Ia., area | 
are surveyed in a brochure pre-| 
pared by the Omaha World-Herald. | 
| 
No. 3130. The Lincoln Market. | 
Data sheets issued by the Lin-| 
coln Journal & Star include popu- 
lation, families, retail sales and ve- 
hicle registrations in the area. 


No. 3131. The WOW-TV Story. 

A map and folder published by 
WOW-TV, Omaha, gives popula- 
tion, families, retail sales, drug and 
grocery sales, gross farm income 
and farm population, effective buy- 
ing income and tv sets in the cov- 
erage area. 


No. 3132. KMT'V Coverage Area. 

Population, households and re- 
tail sales in the 84-county coverage 
area are included in a report by 
KMTYV, Lincoln. 


No. 3668. Omaha Brand Prefer- 
ences. 

Brand preferences of 306,332 
families covering food and house- 
hold products, drugs and toiletries, 
appliances and automotive prod- 
ucts, are surveyed in a report by 
the Omaha World-Herald. 


No. 3669. Automotive Facts. 
Nebraska and western Iowa new 
car registrations by makes, plus 
sales percentages by makes for 
Douglas County, the Omaha met- 
ropolitan area, 19-county retail 


| families, 


report by the Las Vegas Review- | 
Journal. 
| 

No. 3134. Las Vegas Data. 
A folder issued by KLAS, Las| 
Vegas, gives facts on income,| 
homes and retail sales in the cov-| 


erage area. 


No. 3671. KOLO-TV Coverage 
Area. 
Population, retail sales in more} 
than 30 categories and bank debits 
in Reno and Washoe County are 
covered in a brochure published 
by KOLO-TV, Reno. 


NEW HAMPSHIRE 


No. 3135. The Keene Story. 

A folder issued by the Keene 
Evening Sentinel gives population, 
dwelling units, retail 
sales, numbers and kinds of out- 
lets and total sales for each by city 
and county in the Keene area. 


NEW JERSEY 


No. 3136. New Brunswick Data. 

Retail sales in total and by prod- 
uct, effective buying income and 
population are covered in a sheet 
published by the New Brunswick 
Home News. | 


No. 3137. Elizabeth Outlets. 

Number of chains, independents | 
and total outlets distributing lead- 
ing brands in a long list of product 
groups are set forth in a booklet 
compiled by the Elizabeth Daily 
Journal, 


No. 3138. Atlantic City Data. 
Furniture, appliance and food 
sales, plus population figures, in 
Atlantic City compared with nine 
other top markets are included in 
a brochure prepared by the Atlan- | 
tic City Press. 


| 
| 
No. 3139. Alcoholic Beverage Sales 
in New Jersey. 
Sales of beer, vermouth, still | 
wine, sparkling wine and liquor, 


trading zone and other areas are 
covered in a booklet published by 
the Omaha World-Herald. 


based on state tax revenues, for 


| 


Evening Record. 


gives|buying power and retail sales by|}No. 3140. New Jersey Passenger 


Cars. 


Passenger car sales by makes for 
each of New Jersey’s 21 counties 
plus five-year standings and share 
of the market achieved by each 
make are included in a report by 
the Bergen Evening Record. 


No. 3141. Bergen Dog Census. 


A count of licensed dogs in each 
of the 70 municipalities in Bergen 
County is included in a report is- 
sued for pet food marketers by the 
Bergen Evening Record. 


No. 3316. “O-o-o-oh Elizabeth 

Your Dollars Are Showing.” 

Information on population, in- 
come and industrial growth is of- 
fered in this folder, as well as 
market coverage information on 
the Elizabeth Daily Journal. Pub- 
lished by the Ward-Griffith Co. 
Inc. 


No. 3318. The Coverage Story of 
the Better Part of a Good Mar- 
ket. 


The report by the Hudson Dis- 
patch of Union City, N.J., includes 
a map of the area covered and 
facts on all newspaper circulation 
in the market. Retail sales, food 
sales, and information about vari- 
ous classes of retailers are also 
given. 


No. 3319. Dog Census. 


1957 dog licenses issued in Ber- 
gen County, N.J., have been tab- 
ulated by municipality for this re- 
port, which also shows the in- 
crease in the dog population be- 


|tween 1954 and 1957. Published by 
|the Ward Griffith Co., Inc. 


No. 3672. Camden Market Data. 

A report by the Camden Cour- 
ier-Post includes population, oc- 
cupied dwellings, bank resources 
and deposits, auto registrations, 
employment, college enrollment, 
retail sales and number of estab- 
lishments in the Camden trade 
area. 


NEW MEXICO 


|No. 3143. KGGM-TV Market Area. 


Population, families, income and 
retail sales for major markets with- 
in the coverage area are included 
in a folder issued by KGGM-TV, 
Albuquerque. 


No. 3144. This is Albuquerque. 
Major shifts in New Mexico’s 
business structure, plus data on 
population, bank deposits, postal 
receipts, income and sales are in 
the coverage area are included in 


jeach of New Jersey’s 21 counties|a brochure issued by KOB radio 
|are listed in a report by the Bergen | and tv, Albuquerque. 
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TO OBTAIN MARKET DATA USE THIS COUPON 


Readers’ Service Dept., ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


Please send me the following data (insert code number of each item wanted) : 


Eee er ear tr © 


Advertising Age, May 5, 1958 


Available Market Data—Local 


To secure copies of data listed, use the handy coupons 


No. 3167. WNCT Coverage Map. 

Counties served, population, tv 
lhomes, effective buying income 
retail sales and gross tobacco sales | 
are included in a map of the! 
coverage area issued by WNCT, 
| Greenville. 


No. 3168. Salisbury Brand Prefer- 


ences. 


Brand preferences of 1,403 fam-! 
ilies in the Salisbury area covering 


such categories as food items, 
autos and appliances are surveyed) 


SEES See TEPC EET LITT TITeT TTT TC er Te te PSR eee erat in a brochure issued by the Salis-| 

bury Post. 

| Pt er Tete eee Pen RCE EET EEE TL ORT Ce ek ete er 

No. 3169. Wilmington Market 

EN Be ie es oe bbe € AMEE AWEER ODE ODE Eada be Cee CESS Pee bees h Peeks DAs ee eke URENeercre ass | Facts. 
| A collection of sheets issued by | 
OO A ae Ree ee iE mE em ee Pe wee Wh Sh ee ee Ae |the Wilmington Star-News covers | 
| population, households, consumer | 
; spendable income and retail sales, | 
This coupon not valid after July 31, 1958 plus number of wholesalers and| 
|independent and chain retailers in| 
NEW YORK |are given in a map issued by radio) money in past year and classified | food and drugs in the area. 


No. 3145. Long Island Market. 

A map of the Long Island and 
Staten Island $8 billion market area 
published by Newhouse Newspa- 
pers, Long Island, includes popu- 
lation and retail sales data. 


No. 3146. Long Island Market. 

A 26-page booklet issued by the 
Long Island Press covers popula- 
tion and its growth, buying income, 
family buying power, retail sales, 
passenger car registrations and 
dwelling units. 


No. 3147. Western New York Data. 

Population, consumer spendable 
income and passenger car registra- 
tions in western New York are 
among the data in a folder issued 
by the Batavia Daily News. 


No. 3148. New York Negro and | Sales in the Hornell and Bath mar-|jation and rate of growth for cities, mington, N.C., 


Spanish-Puerto Rican Popula- 
tion. 

Latest Negro and Spanish-Puer- 
to Rican population figures in 17 
New York metropolitan areas are 
included in a sheet issued by 
WWRL, New York. 


No. 3149. WWRL-FM Audience 
Characteristics. 
Per cent of female listeners over 
21, male listeners over 21, business, 
professional and semi-professional 


men, high school and college grad- | 


uates and groups broken down by 
income brackets in the audience of 
WWRL-FM are listed in a booklet 
issued by the New York radio sta- 
tion. 


No. 3150. New York Spanish-Puer- 
to Rican Market. 

A 23-page booklet published by 

WWRL, New York, carries maps of 

Spanish-Puerto Rican areas in New 


York and breaks down population | 


by boroughs and by age and sex. 


No. 3151. All about Troy. 

A population breakdown, num- 
ber of students in high schools and 
colleges, bank resources, retail sales 
and outlets are covered in a report 
by the Troy Record for the local 
area. 


No. 3152. The Real Troy Area. 

Retail sales, effective buying in- 
come, bank deposits and resources 
and number of retail outlets by 
types are included in a folder is- 
sued by the Troy Record. 


No. 3153. WJTN Data Map. 
Retail and wholesale sales, pop- 
ulation, farm population and oc- 


cupied dwellings are covered in a} 


map of the local area issued by 
radio station WJTN, Jamestown. 


No. 3154. WDOE Data Map. 
Population, retail and wholesale 

sales, farm population and occu- 

pied dwellings of the coverage area 


| station WDOE, Dunkirk. 


| No. 3155. W-T'EN Coverage Map. 

A folder published by W-TEN, 
Albany, gives population, house- 
hold income, retail sales and tv 
| homes in the coverage area. 


No. 3156. Buffalo Market Growth. 
Population in 1950 vs. 1957 and 


| per cent of increase by city and sub- | 


|/urban towns and a county break- 
down of retail sales, families and 
'retail payroll in the coverage area 
lare included in a booklet of the 
| Buffalo Evening News. 


= 3157. The Hornell-Bath Mar- 
ket. 


Tribune covers households, effec- 


| tive buying income in total and per 
|family, wholesale sales and retail 


| eet areas. 

No. 3158. Smoking Habits of 

WQXR Listeners. 

| Preferences in cigaret brands, 

|filters, non-filters in regular and 

king size and number of packs or 

|eartons purchased at a time, plus 

icigar smoking habits, are among 

the data covered in a five-year 

comparison survey conducted by 

|Pulse and reported by Radio Sta- 

| tion WQXR, New York. 

|No. 3159. Vacation Travel by New 
Yorkers. 

| A five-year comparison study 

| conducted by Pulse and reported 

| by radio station WQXR, New York, 


|covers expenditures per vacation | 
trip, duration of trip, method of! 


travel and time of year trip was 
| taken, among other data. 


A folder issued by the Hornell | no 3674. Buffalo Population 


| 


|No. 3160. New York Home Inven- | 


tories of Carbonated Beverages. 
Brands of soft drinks, club soda, 


tonic water and other non-alcoholic | 


mixes on hand in homes of WQXR 
homes and non-WQXR homes and 
|percentages of homes reporting 
each brand are included in a Pulse 
survey reported in a brochure is- 
sued by WQXR, New York. 


No. 3161. New York Auto Owner- 
ship. 

A Pulse survey reported in a 
booklet issued by radio station 
WQXR, New York, covers autos 
owned by models and makes and 


|sales, motor vehicle registrations, | 


gasoline brands bought by WQXR | 


and non-WQXR families from 1953 
to 1957. 


'No. 3162. Financial Status of 
WQXR Families. 

A Pulse survey sponsored by ra- 
dio station WQXR, New York, and 
'reported in this booklet includes 
‘such data as per cent of listening 
and non-listening families in vari- 
ous income groups, per cent with 
checking accounts and saving ac- 
counts and per cent borrowing 


| No. 


\flour and mixes, paper products | available from Jefferson Standard 


land distribution of 116 brands in| 


by type of lender used. 


No. 3170. WITN-TV Farm Market. 


No. 3163. The Poughkeepsie Mar- Farm production by crop in 33 


ket. 

Total retail salec, food siles and 
general merchandise sales per fam- 
ily are broken down for Pough- 
keepsie and nearby towns and cit- 
ies in a brochure prepared by the 
Poughkeepsie New Yorker. 


given in a sheet issued by WITN- 
TV, Washington-Greenville. 


No. 3315. 1958 Survey of Brands 
Used in the Homes of Ashe- 
ville, N.C. 

No. 3673. Buffalo Market Map. | Residents of Asheville were sur- 
A 17x22” map of the 8-county veyed for this report which sum- 

Buffalo trade area issued by the|™Marizes the use of foods and 

Buffalo Courier-Express shows household products, automobiles 

location of chief shopping centers 29d appliances by brand name. 

and gives population for all coun-|Also gives data on the families 
ties, cities, towns and villages. studied. Available from Asheville 
‘ Citizen Times. 


|No. 3546. Wilmington, N.C., Mar- 
ket Data Folder. 

Basic market data about Wil- 
and notes about 
the city’s weather, holidays, shop- 
ping days, transportation facilities, 
institutions and major industries 
are given in this folder, put out 
by Branham Co., newspaper, radio | 
and tv representative, for the! 
Star-News, Wilmington. 


Growth. 
A brochure issued by the Buf- 
falo Courier-Express gives popu- 


townships and villages in the 


Buffalo trade area. 


No. 3675. New York Grocery In- 
ventory. 
A report by the New York 
World-Telegram and Sun covers 
sales and distribution of more 


No. 3680. Frozen Foods Distribu- 
tion. 

Per cent of distribution of brands 
of frozen foods and frozen juices 
in grocery stores in the Winston- 
Salem area is reported in a bro- 
chure published by the Winston- 
Salem Journal & Sentinel. 


No. 3681. Winston-Salem Popula- 
tion. 

Population of the corporate city 
limit and the metropolitan area, 
along with retail sales, are given 
in a sheet published by the Win- 
ston-Salem Journal & Sentinel. 


No. 3682. Health Product, 
Distribution. 

Per cent of distribution of beauty 
aids and health and drug products 
in grocery stores in Forsyth 
County, along with space allo- 
cated, number of brands stocked, 
equipment and arrangement and 
sales percentage of total volume 
in the trade area are covered in a 
report by the Winston-Salem 
Journal & Sentinel. 


Drug 


counties in the coverage area is | No. 3683. Grocery Inventory. 
| A 


brand-by-brand grocery 
product report giving average 
units sold per store, total units 
sold, per cent of distribution and 
total units of stock on hand in 
stores in the Winston-Salem area 
is given in a brochure by the 
Winston-Salem. Journal & Sentin- 
el. 


No. 3684. Food Marketing Map. 

A map of the 37-county Char- 
lotte trade area issued by the 
Charlotte Observer shows loca- 
tion of major chain stores, and a 
chain-by-chain breakdown of 
number of stores, number of cit- 
ies covered, and number of fam- 
ilies covered. 


No. 3685. The Charlotte Market. 

A booklet published by the 
Charlotte Observer gives Meck- 
lenburg County sales, in various 
product groups, sales to non- 
residents and per cent of sales to 
non-residents by group, plus pop- 
|ulation, families and buying pow- 


than 385 items in 37 product clas-| No. 4009. 1958 Charlotte Home In-jer in the trade area. 


sifications in the New York area, | ventory. 

including such products as all- Brand ownership and usage of | 
purpose cleansers, detergents, | 80 products in seven categories for 
packaged soaps, coffee, prepared Charlotte is detailed in a report) 


and floor waxes and polishes. Broadcasting Co., Charlotte, N.C. 
No. 3676. New York Liquor Audit. | No. 4010. Tale of 13 Cities. 
Average unit sales per store 


seven packaged liquor classifica- 
tions—blended, Canadian, straight) jit. 


and bonded whiskey, vodka, | ji, passengers and wholesale sales 


postal receipts, bank debits, 


Scotch and American Gin—are | ;, offered by WBT, Charlotte. 


covered in a report by the New 
York World-Telegram and Sun. 
A brochure issued by the Ra- 


NORTH CAROLINA \leigh News & Observer and Times 


Market | 8!Ves a county-by-county break- 


No. 3677. Raleigh Market Data. 


No. 3164. Charlotte 
Growth. ti 1 lati famili 
A folder issued by the Charlotte | U©S» Ptus population, families, re- 


Observer covers population, retail | til sales by category, buying in- 
;come and cash farm 


the Raleigh market. 


income in 


school enrollment, bank deposits | 
and wholesale sales in 1945, ‘50 and | 
56 in Charlotte. |No. 3678. Raleigh Food Distribu- 
tion. 
No. 3165. WPTF Coverage Area. Number of A&P, Colonial and 
A brochure prepared by radio| Winn-Dixie supermarkets, plus 
station WPTF, Raleigh, includes| Population, families, buying in- 
population, consumer spendable | come and food sales in the Ra- 
income, retail sales by product | leigh trade area are covered in a 
group, gross farm income and folder published by the Raleigh 
farm population in the coverage | News & Observer and Times. 
area. 
| No. 3679. Winston-Salem Market. 
3166. WFMY-TV Coverage Retail sales, payroll, average 
Map. | weekly earnings, bank debits and 
A map issued by WFMY-TV,| resources, bank receipts, postal 
Greensboro, shows  population,| receipts, auto registrations and 
families, effective buying income) building data are included in a 


| Retail 


down of retail sales in 33 coun- | 


NORTH DAKOTA 


No. 3171. North Dakota Coverage. 
sales, population, con- 
sumer spendable income, house- 
holds and set count are included 
in a folder covering the broadcast 


A study comparing Charlotte! area of KFYR-TV, KMOT-TV and 
| with 12 cities on the basis of pop- KUMV-TV and issued by Meyer 
|ulation, area, sales, building per- Broadcasting Co., Bismark. 


No. 3172. Facts about Fargo 

A sheet issued by the Fargo 
|Forum lists retail sales in North 
Dakota and in 13 of its major cities. 
|Bank deposits and postal savings 
|are listed for North Dakota. 


|No. 3686. KDIX-TV Farm Data. 
Buying intentions of farm fam- 

ilies and retail sales in the Da- 

kotas and Montana are surveyed 

|in a report by KDIX-TV, Dickin- 

| son, N. Dakota. 

| OHIO 

| 

| No. 3173. The Lima Market 

| Population, employment, payroll, 

farms and farm crop value are 

included for the eight-county cov- 

erage area in a folder published by 

the Lima Citizen. 


No. 3174. Toledo Market Map. 

A eight-page broadside publish- 
ed by the Toldeo Blade includes 
a map of the Toledo trading zone, 
population and. retail sales by 
category for each of the 14 counties 


and retail sales in total and by) booklet issued by the Winston- | in the area. 


product, plus gross farm income,| Salem Journal & Sentinel, cover- 
for the coverage area. | ing its trade area. 


No. 3175. Motor Vehicle Registra- 
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tions in Toledo. |sus tract by relating its number | 
Motor vehicle registrations, ve-| and share of county families with | 
hicles per family and _ gasoline| its share of retail purchasing. 


consumption per family for Toledo, 


compared with other major Ohio | No. 3188. Retail Trading Centers. 


markets, are included in a booklet | 
issued by the Toledo Blade. 

No. 3176. Top Ten Brands 
Toledo. 


Product usage and brand availa- | No. 
bility in 125 product categories, | 


based on home interviews, are 
covered in an annual survey pub- 
lished by the Toledo Blade. Popu- 
lation and income data 
included; a new survey will be 
published next fall. 

No. 3177. WKST-TV Coverage 
Map. 


Retail sales, in total and by 


category are included for the cov-| 


erage area in a map issued by 
WKST-TYV, Youngstown. 


No. 3178. Cleveland Retail Buying. 
Geographic areas and economic 


segments of the county are broken | 


down to show the share of total. 


county retail sales and share of} 


various product sales in a booklet | 
issued by the Cleveland Plain | 
Dealer. 


No. 3179. Food Store Sales. 
Total county food store sales, and 


sales by store types (chain vs. | 
independent) and by high or low. 
economic status, plus average sale 
and average inventory of various | 


commodities per store are covered 
in a booklet issued by the Cleve- 
land Plain Dealer. 


No. 3180. Food Distribution. 


Organization and sales coverage | 
chain | 
store organizations and their buy- | 


of Cleveland food stores, 


ing personnel and store locations | 
by cities and towns are included | 
in a booklet published by the| 
Cleveland Plain Dealer. 


in | Cleveland Plain Dealer. 


are | 


| 
| 


No. 3181. Appliance Sales in Cleve-. 


land 

Unit sales of major appliances, 
tv and radio sets in Cleveland by 
counties, store types and geograph- 
ic areas within Cuyahoga County 


are included in a booklet issued by) 


the Cleveland Plain Dealer. 


No. 3182. New Car Sales. 

New car purchases per 100 
families, by makes and _ ‘series 
numbers, for census tracts in the | 
Cleveland area are covered in a) 
booklet issued by the Cleveland | 
Plain Dealer. 
No. 3183. Cleveland Liquor Sales. | 

Retail and wholesale sales for 
areas of the Cleveland market, by | 
type, brand and bottle size, are 
covered in a booklet published by 
the Cleveland Plain Dealer. 

| 
No. 3184. Finance Customers. | 

Number and dollar volume of 
consumer loans, and their break- 
down by age group, home owner- | 
ship, renter groups, occupation and | 
income are included in this bro- 
chure of the Cleveland Plain 
Dealer. 


No. 3185. Cuyahoga County Retail | 
Trade. 

Two reports issued by the Cleve- 
land Plain Dealer cover city-by- 
city retail volume and share of 
city by major classifications, plus | 
trends in volume and share of! 
county total in Cuyahoga County. 


No. 3186. Social Statistics. 

Population broken down by age, | 
sex, marital status, owner-occu-| 
pancy of homes, values of owner- 
occupied single family dwellings, 
rental value ranges, occupational 
groups and annual family income 
ranges are included in this booklet 
issued by the Cleveland Plain 
Dealer. 


No. 3187. Retail Purchasing Relat- 
ed to Family Population. 
A report by the Cleveland Plain 
Dealer gives a quick appraisal of 
sales expectancy within each cen- 


|in 


Number of retail stores by types 
108 retail centers of Cuyahoga 
| County are listed in a report by the 


3189. Cleveland Population | 
Growth Expectancy. 

Population of each of the 63 | 
cities and towns of Cuyahoga 
County plus estimates for 1960 and 
1965 and median family incomes | 
for each area, are included in a| 
booklet issued by the Cleveland 
Plain Dealer. 


No. 3190. WEWS Coverage Map. 

A coverage map _ issued by 
WEWS-TV, Cleveland, gives popu- 
lation, families, retail sales and 
earned buying income in the area. 


No. 3191. New Car Sales in Cuya- 
hoga County. 
New car sales by make and by 


to sell 
: Missouri 


‘ Farmers mm 
. a Oe ; A “Top Third” Farm Income State 


MISSOURI 
RURALIST. 


Intensive Coverage of 
Commercial Farms 


Edited 100% for Missouri 
Agriculture 


% of Readers Live on Farms 


Issued Semi-Monthly in State Farm 
Paper Format 


The Dominant Selling Force in 
Missouri Agriculture 


SALES OFFICES: New York, Chicago, Cleveland, Topeka 
and Los Angeles 


Only Boston 
exceeds Worcester 


the Worcester Telegram-Gazette 
reached another all time 
circulation high 


91.9% 


INTENSIVE COVERAGE 


162,449 Daily* 
(105,300 Sunday*) 


* 
@® Audit Dec. 31, 1957 


The Worcester 
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WORCESTER, MASSACHUSETTS 
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MOLONEY, REGAN & SCHMITT, Inc. 
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Available Market Data—Local 


To secure copies of data listed, use the handy coupons 


company in Cuyahoga County for 
the first two months of 1958, 
compared with those months in 
1957, and per cent of change are 
included in a report by the Cleve- 
land News, 


No. 3192. Cleveland Liquor Sales. 

Liquor sales by brand and bottle 
units, both wholesale and retail, in 
Ohio and in certain counties are 
given in a booklet published by the 
Cleveland News. 


No. 3193. Ashland Data. 

Population, retail sales by cate- 
gory, number of outlets by category 
and effective buying income in 
Ashland and Ashland County are 
listed in a sheet issued by the 
Ashland Times-Gazette. 


No. 3194. WJW-TV Market Area. 

A booklet issued by WJW-TV, 
Cleveland, includes population, 
families, retail sales by categories 
and per cent of tv households in 
the coverage area. 


No. 3195. WHK Coverage Map. 


Population, radio homes, con- 
sumer spendable incomes, and 
retail sales by category are 


included for the coverage area in 
a brochure and map issued by 
radio station WHK, Cleveland. 


No. 3196. Marion Market Profile, 

A brochure issued by the Marion 
Star gives population in total and 
by town, families, labor force, 
employed, retail establishments, 
and retail sales in the Marion trade 
area. 


No. 3197. The Lorain Market. 
Physical characteristics of the 


Lorain market, retail sales, spend- | 


able income and net family income 
are covered in a brochure prepared 
by the Lorain Journal. 

No. 3198. The 
Market. 

A four-page brochure issued by 
WRFD-Radio, Worthington (Co- 
lumbus), breaks down food and 
drug sales in the 30-county area 
served by the Columbus distribu- 
tion center. Six maps show loca- 
tions of chain and independent 
supermarkets and grocery stores. 


Central Ohio 


No. 3199. East Liverpool Data, 

Retail sales in total and of autos, 
food, drugs, furniture and general 
merchandise are included in a 
folder issued by the East Liverpool 
Review. 


No. 3601. Columbus Liquor Sales. 

Liquor sales by counties, brands, 
wholesale and retail in Ohio’s 
District C are listed in a brochure 
of the Columbus Dispatch. 


No. 3300. Canton Repository Con- 
sumer Analysis. 

This report, the first consumer 
analysis of Canton, according to 
the Canton Repository, which is- 
sued the booklet, contains results 
of a consumer survey taken in 
January, 1958, of 2% of Canton 
families. Covers food products, 
appliance ownership, media pene- 
tration, buying habits of Canton 
families, market composition and 
economic factors. 

No. 3301. Columbus 
Summary. 

Folder describes the industrial 
growth of Columbus, plus facts on 
transportation, education, govern- 
ment and agriculture. Contains a 
map and population figures of 
towns and counties in the Co- 
lumbus trading area. Issued by 
WTVN-TV, Columbus. 


Reference 


No. 3302. 23rd Annual Analysis of 
Ohio Liquor Sales. 

The Cleveland Press has issued 
this study of liquor sales in Ohio} 
for 1957. Includes dollar sales by 
district and by county and gallon 
sales of individual brands. 


No. 3303. 12th Annual New Car 
Sales Analysis. 


| The study covers new passenger | 


car sales in Cuyahoga County, 
|jaugmented with some related na- 
|tional and Ohio sales figures. Is- 
|sued by the Cleveland Press. 


| 


aes ce ee 
te i Es 


The 


No. 3608. Springfield Facts, Fi- 
gures. 

Building permits, new homes, 
dwelling units by year built, deed 
and mortgage recordings, popula- 
| tion by towns and counties, savings 
deposits and bank clearings are 
among the data reported in a 
detailed booklet issued by the 
Springfield Daily News. 


No. 3304. Distribution Analysis of | N°. 3609. Top Ten Brands. 


Beer & Ale. 
This study, issued by the Cleve- 
land Press, covers the distribution 
‘of beer and ale in the Cleveland 


‘market by types of outlets. Dis-| 


|tribution is broken down by brand 

|and by types of bottle and can. 

\No. 3305. Cleveland Consumer Pan- 
el. 

This study, published quarterly 
and annually by the Cleveland 
Press, is a record of purchases of 
46 grocery commodities and 29 ap- 
parel items by 500 selected fam- 
ilies in Cuyahoga County. 


|No. 3306. Distribution Study of 

Grocery Products in Cleveland. 

Results of a survey conducted 
among 100 independent grocery 
stores and key executives at the 
\five corporate chain headquarters 
jare published in this study by the 
Cleveland Press. Covers food and 
baking products, condiments, bev- 
|mmiseel juices, soaps, cleaners and 


miscellaneous store products. 
No. 3307. Cleveland—America’s 
7th Largest Market. 
| The 44-page illustrated booklet 
contains data on retail sales by 
county, buying income and buying 
‘habits, breakdown of the labor 
\force and facts about Cleveland 
‘industry. Published by the Cleve- 
land Press. 
\No. 3602. Columbus 
Map. 

A detailed map of the Columbus 
ABC City Zone published by the 
Columbus Dispatch includes shop- 
ping areas, census tracts, high vs. 
|\low rental groups, population, 
leffective buying income and retail 
| sales. 


Marketing 


No. 3603. Columbus Brand Prefer- 
ences. 

Brand preferences and buying 
|habits in foods, soaps, cleaners, 
|toiletries, beverages, automotive, 
jappliances and tobacco products 
|are surveyed in a consumer analy- 
|sis of the local area by the Colum- 
| bus Dispatch. 


No. 3604. Columbus Test Market. 
Facts about Columbus support- 
ing its standing as a test market 
including population, families, per 
| cent of white, non-white and 
| foreign born, local effective buying 
income per family vs. national per 
family, and per cent engaged in 
commerce, in industry and in 
agriculture, are given in a folder 
issued by the Columbus Dispatch. 


No. 3605. Columbus Market Data 
Map. 

A county-by-county breakdown 
of retail sales, effective buying 
income and population in the 12- 
county retail trading area of Co- 
lumbus has been issued by the Co- 
lumbus Dispatch. 

No. 3606. Top Ten Brands in 
Youngstown. 

The Youngstown Vindicator has 
issued a report on the top ten 
brands for 125 household products 
in the area, based on home inter- 
views. 
|No. 3607. WHBC Auto Traffic 
Study. 

Results of a survey of rush hour 
traffic mornings and evenings in 
Canton, based on day shift working 
hours in local factories and bus 
line figures on peak passenger 
loads, are reported in a_ sheet 
issued by Radio Station WHBC, 
Canton. 


Top ten brands of 130 retail 
|product classifications are  sur- 
jveyed in an 80-page booklet 
 eoventad Akron and issued by the 
Akron Beacon Journal. 

No. 3687. Top Ten Brands. 

| Brand preference and usage for 
/130 product classifications, plus 
/up-to-date population data, in the 
19-county Cincinnati retail trad- 
ing zone is reported in a survey 
|conducted by Dan E. Clark II and 
Associates and released by the 
Cincinnati Enquirer. 


No. 3688. House Buying Habits. 

House hunting habits, including 
|favorite day of week for it and 
|best days to advertise, are sur- 
veyed in a brochure issued by the 
Cincinnati Enquirer. 


OKLAHOMA 


|No. 3308. Magic Empire of Tulsa. 
| Folder issued by the Tulsa 
World and Tribune gives family 
population of 40 Oklahoma coun- 
ties adjacent to Tulsa and family 
population of cities and towns of 
1,000 or more population in the 
oo 

No. 3309. 6 Cities of Gold. 

| Booklet gives data on six cities: 
‘Fort Smith and Rogers, Ark; Ok- 
‘mulgee, Bartlesville, Blackwell 


Use the Coupons 
in Requesting Data 


| 


OREGON 


|No. 3311. Eugene-Springfield 
Market Data Report. 

Eight-page brochure includes 
statistics on Eugene-Springfield 
and its trading area. Covers popu- 
lation, income, retail, wholesale 
and service trade, manufacturing, 
farm data, labor statistics, banking 
|data, and facts about education 
jand churches. Issued by KERG, 
| Eugene, Ore. 


No. 3312. Top 10 Brands in Port- 
land, Ore. 

Dan E. Clark survey shows 
preferences of some 125 food and 
consumer products in the Portland 
|city zone. Includes data on popu- 
|lation, income, occupation and re- 
| tail sales for the four-county area. 
Available from the Portland Or- 
egonian. 


No. 3313. Drug & Grocery Route 
Books for Portland. 

Lists stores by name and loca- 
tion and provides information on 
types of merchandise carried in 
each. Includes wholesalers and 
jobbers. Compiled by the Portland 
| Oregonian. 

|No. 3314. Portland Area Map. 

| Map shows families in Oregon 
and S. W. Washington counties 
surrounding Portland. Also in- 
‘and drug sales and automobile 
| registration figures for 43 counties. 
Issued by the Portland Oregonian. 


PENNSYLVANIA 


cluded are population, retail, food) 
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| town Department Stores. 

The Pittsburgh Post-Gazette has 
issued this comparison of night 
openings in 19 cities. Both a chart 
and list of cities with data on in- 
dividual department stores are in- 
cluded. 


No. 3323. Annual Expenditure for 
Food & Grocery Products. 

Fact sheet includes data on an- 
nual expenditures for different 
food and grocery products by read- 
ers of Pittsburgh daily newspa- 
pers. Issued by the Pittsburgh 
Post-Gazette. 


No. 3324. Annual Expenditures for 
Women’s & Girls’ Clothing. 

The Pittsburgh Post-Gazette has 
issued this comparison of expen- 
ditures for women’s and girls’ 
clothing among families reading 
each Pittsburgh daily newspaper. 


No. 3325. Annual Expenditures for 
Household Furnishings & 
Equipment. 

Annual expenditures for house- 
hold furnishings and equipment 
are broken down by families read- 
ing each Pittsburgh daily news- 
paper. Issued by the Pittsburgh 
Post-Gazette. 


\No. 3326. Family Expenditures of 
Men’s & Boys’ Clothing & 
Women’s & Girls’ Clothing. 

| The Pittsburgh Post Gazette has 
issued data on the family expen- 
'ditures for men’s and boys’ cloth- 
|ing and women’s and girls’ cloth- 
‘ing by readers of Pittsburgh daily 
newspapers. 


No. 3327. 1958 Pittsburgh School 
Holiday Calendar. 

A full schedule of school holi- 
| days for Pittsburgh public, Cath- 
jolic and county schoo] systems are 
\listed on this 12-month calendar. 
|Issued by the Pittsburgh Post- 
| Gazette. 


and Chickasha, Okla. A descrip-| No, 3390. WCAE Reference Sum-| 


|tion of each city market is includ- 
ed, plus data on population, pay- 
rolls, principal industries, retail 
trade, agriculture and transporta- 


| mary of Pittsburgh. 

| A folder issued by WCAE, Pitts- 
|burgh, gives population, radio 
homes, retail sales, number of 


No. 3328. Capsule Report of the 
Pittsburgh Food Market. 

The Pittsburgh Post-Gazette has 

|published this brochure containing 


tion. Available from the Okmulgee employes and number of plants in| data on populetion, sales by coun- 


| Daily Times. 


| 

No. 3310. How Big Are People— 
The Oklahoma City Market. 

| Describes Oklahoma City, the 
hub of a 54-county market with 
a population of more than 1,500,- 
|000 and retail sales of more than 
/$1% billion annually. Issued by 
WKY and WKY-TV, Oklahoma 
City. 

} 

No. 3689. KOTV Coverage Area. 


tive buying income and families 
in the coverage area are included 
|in a sheet issued by KOTV, Tulsa. 


No. 3690. Muskogee Market Area. 

A brochure issued by the Mus- 
kogee Phoenix and Times-Demo- 
crat includes population, income, 
retail sales and retail and whole- 
sale outlets in the trade area. 


Retail sales, population, effec-| 


Regular Features 
Back Next Week 


The regular lineup of fea- 
tures (Creative Man, On the 
Merchandising Front, Sale- 
sense in Advertising, etc.) 
which normally appears in 
the AA feature section has 
been omitted from this issue 
to provide adequate space 
for the large volume of mar- 
ket data. All of the usual fea- 
tures will be back in their 
regular places next week. 


the Pittsburgh market. 


| No. 3391. The Johnstown Story. 


ty of Pittsburgh market, and dol- 
lar volume estimated for food 
chains in the Pittsburgh market. 


Contains Johnstown market data) 


including retail sales and popula- 
tion broken down categorically. 
Issued by WCRO, Johnstown. 


|No. 3392. Lancaster County Farm 
Data. 

A folder contains farm data for 
Lancaster County, Pa., and in- 
cludes dollar value of leading farm 
products produced in the area. Is- 
sued by Lancaster Newspapers 
Inc. 


|No. 3393. Lancaster Market Fold- 
er. 

A folder includes fact sheets of 
Lancaster market retail sales, pop- 
ulation, farm products, income and 
a statistical summary, plus a map 
of the area and booklets on drug, 
|grocery and liquor route lists. Is- 
/sued by Lancaster Newspapers Inc. 


No. 3394. Industrial Pay Days in 
the Pittsburgh District. 

A fact sheet shows frequency of 
pay days, day paid and whether 
pay is by cash or check for indus- 
trial companies in the Pittsburgh 
district. Issued by the Pittsburgh 
Post-Gazette. 


No. 3395. New Dwelling Units in 
Pittsburgh & Allegheny Coun- 
ty. 

The Pittsburgh Post-Gazette has 
published this fact sheet which 
contains data on number of dwell- 
ing units and cost per unit in the 
Pittsburgh area from 1945 to 1957. 


No. 3396. Map of ABC Pittsburgh. 
A map of the city zone of Pitts- 
burgh shows populations and num- 
ber of households. Issued by the 
Pittsburgh Post-Gazette. 


No. 3322. Night Openings—Down- 


No. 3329. Pittsburgh Automotive 
Market. 

Booklet contains data on the his- 
torical development of the Pitts- 
burgh market and a summary of 
| automotive advertising in the mar- 
|ket. Issued by the Pittsburgh Post- 
Gazette. 


No. 3330. Pittsburgh Billion Dollar 
Food Market. 

An illustrated report of the food 
market in Pittsburgh. Includes 
data on the historical development 
and a report on chain food store 
volumes and advertising. Issued 
by the Pittsburgh Post-Gazette. 


No. 3331. Allegheny County Shop- 
ping Centers. 

A report of shopping centers in 
Allegheny County showing pop- 
ulation growth, shopping center 
|locations, square feet of selling 
space, number of stores, parking 
area and map. Issued by the 
Pittsburgh Post-Gazette. 


No. 3332. Newspaper Coverage of 
the Philadelphia Metropolitan 
Area. 

An analysis of the Philadelphia 
metropolitan area by population, 
wealth and sales. Special empha- 
sis is placed upon the South Jer- 
sey segment of the market, show- 
ing its growth, industrial expansion 
and standing in comparison with 
other markets. Issued by the 
Camden Courier-Post, Camden, 
N.J. 


No. 3333. Philadelphia and the 
Tri-Cities. 
An analysis of the Philadelphia 
trading area in terms of Phila- 
delphia and the component mar- 
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Available Market Data—Local 


To secure copies of data listed, use the handy coupons 


kets of Camden, Trenton and Wil- 
mington. Market details are given 
for each area. Issued by the Cam- 
den Courier-Post. 


No. 3334. Philadelphia Coverage 
Map. 

Map includes retail sales figures, 
tv set count and population of the 
greater Philadelphia market. Is- 
sued by WCAU-TYV, Philadelphia. 


/No. 4001. 


No. 3335. Easton Today. 

A report on the population, in-| 
come, total retail sales and sales 
broken down by classifications in 
the Easton, Pa., market. Issued 
by the Easton Express. 

No. 3336. Western Pennsylvania | 
Market. 
Includes data on the markets 

of New Castle and Elwood City, 

Pa., and four Pennsylvania and 

three Ohio counties in the area.| 

Also includes a map and retail) 

sales figures. Issued by WKST, | 

New Castle. 

No. 3337. Hazleton, Market 
Folder. 
The Hazleton Plain Speaker—, 

Standard Sentinel has issued this | 
folder describing the Hazleton area | 
market. Included are statistics on 
population, families, income, auto 
registrations, industry and retail 
trade. 


Pa., 


No. 3338. Sharon, 
Folder. 

Folder contains basic market 
data for Sharon, Pa., and Mercer 
County. Includes maps and sta-| 
tistics on income, home ownership, 
employment, retail outlets, gro- 
cery chains, department stores and | 
retail sales. Issued by the Sharon 
Herald. 


Pa., Market 


No. 3339. Bethlehem, Pa., Going’ 
Places. 

The Bethlehem Globe-Times, 
has issued this folder on the mar- 
ket area of Bethlehem, Pa. In- 
cluded are a map, illustrations, 
and data on population, banks, 
homes, schools, industries and rail- 
roads in the Lehigh Valley area. 


No. 3340. The Allentown Market. 

Folder, issued by the Call- 
Chronicle Newspapers, Allentown, 
Pa., includes data on population 
and families in Allentown, Le- 


high County and surrounding mar- | 


ket area. 


No. 3341. Automobile Potentials 


and Sales Breakdown. 

A comparison of automobile 
sales in seven suburban counties 
in the Philadelphia area. Includes 
data on new car registrations and 
per family income. Issued by the 
Norristown Times Herald. 


No. 3342. Analysis of Retail Sales 
by Classification. 

The Norristown Times Herald 
has issued a fact sheet on retail 
sales in Norristown and its trad- 
ing zones. Sales are broken down 
into 11 classifications. 


No. 3691. Automotive Facts. 

New passenger car sales in Phil- 
adelphia and suburbs, by makes, 
are covered in a folder issued by 
the Philadelphia Inquirer. 


No. 3692. Delaware Valley Food’ 


Distribution. 


brand are covered in a _ booklet 
published by the Philadelphia In- 
quirer. 


No. 4000. Beer & Ale in Philadel- 
phia, 
A booklet with information on 
beer and ale distribution, includ- 
ing leading brands, is available | 
from the Philadelphia Inquirer. 


Philadelphia 

Circulation Analysis. 

An analysis of circulation is 
available from the Philadelphia 
Inquirer, and includes family pop- 
ulation by counties, population | 
trends and new car sales in the) 
retail trading area. 


Inquirer | 


No. 4002. The Delaware Valley 

Market. 

Population, income, sales and 
occupational data for the 14-coun-. 
ty Philadelphia retail trading area, | 
with census figures broken down | 
for 56 community business areas 
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IN PHOTO-REPORTING THE TREND IS... 


461 EIGHTH AVE., NEW YORK CITY « 


WEST COAST, San Mateo, Calif. 
113 25th Ave., Enterprise 1-0777 


Commercial Photography Division 


UNITED PRESS ASSOCIATIONS 
PE 6-8500 


CENTRAL STATES, Chicago, Ill. 
Tribune Tower, Rm. 636, Whitehall 4-4733 


NEW ENGLAND, Boston, Mass. 
42-46 Summer St., Liberty 2-2400 


best spots 


for 


YOUR 
spot 


a 


‘WBEN-IV 
_ MATINEE | 
PLAYHOUSE 


When budget is the consideration, consider this: 
“Your TV Dollars Count for More on Channel 4.” 
This has been the buy-word in Buffalo since 
1948 when WBEN-TV first pioneered television 
in Western New York. 


And if picking spots for a spot-campaign is your 
current concern, “spot” judgment again dictates 
WBEN-TV, particularly in our two top-movie 
programs. Both enjoy the highest popularity in 
their respective time slots. Women — and plenty 
of them —enjoy our MATINEE PLAYHOUSE. 
Adults — and plenty of them — make it a point 
to see our 11:30 Theatre. 


There’s a good spot for you on these “good 
buys” in Buffalo. HARRINGTON, RIGHTER and 
PARSONS, our national representatives, will be 
Johnny-on-the-spot when you call them 
for details. 


WBEN-TV -.4@ 


Buffalo 


CBS in 


1:00 — 1:45 pm | 
Mon. thru Fri. 


Number of outlets and percent-. 


age of outlets carrying each brand 
in 50 commodity groups are cov- 
ered for the Philadelphia retail 


trading area in a brochure issued 


by the Philadelphia Inquirer. 


No. 3693. 
Sales. 
Case sales of 45 best selling 

whiskies in Pennsylvania in 1957 

vs. 1956, and per cent of state 

whisky sales and of all alcoholic 
beverage sales represented by each 


Pennsylvania Liquor 


pioneer station of Western New York 
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Available Market Data—Local 


To secure copies of data listed, use the handy coupons 


the market comprises, is included 
in this 96-page report from the 
Philadelphia Inquirer. Cost to 
non-advertisers is $5. 


No. 4003. Delaware Valley Data. 
The Philadelphia Inquirer has 


Census. 

Report on a special census tak- 
en of 28 municipalities in Phila- 
delphia’s retail] trading zone last 
year includes rate and per cent 
of growth since 1950, and is avail- 
able from the Philadelphia In- 


produced a folder giving data on quirer. 

population, housing, retail outlets | 

and sales for 14 counties in the|No. 4005. Pennsylvania’s Jet Net. 

Philadelphia retail trading area. Sales in seven categories, plus 
|population and farm income, for | 

No. 4004. Suburban Philadelphia | 24 counties in the Vic Diehm Ra- 


A POWERFUL SELLING FORCE IN MORE THAN 


60,000 CHURCHES 


A Trusted Friend and Counselor in More Than 


100,000 HOMES 


Advertising UP 47 pages in '57 . . . average net paid circulation 
for '57 - 98,665 . . . UP 609% in the last 5 years. 


|dio Group coverage area are con- 
tained in a folder available from 
radio stations WAZL, Hazleton; 
WHLM, Bloomsburg; and WHOL, 
Allentown. 


No. 4006. Member of the Family. 

A booklet from the Philadelphia 
Bulletin contains information on 
family composition, socio-econom- 
ic characteristics, shopping habits 
and newspaper coverage of fam- 
ilies in the greater Philadelphia 
market. 


RHODE ISLAND 


No. 3343. Something 
About—Providence. 
A report containing market data 
on Providence, R.I. Includes total 
number of homes and number of 
tv homes. Available from WJAR- 
TV, Providence. 


SOUTH CAROLINA 


No. 3344. Columbia Market Data. 
Folder includes fact sheets on 
population, income, retail sales by 


to Crow 
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| categories and data on trade and) area served by WHBQ-TV, Mem- 
|industry. Issued by the Columbia) phis, are detailed in this fact sheet 
State and Record. published by the station. 

| 


No. 3345. County Analysis. No. 3357. WHBQ-TV Facts. 

File card gives South Carolina| Population data and retail sales. 
county by county breakdown of| figures in the market served by 
occupied dwellings. Available from WHBQ-TV, Memphis, are pub- 
the Columbia Record and State. | lished by the station. 


No. 3346. The Milky Way Market 

—Eastern Carolinas. 

Report has breakdown of east- 
ern Carolinas market by counties 
for population, retail sales, effec- 
tive buying income. Free to ad- 
vertisers and agencies, $2.50 to 
others. Issued by WBTW, Flor- 
ence, S.C. 


No. 3347. Brand 
Homes of Greenville. 
This first such study published 
in South Carolina, according to 
Greenville News-Piedmont Co., 


150 items in the 
household, appliance, soaps, toi- 
letries and tobacco fields. 


No. 3316. Brand Inventory in the 
Homes of the Greenville News 
Readers. 

Greenville News readers were 
asked to inventory the food, 
household, toiletry and other prod- 
ucts and appliances currently in 


juse in their homes for this report. | 


|These respondents also gave in- 
|formation about their homes and 


|families, which has been summar-| 


ized by the Greenville News along 
with statistical data about this 
area. 


No. 4008. 1958 Florence Home In- 
ventory. 

Brand ownership and usage of 
80 products in seven categories is 
detailed in a report available from 
WBTW, Florence. 


SOUTH DAKOTA 


No. 3348. 1958 Business Survey 
and Market Guide—Rapid City. 
A 20-page booklet gives popu- 
lation, retail sales and data on 
economy of Rapid City and western 
South Dakota. Issued by the Rap- 
'id City Journal. 


No. 3349. Sioux Falls Market Data. 

The Sioux Falls Argus-Leader 
has issued a folder on the Sioux 
Falls market including population, 
| income and sales data. Also lists 


Inventory in 


which issued the report. Covers) 
automotive, | 


No. 3358. Knoxville, Tennessee, A 
New Two-Paper Market. 

| A series of maps depicting the 
| market coverage achieved in and 
‘around eastern Tennessee by the 
|Knoxville News-Sentinel and the 
| Knoxville Journal is presented in 
book form by the two newspapers. 


No. 4012. Jackson Market Data. 

The Jackson Sun has published 
a booklet giving population, in- 
|come, retail sales, store lists and 
‘other data for the Jackson, Tenn., 
| area. 


TEXAS 


‘No. 3400. Port Arthur Markets & 

Media. 

Results of a survey of brand 
|preferences for 51 food product 
|categories in the Port Arthur area 
| (Texas and Louisiana), plus char- 
acteristics of newspaper readers, 
lis offered by the Texas Daily 
|Newspaper Assn. and the Port 
| Arthur News. 

'No. 3401. Fort Worth Coverage 
Map. 

| KFJZ-TV coverage map of Fort 
Worth and 21 counties gives infor- 
mation on population, retail sales 
and tv homes. 


No. 3402. Rio Grande Valley of 
Texas. 

KRGV-TV, Weslaco, offers pop- 
ulation figures, buying power and 
farm data for the Rio Grande Val- 
ley area. 


'No. 3403. Corpus Christi Market 

Data. 

Retail sales, effective buying 
power, population and other data 
on Corpus Christi and its II coun- 
ty area is contained in a folder 
from the Caller-Times Publishing 
|Co., Corpus Christi. 


No. 3404. Brand Use Study. 

Brand use and share of market 
for over 50 food products is in- 
| cluded in a study by the American- 


| Statesman, Austin. 


food, drug, beer and liquor job-| 


| bers in Sioux Falls. 


No. 4011. Sioux Falls Data. 

| A folder giving population, in- 
come, retail sales by categories and 
other information on the Sioux 
Falls area is offered by the Sioux 
| Falls Argus-Leader. 


TENNESSEE 


| No. 3352. Nashville Data. 

Population, income and retail 
‘sales data are included in this 
‘folder issued by the Nashville 
| Banner for the coverage area. 


No. 3353. WAGC Coverage Data. 

A report by radio station WAGC, 
Chattanooga, gives population, ra- 
dio families and retail sales for 
the coverage area. 


No. 3354. Johnson City Survey. 
Population, retail outlets and 
dwelling units are included for 
the coverage area in this folder 
issued by the Johnson City Press- 
Chronicle. 
No. 3355. Nashville Is Not A 
Boom-or-Bust City. 
County-by-county retail sales 
figures in the Nashville metropol- 
itan area and in the central Ten- 
nessee market are compared by 
the Nashville Banner and Nash- 
ville Tennessean. 


No. 3356. WHBQ-TV Station Facts. 
Basic market facts about the 


|\No. 3405. KFDA-TV Coverage 
Map. 

Number of tv sets in Amarillo 
and surrounding area is shown in 
\this coverage map offered by 
KFDA-TV, Amarillo. 


|No. 3406. KF JZ, Fort Worth, Cov- 
erage. 

A booklet describing coverage 
of KFJZ Radio, Fort Worth, gives 
‘information on population, con- 
|sumer income and sales for met- 
ropolitan Fort Worth. 


No. 3407. Brand Use Study. 

Data on brand preferences cov- 
ering over 50 food product cate- 
gories in Texas and Louisiana is 
given by the Texas Daily News- 
paper Assn. 


No. 3408. 
America. 
The Valley City of the Rio 
Grande, comprising several towns, 
is discussed in a folder from the 
Rio Grande Valley Group newspa- 
|pers, Harlingen. The folder, up- 


|dated each June, includes data on 


Strangest Street in 


population, transportation, princi- 
pal industries, sales and retail 
outlets. 


No. 3409. Valley City Food Vol- 
ume. 

Information on the food market 
and marketing structure in four 
counties in the Lower Rio Grande 
Valley is included in a folder from 
‘the Rio Grande Valley Group 
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. 83418. Dallas Area Income;County has been issued by the! Data— 

Statistics. Dallas Times Herald. Available Market Local 

No. 3410. Waco Markets & Data. A fact sheet from the Dallas | To secure copies of data listed, use the handy coupons 
Brand use study of 50 food |Times Herald includes data on | No. 3421. Dallas Brand Use. 

items in the Waco area are re- |number of families, net effective) Brand preference in grocery 1... distribution in the Beau-,and household items is reported in 

ported in this study, which also | buying income and income break-|items and other products in the 701+ area are reported in a book-|a booklet issued by the Beaumont ae 

reports on newspaper saturation, down of consumer spending units | Dallas area is available in a book- let issued by the Beaumont Enter-| Enterprise & Journal. ae i 

published by the Texas Daily |in the Dallas retail trading zone. let published by the Texas Daily |) .0 ¢ journal. f 

Newspaper Assn. ‘Newspaper Assn. and distributed | 


; | No. 3426. Market Rankings. 
mms oe, Pena Texas Farm through the Dallas Times Herald. No. 3424. Beaumont Market Data The wie sedhied and wine 


Newspapers, Harlingen. |No 


re 8, Tap Ten Geseee, Ae Bor The ratio of gross cash farm | No. 3422. KTSM-AM & TV Cov- Folder. | paper coverage of 15 Texas mar- 
Thic--conaumer cusver. shows income to net effective buying in-| _ erage Data. A folder containing population, kets is reported in a folder from 


come for counties in Northeast, El Paso data on income, popula- income and retail sales by cate-|the Beaumont Enterprise & Jour- 
ne to tee = = Seisie be stein on ie ada ed| ‘tion and sales, plus a market pros- 80ry in the Beaumont area is|nal. Population, income and sales 
products, plus population charac- | by the Dallas Times Herald. 'pectus, are included with cover- available from the Beaumont En-|data is included. 
teristics ‘in the Dallas area. It is |age information from KTSM-AM | | terprise & Journal. 
published by the Dallas Morning |No._ 3420. Dallas County Retail) & TV, El Paso. | 
News. Food Sales. |No. 3425. Beaumont Brand Prefer- 
This analysis showing share of|No. 3423. Beaumont Grocery Store | ence. | Longview, contains data on popu- 
No. 3412. Number One Market of |8Tocery sales by chains, page ad Distribution. A brand preference study of|lation, retail outlets, sales and 

the Southwest. chains and independents in Dallas! Results of a survey on grocery'!Beaumont housewives for grocery | farm information. 


Data on population, income and 
sales for the Dallas area is given 
in a brochure from the Dallas 
Morning News. 


No. 3427. KFRO Coverage Map. 
The coverage map from KFRO, 


No. 3413. Market Dallas. 

Population, income and sales for 
Dallas are reported in this booklet, 
plus information on out-of-town | 
shoppers in Dallas. It is available | | 
from the Dallas Morning News. 


No. 3414. Texas ‘inte iaiee | 
Newspapers Data. 

Brand use measurement of more 
than 50 food product categories and | 
newspaper coverage data for Abi- 
lene, Big Spring, Corpus Christi, 
Marshall and San Angelo is avail- 
able from the Texas Daily News- 
paper Assn. 


No. 3415. KTBC-TV Data. 

Population, income and sales in 
the KTBC-TV coverage area is |: 
available on a fact sheet from | 
KTBC-TV, Austin. 


No. 3416. Corsicana Data. 

A rate card from the Corsicana 
Daily Sun contains data on popu- | > 
lation, sales and utilities in the | ‘ 
Corsicana area. 


No. 3417. Dallas Times Herald Au- 
dience Composition. 

Information on persons receiv- | 
ing home delivered copies of the | 
Dallas Times Herald, including | 
buying habits, ownership of appli- | 
ances, income and occupational 
distribution, and ownership of au- : oe 
tomobiles, is available from the ‘- ote 
Times Herald. ee 
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Force in Rhode Island 


Illustrated folder Hi 
shows photos of major events * 
produced & staged for East Side! P mag . P P 
Navy League of N. Y. | \s Terroriz' The Providence Journal-Bulletin is an operating necessity in 
_—PRSA Conferences Robbers Get New England’s second largest market, providing coverage of ALL Bo 
= cont 4 fener the families in ABC Providence and more than 80% in the city-state bs 
PLUS REPORTS from Clients Top sent § area. With ABC Providence in the over-500,000 group (513,275) a 
Aucience Interest & Results a and one of the nation’s top test cities, this city-state market belongs 
To cet a clearty defined and realistic idea of what on your “A” schedule. ; 
can be achieved with your next special events, actual P , z : 
cost figures, etc.... phone or write Edwin L. Neville, For the most effective, most economical and most responsive 
Hae my fou tot 17, RY Wome a tose coverage of New England’s second largest market, plan consistent = . 
> Tear out coupon & mail with your business letterhead advertising in The Providence Journal-Bulletin—the strongest selling me mare ‘vores 
To Special Events Inc., 222 E. 46th St., New York City 17 D force in Rhode Island. Combined daily circulation, over 200,000 and ~s vm ve 
AA-5-5-58 Providence Sunday Journal, more than 185,000. ‘ 
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interested in talking over with you... .. . E 
} Anniversaries () Press Conferences oA ra 
) Annual Conventions (_] Previews y. Ria 
] Civie Celebrations () Product Promotions Dp Fae - 
) Dedication Ceremonies [] Sales Meetings r O Vv : eC n C e Oo U r n al- Uu ‘3 , n ade 
) Events in the Fine Arts (_) Stockholders Meetings 
) Fashion Events (_] Workshop Sessions 
] Fund-Raising Benefits. [] Other Special Events mn 
- . te Lk oe 
My Name Represented Nationally by WARD-GRIFFITH CO., Inc., with offices in New York, Boston, io 
Detroit, Chicago, Philadelphia, San Francisco, Atlanta, Charlotte, and Portland, (Ore). 
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Available Market Data—Local 


To secure copies of data listed, use the handy coupons 


Advertising Age, May 5, 1958 


No. 3428. Lufkin Market Data. 

Brand preference study of 51 
food product categories, plus data 
on newspaper audience, in the 
Lufkin area is contained in a 
booklet available through the 
Lufkin Daily News. 


No. 3429. San Antonio Fact File. 

This brochure from the San 
Antonio News and San Antonio 
Express includes population, in- 
come and sales information on the 
San Antonio market area. 


No. 3430. KITE Coverage Map. 
Coverage map from KITE Radio, 
San Antonio, includes figures on| 
population, sales and income in the | 
KITE coverage area. 


Chronicle. | NE os 2 ik es uhlcw eh taal y wide 8a 
No. 4017. Houston Market Facts. Company ..-- 0. eee eeeeeeereees 
This folder from the Houston 
| Chronicle contains data on pop-| et ian wala wns eg dams gp 
julation, families, income, retail 
|sales by categories and retail out- SS EO eee rer ee 


No. 3431. Fort Worth Media 

Study. 

Characteristics of the newspaper 
readers in the Fort Worth area 
are included in a study report 
from the Fort Worth Star-Tele- 


gram. 


No. 3432. Fort Worth Brand Pref- 
erence. 

Brand preferences on 51 food 
product categories, plus data on) 
newspaper audience, in the Fort. 
Worth area is available through | 
the Fort Worth Star-Telegram. 


| 


No. 3433. WFAA, Dallas. 
Information on retail sales, plus 

store hours and _ starting and 

quitting times of workers in the 


| lets in the Houston area. 


is reported for the Port Arthur | 
area in this study available from | 
the Port Arthur News. 


|No. 4015. KPRC-TV Data Sheet. 

| KPRC-TV, Houston, offers a 
‘data sheet containing information 
on population, income and sales | 


TO OBTAIN MARKET DATA USE THIS COUPON 


Readers’ Service Dept., ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


Please send me the following data (insert code number of each item wanted) : 


in its coverage area. 


No. 4016. Houston Data. 


A folder giving population, in- 


come and sales statistics by coun- | 
ties in the Houston retail trading 
zone is offered by the Houston | 


No. 4018. Houston Shopping Days. | 


This coupon not valid after July 31, 1958 


An analysis of shopping days in 
Houston, based on interviews, is| 1957 and up to February, 1958, 
offered by the Houston Chronicle.| are available, by brand, from the 
Norfolk Virginian Pilot and Ledg- 


No. 3457. Spokane Data Folder Se-; No. 4025. WSAZ-WKAZ Coverage. 
ries. Population, income and sales for 
The Spokesman-Review and|the Huntington-Charleston area is 


No. 4019. Housten Clothing Sales. 

Where, when and how clothing 
is sold in the Houston area is con- | 
tained in a folder offered by the) 
Houston Chronicle. 


UTAH 


er-Star. 


No. 3448. Norfolk-Portsmouth 
Trading Areas. 

A tabulation of the number and 
type of outlets in 54 trading areas 
and shopping centers in Norfolk, 
Portsmouth and South Norfolk is 


| No. 3440. America’s New 35th Mar- | offered by the Norfolk Virginian 
ket. Pilot and Ledger-Star. 

| A profile of the Ogden-Salt 

Lake-Provo market is available No. 3449. Norfolk-Portsmouth 


Spokane Daily Chronicle offer a 
series of folders on various local 
market data, including local and 
out-of-town sales, income and 
population. 


|No. 3458. Spokane Flow-of-Trade 
| Survey. 

This special survey 
gives data on the Spokane mar- 
ket, frequency of 
amounts spent, items bought, 


purchases, | 


contained on an acetate layover 
showing coverage of WSAZ, Hunt- 
ington, and WKAZ, Charleston. It 
is available from WSAZ. 


No. 4026. WSAZ-TV Data. 
An acetate layover showing cov- 


|erage of WSAZ-TV, Huntington- 
report | Charleston, contains data on pop- 


ulation, income and sales, and is 
available from WSAZ-TV. 


Dallas area, is reported in a folder from KTVT, Salt Lake City, and 


distributed by WFAA, Dallas. 
| 

No. 3434. WOAI Market Data. | 
Population and sales data for | 
the San Antonio area is given in| 
a folder issued by WOAI, San) 
Antonio. Primary daytime and 


includes information on popula-| 


Market Data. 
Statistical data in this booklet 


charge accounts and newspaper | No. 4027. The WPAR Story. 


areas. It is distributed through 


Population, income and sales in- 


tion, income, sales and industry.;about the Norfolk-Portsmouth 
|metropolitan area includes popu- 

No. 3441. Salt Lake City Consumer lation, housing, auto registration, 
Analysis. sales, shopping centers, industry, | 

A brand preference study of the|agriculture, transportation and) 
greater Salt Lake City market is|mewspaper coverage. It is offered | 


the Spokesman-Review and Spo- | formation on the WPAR coverage 
kane Daily Chronicle. area is included in a booklet con- 
taining coverage data of WPAR 
No. 3459. Spokane Vacation Sur-| Radio, Parkersburg. 
vey. 
WISCONSIN 


Information on vacation habits 


nighttime markets of the station| yaijable from the Newspaper |by the Norfolk Virginian Pilot and|of Spokane residents, including | 


also are listed. 


No. 3435. Dallas County Popula- 
tion. 

Population trends in Dallas 
County since 1940, plus projections | 
to 1980, are contained in a report! 
available from the Dallas Times} 
Herald. 


No. 3436. El Paso Market Data. 
Population, income and sales in 
the 24-county area covered by the 
El Paso Times and Herald-Post | 
are included in a folder from the 
Newspaper Printing Corp., El Paso. 
An updated folder will be pub- 
lished in July. 


No. 3437. El Paso Grocery Store | 
Distribution. 

Distribution of 77 grocery clas- 
sifications in the El Paso area 
will be reported in a folder to be 
published soon by the Newspaper 
Printing Corp., El Paso. 


No. 3438. Houston Newspaper Sub- 
scribers. 


Agency Corp., Salt Lake City | Ledger-Star. 
agent for Salt Lake newspapers. 
| No. 3450. Roanoke Data. 


'per cent of families taking vaca- No, 4028. Time Use Patterns. 
|tions, tenure, size of party, dis-| 


A study of six rural Wisconsin 
tance, mode of travel and amount) communities, showing how inhab- 


VERMONT | 


A study of the Burlington Free | 
Press coverage area includes data 
on buying income, and is available 
from the Free Press. | 
No. 3462. WCAX-TV Coverage} 

Area. 

Population and other market | 
data in its coverage area is avail-| 
able from WCAX-TV, Burlington, | 
Vermont. 


| 

VIRGINIA 

No. 3443. Charlottesville Data. 
The Charlottesville Daily Prog- | 
ress offers this folder, which ah 
cludes data on population, income, 
auto registrations, bank deposits, | 
retail outlets and principal indus- 
tries in the city and retail trading 


zone. 


Information on population and /|of money spent, is available from jtants use their leisure time. is 
employment in the Roanoke area| the Spokesman-Review and Spo-| available from WBAY & WBAY- 
No. 3442. Burlington Buying Data. | is offered in a booklet from the | kane Daily Chronicle. 


Roanoke Times and _ Roanoke 


World-News. 


No. 3451. Harrisonburg Statistics. 
Population, total homes, income 


listening area is reported in a fact 
file available from WSVA, Har- 
risonburg. 


No. 3452. Virginia’s Thriving Tri- 
angle. 

The Petersburg Progress-Index 
and the Hopewell News offer a 
folder on the Petersburg-Hope- 
well-Colonial Heights area, in- 
cluding data on population, income 
and sales. 


No. 3453. Newport News Data. 
Population, income and sales of 

Newport News and Hampton are 

reported in a folder available from 


A study of newspaper subscrib- no, 3444. WLVA-TV Market Data. the Daily Press and Times-Herald, 


ers in the Houston city zone by 
Alfred Politz Research Inc. in-| 
cludes such characteristics as| 
employment status, household in- | 
come, length of residence and 
duplicate subscribers. It is avail-| 
able from the Houston Chronicle. 


No. 3439. Houston Brand Prefer- 
ences. 

Brand preferences from 51 
grocery product categories in the| 
Houston area is available from 
the Houston Chronicle. Character- 
istics of newspaper subscribers is 
included. 


No. 4013. Fort Worth Market Map. 

Population, retail sales and buy- 
ing income in metropolitan Fort 
Worth is shown on a market map 
issued by the Fort Worth Star- 
Telegram. 


No. 4014. Port Arthur Market & 
Media Study. 
Brand use in 51 retail categories 


A data sheet containing a. 
county-by-county breakdown of| 
population and retail sales in its| 
market area is offered by WLVA.- | 
TV, Lynchburg. 

| 


No. 3445. Norfolk Statistical Di- 
gest. 

The Norfolk Virginian Pilot and 
Ledger-Star distribute this book- 
let, which contains facts on the) 
city’s vital statistics, real estate, | 
auto sales, income, retail sales, 
banking, utilities and industry. 


No. 3446. Navy Paydays in Nor- 
folk. 

Number of civilian and military 
navy personnel in Norfolk, plus 
total income and pay periods, is 
listed in a folder available through 
the Norfolk Virginian Pilot and 
Ledger-Star. 


No. 3447. Norfolk Auto Sales. 
New car sales in Norfolk for 


Newport News. 
WASHINGTON 


No. 3454. Washington State Li- 
quor: Sales. 

An analysis of liquor sales in 
Washington, by counties, for the 
various brands is carried in a 
booklet distributed by the Seattle 
Times. 


No. 3455. Sales Eye View of Wash- 
ington State, 

A booklet giving population, in- 
come, sales and other data for 
the entire state is offered by the 
Seattle Times. 


No. 3456. Seattle Consumer Anal- 
ysis. 

Answers to 230 questions on 
brand preferences, family char- 
acteristics and buying habits in 
the Seattle area are contained in 
this 120-page booklet from the 
Seattle Times. 


| No. 3460. Spokane Market Data. 
i} booklet analyzing sales 
sources for Spokane, plus data on 
population, 


TV, Green Bay. 


| 
| 


income and sales is| 
land retail sales for the WSVA |available through the Spokesman- | 


|Review and Spokane Daily Chron- | 


icle. 


No. 3461. Inland Washington. 

A breakdown of farms, ranches 
and types of crops grown, plus 
production figures, for inland 
Washington, is distributed by Sta- 
tion KPQ, Wenatchee. 


WEST VIRGINIA 


No. 4021. 
Data. 


Huntington-Charleston 


sales in the Huntington-Charles- 
ton area are contained on a fact 
sheet from WHTN-TV, Hunting- 
ton. 


No. 4022. Huntington Ready Ref- 
erence. 

This data folder contains pop- 
ulation, sales, dwelling units and 
information on industry in the tri- 
state Huntington market. It is 
available from the Huntington 
Publishing Co. 


No. 4023. Huntington Market Data. 

WHTN-TV, Huntington, has 
available a booklet giving popula- 
tion, income and sales for Hunt- 
ington and Charleston, as well as 
Portsmouth, O. 


No. 4024. Ohio Valley Industry. 

A map showing industrial de- 
velopment and expansion in retail 
trading zones of Wheeling, Par- 
kersburg and Weirton is offered by 
the News Publishing Co., Wheel- 
ing. Population, income and sales 
in the Ohio Valley market area 
are included. 


Data on population, income and) 


No. 4029. WISN-TV Data. 
Population, income and sales in 

the WISN-TV coverage area is 

offered by WISN-TV, Milwaukee. 


No. 4030. Facts About WEAU. 

Information on Eau Claire, in- 
cluding population, income and 
sales, is included on a coverage 
map from WEAU Radio, Eau 
Claire. 


No. 4031. Madison Farm Market. 
Data on sales, farm expendi- 

tures and media coverage for the 

Madison farm market is included 


'in a brochure published by Madi- 


son Newspapers Inc. 


No. 4032. Oshkosh Market Data. 

Sales in several categories for 
the Oshkosh area are compared 
with sales in other Wisconsin met- 
ropolitan areas in this booklet pre- 
pared by the Oshkosh Daily North- 
western, 


No. 4033. La Crosse Market Data. 

Population, labor conditions, re- 
tail and wholesale trade, industry 
and transportation in the La 
Crosse area are detailed in a folder 
published by the La Crosse Trib- 
une. 


No. 4034. Sheboygan Market Fold- 
er. 

The Sheboygan Press offers this 
folder, which contains data on 
population, income, sales, retail 
outlets and industry in its cover- 
age area. 


No. 4035. WITI-TV Coverage 
Area. 
Population, income and _ sales, 


broken down by counties in its 
coverage area, is available from 
WITI-TV, Milwaukee. 
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No. 4036. WFRV-TV Fact Book. 

A brochure on the Green Bay 
television market, giving station 
coverage, population, food and| 
drug sales, set count and farm 
market facts is offered by WFRV- 
TV, Green Bay. 


No. 4037. Appleton Buying Study. 

This buying habit study of the 
Appleton-Neenah-Menasha mar- 
ket, produced by the Appleton 
Post-Crescent, covers 12 product 
categories and includes population 
Statistics. 


No. 4038. Wisconsin Beer Statis- 
tics. 

Sales and production figures for 
Wisconsin breweries and for out- 
of-state brewers shipping into 
Wisconsin are available from the 
Milwaukee Sentinel. 


No. 4039. Wisconsin Food Facts. 

A brochure containing listings 
of grocery chain store buying days 
and buyers, frozen food distribu- 
tors, tobacco wholesalers, grocery 
manufacturers’ representatives and 
food brokers can be obtained from 
the Hearst Advertising Service, 
Milwaukee. 


No. 4040. WKBT Coverage Map. 

Coverage map for WKBT Tele- 
vision, La Crosse, contains data on 
population, income and sales in its 
coverage area. 


Available Market Data—Local 


To secure copies of data listed, use the handy coupons 
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No. 4041. Wisconsin Rapids Data 


File.. 

Information on population and 
retail sales is supplied in the Wis- 
consin Rapids data file folder from 
the Wisconsin Rapids Daily Trib- 
une. 


WYOMING 
No. 3517. Housewife Brand Pref- 
erences, Cheyenne, Wyoming. 


In this report, Mountain News- | 


paper Research Institute, Denver, 
gives the brand preferences of 
Cheyenne, Wyo., housewives in 50 
grocery classifications. 


SOON TO BE PUBLISHED 


No. 4050. Liquor Sales in the 
Southwest. 
Amount of liquor sold in south- 
ern New Mexico and West Texas, 
classified by blended, straight, 


bonds, Scotch, Canadian, gin, vod- | 


ka and rum, will be included in a 
report to be issued next Septem- 
ber by Newspaper Printing Corp., 
El Paso, Tex. 


No. 4051. Food Chains in Delaware 
Valley. 

A tabulation of food chain out- 
lets in the 56 community business 
areas of the Philadelphia retail 
trading area will be published in a 
folder next July by the Philadel- 
phia Inquirer. 


No. 4052. Shopping Centers in Del- 
aware Valley. 

The Philadelphia Inquirer will 
issue a booklet next July giving 
shopping center location, size, ten- 
ant stores, opening dates and the 
market from which each center 
draws its customers in Philadel- 
phia. Price is $3.50 to non-adver- 
tisers. 


Regular Features 
Back Next Week 


The regular lineup of fea- 
tures (Creative Man, On the 
Merchandising Front, Sale- 
sense in Advertising, etc.) 
which normally appears in 
the AA feature section has 
been omitted from this issue 
to provide adequate space 
for the large volume of mar- 
ket data. All of the usual fea- 
tures will be back in their 
regular places next week. 


No. 4053. The Beckley Market. 
Buying power and retail sales in 
the Beckley market area will be 
covered in a booklet to be revised 
next July by the Beckley (W. Va.) 
Post-Herald and Raleigh Register. 


No. 4054. 
Centers. 
Data on shopping centers, in- 
cluding location, construction cost, 
parking and retail outlets by name, 
in the Indianapolis metropolitan 
city zone, will be given in a 20- 
page booklet to be published July 
1 by the Indianapolis Star & News. 


Indianapolis Shopping 


No. 4055. The Cumberland Mar- 
ket. 


A brochure to be published June | 


15 by the Cumberland (Md.) News 
and Times will cover employment 
analysis, payrolls by counties and 
retail sales for the coverage area. 


No. 4056. Greensboro Data. 

Sales rank by dollar volume of 
262 metropolitan market areas in 
basic product categories is includ- 
ed in a report to be published 
June 1 by the Greensboro (N. C.) 
News Record. 


ROUTE LISTS 
NOTE: Most items are available 
without charge, but not all. Those 

requesting material which bears a 

price will be billed at the stated 

price by the publishers. 

No. 6000. Retail grocery list for 
Salinas, Chualar, Gonzales, Sole- 
dad, Greenfield, King City, Cas- 
troville, Moss Landing, Pajaro, 
Aromas and Prunedale, Cal. Is- 
sued by the Salinas Californian. 


No. 6001. Grocery list, greater 
Stockton and the Stockton, Cal., 
trade area. Issued by the Stock- 
ton Record. 


from flip-overs to films 
@ SALES TRAINING PROGRAMS & MEETINGS 
from cepy planning to production 
@ EXHIBITS & DISPLAYS 


frem creation to production 


© POINT-OF-SALE MATERIAL 


one call for all! 


visual communications specialists 


We are Masters of all Visual Communication 
Techniques, fully staffed with creative consultants 
and with complete facilities 
(all within one shop) 
to do any job for you 
in the visual selling field! 


call us... for results 
you can 
see! 


CREATIVE ART STUDIO - SILKSCREEN 
TYPE & LETTERPRESS - BOOK BINDING 
CHARTS & MAPS - EXHIBITS & DISPLAYS 


304 east 45th street, 


Soules New York 17, N. Y 
RAM MUrray Hill 3-8215 
service, inc. 


Interview: ///o°(.... ptt 


Bryan Houston, Inc. Vice President and TV-Radio Director, Willlam B. Templeton, 
tells why he selects WLW TV-Radio Stations for NESCAFE Instant Coffee 


Network Affiliations: NBC; ABC; MBS + Sales Offices: New York, Cincinnati, Chicago, Cleveland * Sales Representatives: NBC Spot Sales: Detroit, 
Los Angeles, San Francisco. Bomar Lowrance & Associates, inc., Atlanta, Dallas 


‘Warm it up 


Call your WLW Stations Representative . . . you'll be glad you did! 


+++» Crosley Broadcasting Corporation, a division of Avco 
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Available Market Data—Local 


To secure copies of data listed, use the handy coupons 


No. 6002. Grocery and drug list of 
the leading merchants of Macon, | 
Ga., with city maps. Issued by 
the Macon Telegraph and Macon 
News. 


No. 6003. Grocery and drug lists 
for metropolitan Baton Rouge, 
La. Street maps are included. Is- 
sued by the State-Times and 
Morning Advocate. 


No. 6004. Grocery list for the Cum-| 
berland, Md., trade area. Issued 
by the Cumberland Times-News. 


No. 6005. Grocery list, Flint, Mich. | 
Issued by the Flint Journal. 


No. 6006. Grocery and drug list, | 
Lincoln, Neb. Issued by the Lin- 
coln Journal and Star. 


No. 6007. Food outlet list, Atlantic | 
City, N. J., trade area. Issued by 
the Atlantic City Press. 


No. 6008. Drug list, Atlantic City, 
N. J., trade area. Issued by the | 
Atlantic City Press. 

| 

No. 6009. Alcoholic beverage list, | 
Atlantic City, N. J., trade area. 
Issued by the Atlantic City Press. 

No. 6010. List of drug outlets a 
Fargo, N. D., Moorhead, Minn., 
West Fargo, N. D. Issued by the | 
Fargo Forum—Moorhead Daily 
News. 

| 

No. 6011. Grocery list, Fargo, N. D.,| 
Moorhead, Minn., West Fargo, 
N. D. Issued by the Fargo Forum | 
—Moorhead Daily News. 

| 


No. 6012. Food and drug list, Salem, | 
Ore. Issued by the Statesman- | 
Journal Newspapers, Salem. | 


No. 6013. Grocery list, Sioux Falls, 
S. D. Issued by the Sioux Falls 
Argus-Leader. 


No. 6014. Drug list, Sioux Falls, 
S. D. Issued by the Sioux Falls 
Argus-Leader. 


No. 6015. Grocery list, including 
merchandise and produce brok- 
ers, frozen foods distributors, 
tobacco jobbers, wholesale and 
retail grocery outlets—chain and 
independent—for Houston, Tex. 
Issued by the Houston Chron- 
icle. 


No. 6016. Drug list for Houston, 
Tex., covering wholesalers, drug 
rack jobbers to the food field, 
chain groceries with drug de- 
partments, department and spe- 
cialty stores with toilet goods de- 
partments, chain and indepen- 
dent retail druggists. Issued by 
the Houston Chronicle. 


No. 6017. Grocery list including 
wholesalers, chains and super- 
markets, city maps and statistics 
for La Crosse, Wis. Issued by the 
La Crosse Tribune. 


No. 6018. Grocery and drug list, 
Sheboygan, Kohler, Sheboygan 
Falls, Wis. Lists “Laboratory of 
Stores,” used to make distribu- 
tion and sales checks on adver- 
tiser’s request. Issued by the 
Sheboygan Press. 


No. 6019. Grocery and drug list, 
Fond du Lac, Wis., market, with 
facts about the market and its 
industries and a trade area map. 
Issued by the Fond du Lac Com- 
monwealth Reporter. 


No. 6020. Grocery and drug list, 
Appleton, Neenah, Menasha, 
Kaukauna, Kimberly, Little 
Chute and Combined Locks, Wis. 
Includes types of merchandise 
handled, names of buyers, tele- 


phone numbers and wholesale 
suppliers. Issued by the Apple- 
ton Post-Crescent. 


eae: 


| No. 


No. 6021. List of grocers, druggists, | 
beer permit holders and depart- 


ment stores 

Cedar Rapids, 
Iowa counties. 
Cedar Rapids Gazette. 


for metropolitan 
and 15 eastern 


Issued by the) 


drug buyers. the 


Issued by 
Minneapolis Star and Tribune. 


6040. Grocery list, Buffalo | 
trade area. Issued by the Buffalo | 


Courier-Express. 
| 


No. 6041. Drug list, Buffalo, Erie 
County and Niagara County, 
N. Y. Issued by the Buffalo 
Courier-Express. 


No. 6022. Drug and grocery lists for No, 6042. List of groceries, whole- 


the greater Little Rock, Ark., 

market, including wholesale and | 
chain personnel information. Is- | 
sued by the Arkansas Democrat. | 


No. 6023. Grocery list for Toledo, 
O., containing chain affiliations, 


sale grocers, food brokers, wagon 
jobbers, drug and department 
stores, with maps of Fort Wayne, | 
Ind., and market data. Issued by | 
the Fort Wayne News-Sentinel 
and Journal-Gazette. 


off-street parking facilities and No. 6043. List of grocers and drug-| 


and number check-out stands for 


each store. Issued by the Toledo | 


Blade & Times. 


No. 6024. List of food dealers, met- 


ropolitan Louisville (Louisville, 
Ky., New Albany, Jeffersonville 
and Clarksville, Ind.). Issued by 


the Courier-Journal and Louis- 


ville Times. 


No. 6025. Drug list for Louisville, | 


Ky., New Albany, Jeffersonville, 
and Clarksville, Ind. Issued by 


the Courier-Journal and Louis- | 


ville Times. 


|No. 6026. Grocery and drug list, 


Indianapolis market. Issued by 
the Indianapolis Star & News. 


No. 6027. Retail liquor, beer and 
wine outlets, Indianapolis mar- 
ket. Issued by the Indianapolis 
Star & News. 


No. 6028. Food store list, Bloom- 


ington, Ind. and 30 surrounding | 
cities, towns and communities, | 
with figures on population, util- | 


ities and other market facts. Is- 
sued by the Bloomington Daily 
Herald-Telephone. 


|No. 6029. Grocery and drug list, 


Fresno, Cal. trade area. Issued 
by the Fresno Bee. 


No. 6030. Drug list, Portland, Ore. | 


Issued by the Portland Oregoni- 
an, 

No. 6031. Grocery list, Portland, 
Ore. Issued by the Portland Ore- 
gonian, 


No. 6032. Drug list, Elizabeth, N. J., 
and vicinity. Issued by the Eliz- 
beth Daily Journal. 


No. 6033. Grocery and drug list 
covering Hutchinson, Salina, 
Chanute and Ottawa, Kan.—1068 
grocery outlets and 292 drug 
outlets. Issued by the Hutchinson 
News. 


No. 6034. Grocery list and maps, 
Camden and suburban routes, 
South Jersey market. Issued by 
the Camden Courier-Post. Free 
to advertisers and agencies; to 
non-advertisers, $10. 


No. 6035. Wholesale and chain 
grocers, Dallas market, showing 
counties each serve; number of 
stores and food sales; colored 
map showing trade territory for 
each. Issued by the Dallas Morn- 
ing News. 


No. 6036. Drug list, Camden and 
South Jersey, issued by the 
Camden Courier-Post. $10 to 
non-advertisers. 


No. 6037. List of retail and whole- 
sale firms in Augusta, Ga., in- 
cluding department stores, drug 
stores, chain and independent 
grocers, tobacco and sundry dis- 
tributors, etc. Issued by the Au- 
gusta Chronicle-Herald. 


No. 6038. Retail food store list, 
Madison, Wis. Issued by Madi- 
son Newspapers Inc. 


No. 6039. Drug list, with sales data 
on the Upper Midwest market 
and a list of Minneapolis-St. Paul 
chain drug and grocery organi- 
zations and department store 


| 
| 
| 
| 


No. 6051. Grocery list, chains and. 


gists in the Burlington, Ia., trade | 
area—Iowa and Illinois counties | 
—with a list of wholesalers and | 
jobbers in Burlington and a map 
of the area. Issued by the Bur- | 
lington Hawk-Eye Gazette. $1 
to non-advertisers. 


|\No. 6044. Drug list, Shreveport, 
La., and Bossier City, La., with 
Shreveport metropolitan market | 
data. Issued by the Shreveport | 
Journal and Times. 


No. 6045. Maps and list of chain 
supers in the St. Louis trade 
area; number and location of 
stores with St. Louis headquar- | 
ters. It includes names of sales 
managers, buyers, number of | 
food stores and volume in urban 
towns over 2,500 population. 


No. 6046. List of beer licensees in 
Washtenaw County, Mich. Is- 
sued by the Ann Arbor News. 


No. 6047. Grocery list, independ- | 
ents and chains, in Union Coun- 
ty, N. J. Issued by the Elizabeth 
Daily Journal. 


No. 6048. List of St. Louis wholesale 
distributors of home appliances. 
Issued by the St. Louis Post- 
Dispatch at $5 a copy. 


} 
| 


No. 6049. Grocery list, Beaumont, 
Tex. Issued by the Beaumont 
Enterprise and Journal. 


No. 6050. Drug list, Beaumont and 
Port Arthur, Tex. Issued by the 
Beaumont Enterprise and Jour- 
nal. 


independents, St. Petersburg, 
Fla. Issued by the St. Petersburg 
Times. 


No. 6052. Drug list, St. Petersburg, 
Fla. Issued by the St. Petersburg 
Times. 


No. 6053. Grocery list, Orlando, 
Fla. Issued by the Orlando Sen- 
tinel-Star. 


No. 6054. List of drug outlets, cigar 
and tobacco stores and candy 
distributors, Tulsa, Okla. Issued 
by the Tulsa World and Tribune. 


No. 6055. Grocery list, Tulsa, Okla. 
Issued by the Tulsa World 
and Tribune. 


No. 6056. Drug list, Dallas, Tex. Is- | 
sued by the Dallas Times Her- 
ald. 


No. 6057. List of Red Dot stores, 
Columbus, Ga., and vicinity. Is- 
sued by the Columbus Ledger 
and Enquirer. 


No. 6058. Grocery list, Columbus, 
Ga., and Phenix City, Ala. Is- 
sued by the Columbus Ledger 
and Enquirer. 


No. 6059. Drug list, Columbia, S. C. 
Issued by the Columbia Record 
and State. 


No. 6060. Drug list, Little Rock, 
Ark. Issued by the Arkansas 
Democrat. 


No. 6061. List of retail and whole- 
sale grocers, commission houses, 
brokers and packers, Little Rock, 
Ark. Issued by the Arkansas 
Democrat. 


No. 6062. Grocery list, Nashville, 


No. 6063. Grocery list, 


Regular Features 
Back Next Week 


The regular lineup of fea- 
tures (Creative Man, On the 
Merchandising Front, Sale- 
sense in Advertising, etc.) 
which normally appears in 
the AA feature section has 
been omitted from this issue 
to provide adequate space 
for the large volume of mar- 
ket data. All of the usual fea- 
tures will be back in their 
regular places next week. 


Tenn. Issued by the Nashville 
Banner and Tennessean. 


Wilming- 
ton, N. C., city zone. Issued by 
the Wilmington Star-News. 


No. 6064. Grocery list, Omaha, 
Council Bluffs, Ia., and suburbs. 
Issued by the Omaha World- 
Herald. 


No. 6065. Beer stores—dealers li- 
censed to sell beer and wine. Is- 
sued by the Detroit News. 


No. 6066. Major wholesale appli- 
ance distributors. Issued by the 
Detroit News. 


|'No. 6067. Household appliance, 
radio and furniture outlets, is- 
sued by the Detroit News. 


No. 6068. Liquor by glass outlets; 
covers Class C outlets for sale 
of spirits, wine and beer; Class 
B hotels where alcoholic bever- 
ages are sold on or off premises, 
issued by the Detroit News. 


No. 6069. List of specially desig- | 


nated distributors of liquor off 
the premises in Detroit and sub- 
urbs. Issued by the Detroit 
News. 


No. 6070. Drug list, Omaha, Neb., 
and Council Bluffs, Ia. Also lists 
stores and proprietors in Lin- 
coln, Neb., and the entire state of 
Nebraska and southwestern 
Iowa. Issued by the Omaha 
World-Herald. 


No. 6071. Outstate Nebraska gro- 
cery list of 2,161 retail grocery 
stores in Nebraska and western 
Iowa. Covers the entire 103- 
county World-Herald market 
area. Issued by the Omaha 
World-Herald. 


No. 6072. Retail liquor dealers list; 
lists railroads, motor carriers, 
liquor wholesalers in Nebraska. 
Alphabetical town listings show 
all C and P permit holders in the 
state. 


No. 6073. Drug list, national, local, 
regional chains and independent 
retail drug stores, metropolitan 
Washington, D. C. Published by 
the Washington Post and Times- 
Herald. 


No. 6074. Grocery list, 158 pages, 
national and local food chains, 
wholesale sponsored groups, and 
independents. Washington, D. C., 
grocery market. Issued by the 
Washington Post and Times- 
Herald. 


No. 6075, Blue Book of the Iowa 
Grocery Market, issued by the 
Des Moines Register and Tribune. 
Covers the Iowa grocery market 
and provides a list of grocers 
throughout the state. 


No. 6076. Drug list, including Phil- 
adelphia’s 14-county coverage. 
Issued by the Philadelphia Bul- 
letin. 


No. 6077. Blue Book of the $84,- 
000,000 Iowa Retail Drug Market, 
with list of retail druggists in 
Iowa. Issued by the Des Moines 


Advertising Age, May 5, 1958 


Register and Tribune. 


| No. 6078. Drug list, including re- 
tailers and wholesalers, rack 
jobbers, department, drug and 
cosmetic stores. Issued by the St. 
Paul Dispatch-Pioneecr Press. 


\No. 6079. Retail food dealers list 
of Twin City wholesale and 
chain grocers, plus grocery list- 
ings in 25 suburbs. Free to ad- 
vertisers; 25¢ to non-advertisers. 
Published by St. Paul Dispatch- 
Pioneer Press. 


No. 6080. List of independent retail 
druggists in Detroit and sub- 
urbs. Issued by the Detroit News. 


No. 6081. Grocery and meat store 
list, Detroit and suburbs. Issued 
by the Detroit News. 


No. 6082. List of large volume out- 
lets, Detroit and suburbs. Issued 
by the Detroit News. 


No. 6083. List of food brokers, wag- 
on jobbers, and food representa- 
tives in metropolitan Detroit. 
Issued by the Detroit News. 


No. 6084. Salesmen’s map, Detroit 
and suburbs, showing merchan- 
dising routes, street numbering 
guides and relative income areas. 
Issued by the Detroit News. 


No. 6085. Hardware and paint out- 
lets, Detroit and suburbs. Issued 
by the Detroit News. 


No. 6086. Drug list, downtown Ra- 
leigh, N. C., and adjacent resi- 
dential area. Issued by the Ra- 
leigh News and Observer Times. 


No. 6087. Drug list, Monroe and 
West Monroe, La. Issued by the 
Monroe News-Star and World. 


No. 6088. Grocery list, Monroe, 
La., and vicinity. Issued by the 
Monroe News-Star and World. 


No. 6089. Grocery and drug list, 
Springfield, Mo. Issued by the 
Springfield News and Leader & 
Press. 


No. 6090. List of municipal li- 
quor licenses, Monmouth-Ocean 
Counties, N. J. Issued by the 
Asbury Park Press. 


No. 6091. Grocery list, Shreveport 
Bossier City, La. Issued by the 
Shreveport Journal and Times. 


No. 6092. Drug list, Erie and Ni- 
agara Counties, N. Y. Issued by 
the Buffalo Courier-Express. 


No. 6093. Food stores, Buffalo and 
adjacent suburbs. Map included. 
Issued by the Buffalo Courier- 
Express. 


No. 6094. Grocery list, Davidson, 
Surry, Rockingham, Yadkin, 
Wilkes, Stokes and Davie Coun- 
ties, N. C. Issued by the Wins- 
ton-Salem Journal and Twin 
City Sentinel. 


No. 6095. List of grocery, drug 
and confectionery stores, res- 
taurants, brokers and wholesal- 
ers in Winston-Salem, N. C. Is- 
sued by the Winston-Salem 
Journal and Twin City Sentinel. 


No. 6096. Drug list, Winston Salem, 
N. C. Issued by the Winston- 
Salem Journal and Twin City 
Sentinel. 


No. 6097. Grocery list by town- 
ships—Forsyth County, N. C. Is- 
sued by the Winston-Salem 
Journal and Twin-City Sentinel. 


No. 6098. Drug list, San Antonio, 
Tex. Issued by the San Antonio 
Express and News. 


No. 6099. Grocery list, San An- 
tonio. Issued by the San An- 
tonio Express and News. 


No. 6100. Grocery list No. 3, in- 
cluding meat and combination 
stores, for Philadelphia’s north- 
ern suburbs, Montgomery and 


Bucks Counties, Pa., and Mer- 
cer County, N. J. Contains 
maps, postal zone numbers, 


owners’ names, etc. Free to ad- 
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Advertising Age, May 5, 


Available Market Data—Local 


To secure copies of data listed, use the handy coupons 


vertisers, $1.50 to non-advertis- 
ers. 


No. 6101. List of malt beverage 
distributors in Philadelphia, 
Bucks, Chester, Delaware and 


Montgomery Counties, by post- 
al zones. Includes a zone map 
and digest of Pennsylvania malt 
beverage laws. 


SOON TO BE PUBLISHED 

No. 6102. Grocery and drug list, 
retail and wholesale, tobacco | 
wholesalers, barber and md 
suppliers in Evansville, Ind., 
and Henderson, Ky. To is- | 
sued by Sept. 1 by the Evans-| 
ville Courier and Press. 


No. 6103. List of liquor licenses 
as reported by issuing author- 
ities of the State of New Jersey 


Department of Law and Pub-/|about the Canadian farm market) 2 


lic Safety, division of alcohol | 
beverage control. Separate lists 
for Burlington, Camden = and 
Gloucester Counties. A new is-| 
sue is now being compiled by 
the Camden Courier-Post. 


| 
CANADIAN | 
MARKETS | 


NOTE: Most items listed here | 
are available without charge, but | 
not all. Those requesting material | 
which bears a price will be billed | 
by the publishers. 


No. 5000. CJOB Market and Mail | 
Pull. 

There are over 1,000,000 people 
in the Manit“OB”a mail pull area, 
says CJOB, Winnipeg radio station, 
in this folder. Included are statis- | 
tics on Manitoba—housing, tax- | 
payers, employment, retail sales, 
farm income—plus a map showing 
the station’s area coverage. 


No. 5001. Toronto, Hub of Canada’s 
Golden Horseshoe. 

This 32-page brochure, pub- | 
lished in September, 1957, includes 
information on Canada’s growth, | 
its market potential by provinces | 
and data on metropolitan Toronto. | 
The market study was published 
by the Toronto Telegram. 
No. 5002. Saskatoon. | 

The Saskatoon Star-Phoeniz | 
published this 6-page booklet | 
which tells about “Canada’s fastest 
growing city” in March, 1958. In- 
formation about bank clearings, 
the building boom, business 
growth, traffic, taxation, schools 
and Saskatoon’s debt picture is in- 
cluded. 


No. 5003. Engineering Manpower. 

A reprint from Engineering Di- 
gest gives information about engi- 
neers in Canadian industry. The 
information includes numbers of 
engineers and the types of industry 
in which they are employed. The 
functional classification is includ- 
ed. 


No. 5004. The Pulse of Modern 

Medicine of Canada. 

This is a monthly analysis of 
aspects of the Canadian medical 
market. Four-page folders cover 
subjects such as “Why Patients See 


Doctors,” March, 1958, and “Sea- 
P sonal Variation in Physicians’ 
Calls,” January, 1958. Modern 


Medicine of Canada publishes the 
folders and can supply current and 
future issues and some back issues. 


No. 5005. City of Industrial Op- 
portunity. 

This booklet describes the re- 
sources, available labor, type of 
nunicipal government, types of 
yower and fuels, transportation, 
and some industrial and other facts 
ibout Sault Ste. Marie. Some his- 
cory, tax rate, assessment and oth- 
er data are included. The city of 


Sault Ste. Marie and the Sault | 
Chamber of Commerce issued the | 
booklet. 


No. 5006. Facts on Canada’s Avi- | 
ation Industry. 

Canadian Aviation issued this 
folder which covers activity in the 
manufacturing, commercial and 
private aviation in Canada. It out- 
| lines the progress of three new 
‘types of aircraft being developed in 
‘Canada. Figures give the growth | 
of commercial aviation, business 
i'volume, passengers and freight 
jand new aircraft being purchased 
’ | by the airlines. 


'No. 5007. Facts and Figures Per- 
taining to Canada’s Farm Mar- | 
ket. 

Farmer’s Advocate & Canadian | 

Countryman, Toronto, gives data | 
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Supported by the enormous payroll distributions of 
Friday, the family “purchasing agents” of New York 
State's second largest market (accompanied by their 
husbands) crowd the stores, both downtown and shop- 
ping center, on Saturdays. 

General home purchases rank equally with food 
buying. Downtown department stores do, in only seven 
hours on Saturday, a business that matches their eleven 
hour days with evening openings. 

Alert advertisers assure themselves a share in this 
extra business by advertising in the NEWS on Fridays. 


SELL THE NEWS READERS AND YOU 
SELL THE WHOLE BUFFALO MARKET 
OF OVER 1,600,000 READERS. 


BUFFALO EVENING NEWS 


KELLY-SMITH CO., 


IN BUFFALOC.. 


SATURDAY 
is the GREAT FAMILY 
SHOPPING DAY 


' WESTERN NEW YORK’'S GREAT NEWSPAPER 


National Representatives 


The Times Armed Forces Publications 
harness the energy of the 


_ 


ee 


Pw. 
en i eee ee 


The strategic installations of America’s Armed Forces encircle the 
earth. And every military station—throughout the nation and the world 
—is the circulation destination of the A Y TIMES Publications. 


From the greatest Armed Forces centers in the United States to the 
smallest tactical outposts overseas, the world-spanning, readership- 
commanding TIMES Publications are the mass-communications media 
that harness the economic energy of the gigantic, global $9,000,000,000 
military consumer market. The Armed Forces today number approxi- 
mately 5,000,000 servicemen and dependents. Only through the compre- 
hensive coverage of the TIMES Publications can this predominantly 
youthful market be reached, informed, influenced and sold. 


Hundreds of major manufacturers have demonstrated the advertising 
impact and power of the TIMES Publications. And these far-sighted 
firms are aware that servicemen and dependents must be sold NOW— 
while they are developing brand preferences that will endure indefinitely. 


Write, wire or call the nearest ARMY TIMES office for full information 
on rates, data and the research-proven strategy of selling the Armed 
Forces—the greatest single specialized market in the world within the 
sales promotion sphere of one coordinated network of advertising media. 


ARMY TIMES PUBLISHING COMPANY 


eal 2020 M STREET N.W., WASHINGTON 6, D.C. 


U.S. OFFICES: Boston, Charleston, $.C., Chicago, Dallas, Detreit, Honclulu, Les Angeles, Miami, New York, Philadelphia, San Francisco. FOREIGN OFFICES: Frankfurt, London, Paris, 


WRITE TODAY FOR THIS FREE BOOK 
‘‘Mass Selling and Sampling To Millions"’ 


Newest edition of Army Times comprehensive guide to the military market 


Rome, Tokyo 
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He hangs his hat on a sky hook 


Skymaster, Skyraider, Skystreak, Skyrocket, Sky- 
knight... Dauntless, Havoc, Invader... DC-3 to 
DC-8...they stream through Donald Douglas, Jr.’s , 
busy weeks. Now, the giant Air Force IRBM, Thor... 


In twenty furiously fast years, the career of Douglas Aircraft’s 
young president has capsuled the grandaddy prop transport 
and today’s rocket propulsion. Douglas developed the Roc 1 » 
in the early 40’s, has produced nearly 20,000 missiles of all 
types since — today has responsibility for the complete Thor 
missile system now in volume production. Why then, you 
might ask, should Donald Douglas, Jr. and at least 150 of his 


associates read a magazine such as Business Week, that’s seldom 


if ever printed a logarithmic equation? Answer: because Busi- 
ness Week prints so much on the equation of business, itself 
... Wall Street and Washington, manufacturing and market- 
ing, management and labor . . . so much more business news 
than any other magazine. But more than this, Business Week 
is meant for the management man who must keep up with the 


future ... its function: report, interpret, point the trend. Be- 


cause its enormous, all-business news-gathering facilities per- 
mit it to pinpoint the event, spot it in proper perspective, and 
present it fast and reliably, management men everywhere vote 
Business Week “‘most useful” of general-business and news 
magazines. Acknowledging their own best argument, they 
place more advertising pages in it, too. You advertise in Busi- 


ness Week when you want to influence management men. 


A McGraw-Hill Magazine: Member Audit Bureau of Circulation 
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30 spot announcements sell 


™ «=. 2,306 DIRECT ORDERS! 


7 Thirty one-minute announce- 
% ments on Radio Station KMA 
were used to introduce Magic 
Thread in the Midwest. Given 
ee over a six-week period, these 
> announcements resulted in 
7 2,306 $1.00 orders from 161 
R counties in Nebraska, Iowa, 
Kansas and Missouri. The cost 
per order—just 21¢. 


COUNT THE CASH... 
COUNT THE COST PER 


4-state Magic Thread response 


lowa 
Nebraska ... 
Missouri 


G00 


Kansas 


Here’s the short KMA yarn... 
COUNT THE COUNTIES. .......0ccccceeeo VON 


6 chee 0 00 + 5's eee 
Ss 6 60065606000 


THE HEART BEAT OF THE CORN COUNTRY 


SHENANDOAH, IOWA 


5000 WATTS, 960 KC CHANNEL 


ABN 

AFFILIATED WITH 
Represented by 

EDWARD PETRY & CO. INC 


OMAHA 
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Available Market Data—Canadian 


To secure copies of data listed, 


use the handy coupons 


broken down by provinces from the 
last census and supplemented with 
later yearly figures from the Do- 


minion Bureau of Statistics. The | 


information includes cash income 


| figures, number of farms, owner- 


ship of cars, trucks and equipment. 


No. 5008. Eleven Basic Facts for 
Busy Executives. 
The Agricultural Press Assn. of 
Canada issued this illustrated bro- 
chure with charts comparing farm 


population, farm income and farm | 


ownership with urban families and 
urban markets in Canada. 


No. 5009. The French Food Market 
in Canada. 

This eight-page brochure gives 
data on the food market in French 
Canada with a population break- 
down of provinces with a high per- 
centage of French-speaking popu- 


| lation. Also shown are sales graphs 


book jumps. 


@ Dynamic, vigorous new cover attracts attention—‘“at the mailbox” and “in 


oe the living room.” 


@ Expanded editorial coverage—including such features as “Foresight,” 


3 “Decision,” “Capper Craft,’’ ‘‘Medical Report,” 


EP ber of the family. 


Yes, Capper’s Farmer is a selective Regional Farm Magazine. It will be 
thoroughly read by trusting farm families throughout Mid-America — the 
15 rich agricultural states where gross farm income is predicted to reach 


new levels this year. 


market. 


Just 5 exclusive reasons why Capper’s Farmer 
is analyzed... FROM COVER TO COVER: 


@ New format-—larger type, improved readability, greater readership. 
@ Continuous, business magazine editorial treatment—no front-to-back-of- 


views,” “Grassroots Wire,” and “Country Cooking”’—stretches your sales 
investment even further; because Capper’s Farmer appeals to every mem- 


* @ Full flexibility —in mechanical, editorial and advertising makeup. 


ins Let us tell you how to transfer the faith over 1,500,000 successful farm 
; families place in Capper’s Farmer to your own business. 


| CAPPER’'S FARMER 


*Tape-Recorded Inter- 


Your Ad Manager values the authoritative way 
Capper’s Farmer informs and se//s the rich farm 
We want to reacquaint you with... 


The New Look In 
Farm Magazines 


S FARME 


The selective Regional Farm Publication 
(steadily read since 1919) that is digested 
by well over 1,500,000 high-income 
professional farm families. 


Published by America’s 
Leading Agricultural 
Press — 


Also Editors and 
Publishers of — 


Kansas Farmer — 
Michigan Farmer — 
Missouri Ruralist — 
Ohio Farmer — 
Pennsylvania Former 


SALES OFFICES: 
New York—420 Lexington Ave. 
Cleveland—1010 Rockwell Ave. 


Chicago—333 North 
Michigan Ave. 


Topeka—912 Kansas Ave. 
los Angeles—633 Shatto Place 


The Family Magazine for 
TODAY'S FARMING 


|for the food market in Quebec 
province, which sets the pattern 
\for all French-Canada. L’Epicier 
| issued the booklet. 


No. 5010. Getting Your Full Share 
of Business in Canada’s Big 
Growth Municipal Market? 

| This January, 1958, folder charts 

Canada’s municipal market expan- 

sion—with $2 billion in expendi- 

tures expected in 1958. It was is- 
| sued by Civic Administration. 


| No. 5011. Missiles Will Be a Major 

Industry in Canada. 

This Canadian Aviation folder 
gives an account of the missiles 
industry in Canada. Government 
plans are outlined, as well as those 
of the Canadian Army and Navy, 
|showing the potential markets of 
| this new industry. 


| No. 5012. Canada Is Growing. 

| Plant Administration issued this 
folder, which tells about the mar- 
| ket coverage of its yearly Materials 
| Handling Handbook. 


No. 5013. P. A. Readers Take Ac- 
tion. 

This folder gives the breakdown 
|of Canadian plants which produce 
|over 86% of Canada’s total output 
|of manufacturered goods and how 
Plant Administration reaches this 
|market. 


\No. 5014. The Most Effective Sell- 
| ing Force in Canada’s Apparel 
Trade. 

This folder tells how Style 
‘reaches Canada’s leading women’s 
‘and children’s wear shops and de- 
'partments with information about 
buying, merchandising and selling 
to the $600,000,000 annual market. 


No. 5015. Use This Giant Influence 
on a Billion-Dollar Market. 

| Home Goods Retailing tells how 
‘it serves Canadian independent, 
‘chain and department stores selling 
\furniture, appliances, draperies, 
| floor coverings, radio, tv, dry goods, 
| gifts, etc. 

No. 5016. Canadian Automotive 
Trade Market Data Report. 

A yearly sheet contains market 
data on the automotive field, giving 
|provincial totals and percentages 
‘of population, 1956 motor vehicle 
|registrations, dealers and service 
‘and repair establishments. There 
|is also a section of market facts. 
It is issued by Canadian Automo- 
tive Trade. 


No. 5017. Quick Facts about the 
Halifax Market. 

| Pertinent statistics and facts 
jabout the Halifax market are pro- 
\vided in this folder issued by the 
| Halifax Herald. Included is infor- 
imation about population, trading 
area, retail outlets, industries and 
| sales volumes. 


No. 5018. Sell Retail Merchants, 
| Supermarkets in the West. 

| Almost one-third of Canadian 
food sales are made in western 
Canada, says Winnipeg & Western 
Grocer in this folder. The folder 
| gives information on retail sales by 
product category in the area and 
|describes the magazine’s coverage. 


No. 5019. Canadian Grocer Re- 

ports: Mrs. Canada’s Grocery 

Bill Was $2.9 Billion in 1957. 

This Canadian Grocer folder re- 
views the Canadian food market 
and the trend of food store sales 
together with a breakdown of food 
store sales for 1957 by provinces 
‘and by chains and independents. 
The folder includes data on the 
|magazine’s coverage of this market. 
Companion pieces include a “Meet 
the Editors” folder and publication 
schedules. 


No. 5020. This Is the Hamilton 
Story. 
The Hamilton Spectator pub- 
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lished this illustrated brochure 
telling about Hamilton, its people, 
industry, culture, and giving data 
on retail sales, shopping, automo- 


biles, housing and details of major | No. 5031. Statistics, Canada’s | 
| 


industries. 


No. 5021. Hamilton, Ontario’s Fast- 
est-Growing Major City! 

The Hamilton Spectator pub- 
lished this folder which gives sta- 
tistical information on the Ham- 
ilton market, including information 
on population, retail trade, buying 
power and retail sales. 


No. 5022. Hamilton Market Data. | 
A new market data brochure, | 
issued by the Hamilton Spectator, | 


of general practitioners, specialists, 
drug stores and population by pro- 
vince, cities, towns and villages. 


Packaging Market. 

This Canadian Packaging bro- 
chure gives a general profile of 
Canada’s packaging market. It in- 
cludes government _ reports 
packaging, expenditures by indus- 
tries, exports and imports, mater- 
ials and supplies used and value of 
factory shipments. It covers the 
period 1953-1956. 


No. 5032. Canada’s Metalworking 
Market. 
Canadian Machinery & Manu- 


on | 
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TO OBTAIN MARKET DATA USE THIS COUPON 


Readers’ Service Dept., ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


Please send me the following data (insert code number of each item wanted) : 


This coupon not valid after July 31, 1958 


includes statistics on population, facturing News issued this 12-page seg: nape 
families and households, 1951 and booklet which gives data on Cana- 
1956, for the city, metropolitan dian metalworking industries, pro- scr li ga i die da 
area, and ABC city zone. Included duction by industry, cost of mater- 
also is information on racial ex-|/ials, imports of machine tools and Address .. 0. eee eeeeeereeees 
traction, buying income and retail| related equipment and materials. | 
sales, major employers, retail | Ce BE: 6 esos pcaves zane 
trade, shopping hours, telephones, | No. 5033. 1958 Report on Canada’s 
auto dealers, auto registrations and | Power Market. 
newspaper data. Modern Power & Engineering 
‘analyses Canada’s power market 
No. 5023. Office Equipment & and gives coverage data in this dustry in western Canada as 
Methods, 1957-58 Market and | four-page folder. lcompared to the country as a 
Media Data. 


This folder by Office Equipment No. 5034. Canada’s Boxrmaking & 


'whole is presented in this folder 


,torial items and advertising in the;chure, shows by geographic areas, 
1956 issues of Canadian Industrial|size of community and type of 
Equipment News as compared to| practice the degrees of interest 


& Methods gives general market) 


Converting Market. 


and media information showing the, This 22-page report gives the 
growth of the Canadian office latest government figures on the 
equipment market and the maga- boxmaking and converting market 
zine’s coverage. 
/on the number of plants operating, 

No. 5024. How 838 Canadian Busi-|the number of employes, expendi- 
nesses Are Spending $10,750,-|tures and gross selling value of end 


000 for their Offices this Year.|products and a general outline of | 


This folder ‘3 an editorial reprint |Canadian Packaging’s selling pow- 
from Office Equipment & Methods,|er in the market as proved in a 
December, 1957, giving results of a | recent audience study. 
special survey. The types of busi- 
ness and the equipment bought are | No. 5035. Canadian Public Feeding 
tabulated. | and Housing Field. 

| Canadian Hotel Review & Res- 
No. 5025. Mass Feeding and Hous-|taurant published this 18-page | 
ing in Canada. | study of the field. Included are | 

Restaurants & Institutions pub-|statistics on the buying power of | 
lished this booklet giving statistics|the public feeding and housing | 
of the market. Besides population |field, business volume, number, 
figures, the booklet includes infor-|room and bed capacity, capital, 
mation on the effect of climate,|repair and maintenance expendi- 
national eating-out habits, restau-/tures. It also includes statistics on 


published by Construction World.|1955. Also included is data re- medical men across Canada show 


\It includes a breakdown by seg- 
ments of the industry such as 
highways, dams and electric pow- 
ler. 


in Canada. Included is information | 


No. 5041. Seasonal Listening & 
Viewing Habits in Canada and 
its 3 Major Markets. 

This survey by International 
Surveys Ltd. includes statistics 
|and charts on radio and tv usage 
and ownership in the Montreal, 
Toronto-Hamilton and Vancou- 
ver-Victoria markets and in Can- 
lada generally. The report, the 
second edition, is available for 
$2.50 a copy. 


No. 5042. High School Surveys. 
Marketing, Toronto, reports 
weekly in its pages on surveys of 
the teen-age market on product 
preferences. Recent surveys cov- 


garding reader requests for infor- 
mation and purchase of items due 
to editorial or advertising content. 


|'No. 5050. Industrial Market Data 
Sheets. 

Canadian Industrial Equipment 
News publishes’ these _ sheets 
which give information on Cana- 
\dian manufacturing’ establish- 
ments. The information includes 
|the size of the plants by number 
of employes and the value of fac- 
tory shipments, estimated indus- 
try expenditures on plant and 
|machinery by provinces and esti- 
mated expenditures in all Canadi- 
an industry (manufacturing and 


industry. 


No. 5051. Selling Medical Equip- 
ment to the Medical Profes- 
sion. 


non-manufacturing) by type of| 


rants, hotels and motels. 


No. 5026. A Guide to Selling in 


Canada’s Mass Feeding and | No. 5036. The Really Big Market, 


Housing Field. 

This booklet is available from 
Restaurants & Institutions. It was 
prepared for the U. S. manufactur- 
er interested in this Canadian field 
and gives information on distribu- 
tion methods, geography, custom 
duties, taxation, etc. 


No. 5027. Selling to Restaurants, 

Hotels and Institutions. 

This booklet contains how-to 
information combined with statis- 
tics designed to be of value to mar- 
keting, sales and advertising per- 
sonnel of manufacturers interested 
in this industry. Restaurants & 
Institutions published the booklet. 


No. 5028. Women’s Magazines. 

Canadian Home Journal and 
Chatelaine have issued this bro- 
chure which gives audiéneé char- 
acteristics of the two magazines. 
The information includes occupa- 
tion figures, education of readers, 
marital status, household posses- 
sions, etc. 


No. 5029. Media Values. 

Canadian women were inter- 
viewed for Canadian Home Journal 
to find out the relative importance 
—by subject interest and advertis- 
ing interest—of media to women. 
This 60-page report tabulates the 
findings, describes the survey 
methods and gives characteristics 
of the sample interviewed. 


No. 5030. The Physician in Canada, 

Modern Medicine of Canada is- 
sued this 16-page brochure which 
analyzes the physician population, 
showing regional distribution, ex- 
tent of specialization, patient load, 
place of graduation and movement 
within Canada. Tables give counts 


the work schedule of the business 
}men and women in this market. 


London with Southwestern On- 
tario. 

The London Free Press has avail- 
jable this brochure giving retail 
sales, buying income and popula- 
tion in the area. It also includes a 
circulation breakdown and com- 
parison with other newspapers in 
the area, advertising linage, farm, 
manufacturing and consumer sta- 
tistics. 


No. 5037. Facts about L’Entrepre- 
neur en Plomberie-Chauffage. 
This presentation includes offi- 
cial data covering the French- 
English language situation in 
Quebec, market statistics for the 
building-construction industry 
and heating and plumbing facilities 
in Quebec and other provinces. 
Plomberie-Chauffage issued it. 


No. 5038. Facts about L’Automo- 
bile. 

L’Automobile presents official 
data covering French and English 
automotive establishments in Que- 
bec coupled with language statis- 
tics, information about motor 
registrations and the automotive 
market and information about 
L’Automobile in this 26-page bro- 
chure. 


No. 5039. The World’s Fifth Larg- 
est Producer of Printing. 
This folder includes data on 


'est producer of printing among 
|the nations and on how Canadian 
|Printer & Publisher covers the 
‘market. It includes circulation and 
| advertising information. 
\No. 5040. Heavy Construction 
Market in Western Canada. 

A survey of the proportional 
size of the heavy construction in- 


jer orange juice, chocolate milk, | 


Canada’s position as the fifth larg- | 


\record players, radios and phono-| 


| graph records. 


No. 5044. Now—One-Publication 
Coverage of Canadian Paint 
| Trades. 

| This folder, published by Paint- 
|ing & Decorating, describes the ex- 
|tent of the market for paint in Ca- 
nadian trades, how much is sold 
through paint dealers, how much 
is bought by painting contractors, 
and how the publication serves 
the trade. 


|No. 5045. 23 Profiles of Canadian 
Markets. 

Thomson Newspapers has pub- 
lished this packet of folders—each 
on a market served by the news- 
|papers in Canada. Cities covered 
|include Guelph, Port Arthur, Sar- 
nia, Orillia, Nanaimo, Charlotte- 
town, Penticton, Quebec City, 
Woodstock, Pembroke, Kirkland 
Lake, Kelowna, Moose Jaw, 
Brampton, Timmins, Welland, 
Oshawa, Oakville, Sudbury, Galt, 
|Prince Albert, Kamloops and 
|\Chatham. Each folder gives data 
jon population, households, retail 
|outlets, buying power, manufac- 
| turers, tourism, agriculture, etc. 


No. 5048. Advertising Radio/Tele-| 


phone Equipment to the Medi- 

cal Profession. 

This booklet outlines an adver- 
tising approach to the medical 
i'man based on knowledge of his 
interest in radio-telephone in- 
\stallations. The information is 
|based on a survey of doctors by 
Canadian Doctor. 


No. 5049. Canadian Industrial 
Equipment News. A “Best 
Buy” in Industrial Advertis- 
ing. 


This booklet provides informa- 
tion on readership surveys of edi- 


This booklet presents the re- 
sults of a survey of the Canadian 
medical profession about types of 
medical equipment owned, equip- 
|ment purchases being considered, 
\their chief information sources; it 
also describes the market reached 
by the Canadian Doctor. 


No. 5052. The Commercial Fish- 
eries of Canada. 

This folder, published by Cana- 
dian Fisherman, gives data about 
Canada’s fishing industry with 
special emphasis on the increasing 
trend to modernization of meth- 
ods, vessels and equipment of all 
|kinds. It includes information 
labout the size of the market, 
lequipment and supplies needed 
\for Atlantic, Pacific and inland 
fisheries. 


No. 5053. Results Count! 

Canadian Industrial Equipment 
News published this booklet 
which lists purchases made by 


read about these products in 
CIEN’s ad and editorial pages. The 
| booklet, a fifth edition, also gives 
a picture of the variety and quan- 
tities of equipment used through- 
out Canadian industry. 


|No. 5054. Are You Getting Your 
Share of the $65,000,000 Ma- 
| terials Handling Market. 

This Canadian Industrial Equip- 
ment News booklet gives dollar 
figures about the Canadian ma- 
terials handling equipment market 
with an import and domestic sup- 
plier breakdown, and a list of po- 
tential purchasers by broad busi- 
ness categories, It also tells how 
CIEN reaches such purchasers. 


No. 5055. Do Doctors Read Medical 
Advertising. 
Canadian Doctor, in this bro- 


readers of the magazine after they | 


in advertising addressed to them. 


No. 5056. The Veterinary Medical 
Profession in Canada. 

This booklet reports on a survey 
of Canada’s veterinarians about 
such subjects as capital invest- 
ment and annual expenditures in 
their offices, clinics and labora- 
tories and for surgical, diagnostic 
and treating equipment, drugs 
and pharmaceuticals. Information 
is included about income and age 
status, retirement plans. The pub- 
lisher is the Canadian Journal of 
Comparative Medicine. 


|No. 5057. Location Map of Cana- 
da’s Pulp and Paper Mills. 

Pulp & Paper Magazine of Can- 

ada prepared this map which 
gives the location of Canada’s 
pulp and paper mills and lists 
them by provinces and cities. 
No. 5058. Concerning Matters 
Monetary and Financial and 
the Canadian Medical Profes- 
sion. 

Canadian Doctor reports on a 
survey of Canadian doctors on 
their plans for retirement. It 
shows the Canadian market for 
retirement plans and investment 
counsel, listed separately for gen- 
eral practitioners and specialists 
by age groups. 


SOON TO BE PUBLISHED 


No. 5060. BNA-NIAA London In- 

dustrial Purchasing Study. 

Industrial buying motivation is 
the subject of a 50-company study 
sponsored by Business Newspa- 
pers Assn. of Canada and Canadi- 
an chapters of the National In- 
dustrial Advertisers Assn. The 
report is scheduled for publication 
in August. 


|No. 5061. Thomson Newspapers 
Merchandising Services. 
Thomson Newspapers expects 
to publish later this year a bro- 
chure on the merchandising serv- 
ices afforded national advertisers. 


No. 5062. Thomson Markets as 

Test Markets. 

Thomson Newspapers expects 
to publish a brochure on the 
Thomson markets considered as 
jtest markets as soon as possible 
this year. 


NOTE: Most items listed here 
|are available without charge, but 
/not all. Those requesting material 
which bears a price will be billed 
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TO OBTAIN MARKET DATA USE THIS COUPON 


Readers’ Service Dept., ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


Please send me the following data (insert code number of each item wanted) : 


Company 


Address 


City & Zone. 


This coupon not valid after July 31, 1958 


ers. 


of Reader’s Digest—Caribbean 
Edition. 


of the automotive market in Egypt | 


Advertising Age, May 5, 1958 


Available Market Data—International 


To secure copies of data listed, use the handy coupons 


condition of the auto accessories 


and parts business there. 


|'No. 5525. Report on the Automo- 
tive Market in Israel. 

| American Exporter Publications 
|'Newsletter No. 102 summarizes 
the condition of the auto import 
business in Israel, the auto main- 
tenance and parts business and 
the volume of petroleum product 
janes in the last few years. 

No. 5526. Report on the Cuban 
Industrial Market. 

American Exporter Publications 
|Newsletter No. 104 summarizes 
current industrial conditions in 
Cuba and the prospects for con- 
|tinued growth of the sugar, min- 
\ing, manufacturing, agricultural 
and oil exploration industries. 

| 


No. 5527. Report on the Automo- 
tive Market in Iran. 
American Exporter Publications 
Newsletter No. 103 summarizes 


at the stated price by the cated 


| Interviews and questionnaires 
No. 5500. 1958 World Motor Census | from 2,973 readers in the Carib- 


and some news notes about auto, | the auto import picture in Iran, 


auto supply and auto repair busi-|notes some trends in auto pref- 
/nesses in Egypt. 


and Global Automotive Market |bean countries were summarized 


Survey. 

Published by American Auto- 
mebile and El Automovil Ameri- 
cano, this annual summary reports 
registrations throughout the world 
of all cars, trucks, busses, motor- 
cycles and farm tractors as of the 
beginning of the year. It also re- 
ports on car, truck and bus produc- 
tion in leading manufacturing 
countries and gives automotive 
market data. 


No. 5501. A Study of Revista Ro- 

taria Magazine Subscribers. 

The business, civic and personal 
interests of the 42,000 subscribers 
to Revista Rotaria are detailed in 
this six-page folder. The study 
breaks the subscribers down by 
occupations, kinds of industry they 
work in, ownership of property, 
travel habits and travel plans, plus 
other characteristics of the reader- 
ship. 


No. 5502. Marketing Services and 
Merchandising Aids for World’s 
Business and Guia Advertisers. 

This folder describes marketing 
and merchandising services for 


building international trade that | 


are available through World’s Bus- 
iness and Guia. Samples of letters, 
reprints, direct mail pieces, stick- 
ers, labels and other aids are in- 
cluded. 


No. 5506. Survey of Major Latin 
American Construction Proj- 
ects. 


This eighth annual survey by! 


Construccion gives data on major 
construction projects in Latin 
America. For each project costing 
more than $1,000,000, it shows the 
name of the project, the location, 
cost estimate, starting and comple- 
tion date, sponsor, administering 
company and the ultimate capac- 
ity, It costs $2 from the publica- 
tion. 


No. 5507. Directory of Latin Amer- 
ican Power Plants. 

This directory was compiled by 
the editors of Industria, in coop- 
eration with government and util- 
ity officials. It contains names, 
addresses, operating characteris- 
tics, number of meters and cus- 
tomers, names of officials, the area 
served and details on power plants. 
It costs $5. 


No. 5508. Reaching Holland’s Best 

Buyers. 

Data on population, employment 
and retail sales in Holland are 
reported in this booklet, along 
with information about the Hol- 
land edition of the Reader’s Di- 
gest coverage of this market. 


No. 5509. The Primary Audience 


for this report which analyzes Se- 
lecciones del Reader’s Digest au- 
dience by their social, and eco- 
nomic status, their readership of 
the Digest, their travel experience 


and intentions and their interest! and vehicle registration picture in| 
‘Iraq and gives news notes on au-| 


in the other mass media. 


No. 5510. The rrimary Audience 
of Reader’s Digest—Mevxican 
Edition. 
Interviews and questionnaires | 

from 1,231 readers in Mexico are| 

the basis for this report on the| 
social and economic status of Se-| 
lecciones del Reader’s Digest au- 
dience. Information about their 
readership, their travel habits and 
plans, and their interest in the| 
other mass media are included. 


No. 5511. The Primary Audience 
of Reader’s Digest—Argentine | 
Edition. 

500 newsstand buyers of the Se- 
lecciones del Reader’ 
Buenos Aires were interviewed for 
this survey. It contains informa- 
tion about their social and eco- 
nomic characteristics, their read- 
ership of Selecciones and other 
publications, their travel experi- 


ence and plans, and their exposure 


to other mass media. 


No. 5517. Automotive Report on 
Iraq. 
Hugh M. Hyde, publisher of 
Automotive World and Automo- 
vilismo, summarizes the import 


to, auto supply and auto repair 
businesses in Iraq. 


No. 5518. Report from Lebanon. 

In this special report by Hugh 
M. Hyde, publisher of Automo- 
tive World and Automovilismo, 
the author summarizes the trans- 
portation picture in Lebanon and 
gives news notes about auto, auto 
supply and auto repair businesses 
in Lebanon. 


No. 5519. Industrial Capital Goods 
1958 Export Survey. 

| American Exporter Publications 

Newsletter No. 93 summarizes 

| results of a survey of U. S. manu- 


‘on their 1958 export plans of the 
| development of the European Com- 
j}mon Market. 


No. 5520. Report on the Automo- 
tive Market in Egypt. 

American Exporter Publications 

Newsletter No. 97 summarizes con- 


No. 5512. What’s Behind the New | ditions in Egypt affecting the auto- 
Look in Latin America? — market there and notes 


Vision Inc. has issued this re- | Some trends in auto importing. 
port on the growing market for | 


office equipment in Latin America, No. 5521. Report on the Automo-| 


| details on production, consumption 


| translation of a round-up on high- 


including a chart of imports from 
all over the world. 


No. 5513. Mexico As a Market. 


tive Market in Lebanon. 

| American Exporter Publications 
Newsletter No. 98 summarizes 
the automotive import and use 


‘erences and describes the present 
‘and prospective condition of the 
‘country’s roads and the tire mar- 
ket. 

} 


_ DISTRIBUTION 
MARKETS 


| NOTE: most items here are 
available without charge, but not 
jall. Those requesting material 
| which bears a price will be billed 
at the stated price by the pub- 
lisher. 

| 
‘No. 7000. Census of the Vending 
Industry. 

This is a statistical picture of the 
automatic merchandising indus- 
itry, the 12th annual such study 
'prepared and published by Vend. 
|It covers comparative growth fig- 
ures by type of vended product; 


brand preference and buying and | 


|selling habits. Among other things, | 


|the study shows an unbroken rate | : : , 
}on the motion picture industry as 


|of growth in total dollar volume 
for the industry. Sales per ma- 
chine held steady or declined only 
slightly during 1957. Additional 
machines in use and a greater va- 
riety of vended products broyght 
|total retail sales volume through 
venders to a record high of more 
than $2 billion. 

7001. Western Automotive 
Service Market. 

This eight-page brochure, pub- 
lished by Motor West, carries a 
|tankfull of pertinent facts on car 
|registrations, jobbing outlets, car 
/and truck dealers, independent re- 


} No. 


This is a report on the size and|market in Lebanon and describes | yair shops, gasoline service sta- 


shape of the Mexican market, with 
and marketing. Includes tables of | 
imports, exports, population and 
estimated income per capita. Is- | 
sued by Vision Inc. 


isome trends in the auto 
business there. 


parts 


|No. 5522. Report on the Automo- 
tive Market in Lebanon and 
Egypt. 


| American Exporter Publications 


No. 5514. Highways in _ Latin| 
America. 
This folder provides an English | 


way progress which appeared in 
Vision with country-by-country 
reports on existing highways and 
current and proposed construction. 


No. 5515, Facts on Investments in 
Latin America. 
This is an English translation 


Newsletter No. 99 summarizes gen- 
eral economic conditions in Leb- 
anon and Egypt and discusses their 
effects on the automobile and auto 
parts markets in those countries. 


No. 5523. Report on the Industrial 
Market in Iraq. 
American Exporter Publications 
Newsletter No. 100 summarizes 
the gradual industrialization of 


of an article entitled, “How Much 
Does the United States Leave in 
South America?” which appeared 
in Vision last year. The material 


is still being requested, and is| 
No. 5524. Report on the Automo- 


available from Vision Inc. 


No. 5516. Egypt—As I Saw It. 
In this special report by Hugh 


M. Hyde, publisher of Automotive |Newsletter No. 
the |the auto import and registration 


World and Automovilismo, 
author presents an over-all view 


potential this growth offers to 
the automotive industry and to 
construction equipment and other 
equipment exporters. 


tive Market in Iraq. 
American Exporter Publications 
101 summarizes 


picture in Iraq and notes the 


Iraq together with the marketing | 


itions and top and body repair 
|shops, plus other data on service 
‘sales and car ownership in the 
|western automotive market serv- 


iced by the magazine. 


|No. 7002. We’re In Business to 
Serve. 

| This is a six-page statistical re- 
|port showing trends in oilheating 
service activities. Costs of oilheat- 
ing service calls, causes of service 
troubles, servicemen’s wages, 
service profits, etc., are reported in 
addition to an estimate of service 
parts and accessories installed for 
replacement during 1956. The re- 
port was prepared and published 
by Fueloil & Oil Heat. 


No. 7003. Industry Had Just a Fair 
Year. 

This is a statistical reprint from 
the “Annual Oilheating Analysis 
Issue” of Fueloil & Oil Heat, 
showing growth and trends in oil- 
heating sales. It contains much 
detailed data, including sizes and 
prices of oilfired boilers and fur- 


naces installed during 1957 and an! 


analysis of dealer profits and sell- 
ing methods. Among other things, 
the study reveals installations of 
domestic oilburners dropped 14% 
below 1956 last year. 


No. 7004. Fueloil 1957—Problems 
and Profits. 

Fueloil & Oil Heat has issued 
this 12-page market report on fu- 
eloil and oilhandling equipment 
sales. Charts and tables show the 
growth of the fueloil market, 
which is tied to oilheating equip- 
ment sales. The report includes 
much detailed information on 
costs, margins and profits in fuel- 
oil dealer operations. 


No. 7005. Listen in on Mr. & Mrs. 
U. S. Homeowner. 

This booklet outlines six reasons 
why oilheating-fueloil dealers are 
now selling residential aircondi- 
tioning strongly. It includes charts 
showing the seasonal sales and 
service curves of oilheating-fuel- 
oil dealers. The booklet is prepared 
by Fueloil & Oil Heat. 


No. 7006. The Great American Gas 
Heating and _ Airconditioning 
Overlap. 

This eight-page booklet pre- 
pared by Gas Heat & Comfort 
Cooling includes maps showing the 
primary gas heating and residen- 
tial air-conditioning market areas. 
It discusses how gas heating deal- 
ers sell air conditioning and in- 
cludes statistics on their moderni- 
zation sales activities. 


No. 7007. Bakery Market Data. 

The baking industry’s absolute 
and relative U. S. position is shown 
in this four-page folder prepared 
by Bakers Review. It breaks down 


|the bakery market by product and 


type of bakery organization and 
tells how and what is sold to bak- 
eries. 


No. 7008. The Motion Picture In- 
dustry. 
Motion Picture Herald has put 
out this seven-page presentation 


an aid to agencies and their adver- 
tisers. Data covers the number of 
exhibitors, capacity of theaters, 
annual boxoffice sales and other 
pertinent facts not ordinarily 
available in one place. 


No. 7009. Sales by Magic. 

This brochure, prepared by 
Florists’ Telegraph Delivery News, 
is based principally upon a reader- 
ship survey recently completed 
among the membership of the 
Florists’ Telegraph Delivery Assn. 
The brochure outlines the florist 
market and the extent of the vol- 
ume done by FTD members, who 
are retail florists and growers. 


No. 7010. Hardware Retailer Edi- 
torial Reprints. 

Hardware Retailer is offering 
reprints of articles of analyses 
based on marketing and merchan- 
dising trends of special importance 
to retailers, wholesalers and man- 
ufacturers interested in distribu- 
tion through the $3 billion hard- 
ware market. Included is a 
reprint of the ‘Home Improvement 
Market ... and You.” 


No. 7011. Service Center of the In- 
dustry. 

Hardware Retailer has prepared 
this 128-page discussion of the 
marketing counsel and research 
facilities available to hardware 
marketers through the National 
Retail Hardware Assn.’s_ mer- 
chandising laboratory store in In- 
dianapolis. 


No. 7012. Merchandising Bicycles 
Through Toy Outlets. 
This brochure discusses the ex- 
tent to which bicycles and tricy- 
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Available Market Data—Distribution 


To secure copies of data listed, use the handy coupons 


cles are distributed through toy | has conducted a survey among 

stores, department stores and other|subscribers in department stores 

outlets. It outlines the importance! and luggage specialty shops. Near- 
of selling features to consumers, ly two-thirds of the buyers in both 
with both American-made bicycles | department stores and luggage 
and imports considered. It was|shops find that their customers are | 
prepared by Toys & Novelties. prepared to pay more for the car | 

bags they buy today than they had | 

No. 7013. Child Population of| been in 1956, the report shows. The 
America: An Analysis of Toy| brochure also reports sales trends, 
Buying Power (1958 ed.). ‘retail advertising patterns and 
Toys & Novelties has prepared | Sales helps wanted from manufac- 

this analysis of toy volume and per | turers. 

capita sales by states. 

No. 7024. Toys as Premiums. 

No. 7014. Here’s Your Infants’ and| This is a reprint of the third an- 
Children’s Wear Market (1958|nual survey of the trends in the 
ed.). jmermatng of toys in the premium 

This is a description of the dis-|field presented by Premium Buy- 
tribution of the child population by |e7s Guide. Among other things it 
state and by age group prepared |shows that sales by toy manufac- 


by Infants’ & Children’s Review. turers to the premium field con- 
tinue to increase and it details) 
No. 7015. Social Stationery. which toys manufacturers have | 


This brochure, issued by Gift-|sold most successfully to the pre- 
wares, presents data on gift shop|mium field. 


eas 


BILLION BUYING DOLLARS J 


a 
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It's the 13-county area around Peoria, Illinois. Over half a 
million consumers live and work there . . . their spend- 
Pimiteoui says: able income tops $1,128,500,000. Peoria Journal Star reaches 
. this market with 100,000-plus circulation . . . and 
check your a list covers Metropolitan Peoria (1st in Illinois, 
except Chicago) with a circulation-to- 

for the market with a homes ratio of 94.2%. 


Peoria Journal Star 


affliated with WTVH 
Ward-Griffith Co., National Reps. 


merchandising of greeting cards, 
gift wraps, stationery, etc. 


No. 7016. Merchandising Aids in 
the Foundation Garment Field. 
This is a study among depart- 
ment store and specialty shop buy- 
ers, made by Corset & Underwear 
Review, of pre-packaging and pre- | 
ticketing benefits and problems. 


| 
No. 7017. Cooking Utensils. 
Housewares Review has com-| 


indicating trends in cooking uten- | 
sils. 


No. 7018. The Market for Teen Age 


Foundations. 
This is a ten-page mimeo- 
graphed summary of a study by | 40th 


Corset & Underwear Review of 
how department stores and spe- 
cialty shops merchandise bras and 
girdles to the girl under 18. It in- 
cludes data on best-selling price 
lines, proportion of sales to teen 
agers, etc. 


No. 7019. Departmental Responsi- 
bilities of Corset Buyers. 
This brochure answers the 


Here’s How The METROPOLITAN FORT WORTH MARKET 


piled this data on the distribution | e 
of retail sales by type of utensil, | Ranks in the “TOP 50”! 27th 27th 


37th 


POPULATION CONSUMER 


question: To what extent is the $44,300 sperenanet 
corset buyer responsible to the INCOME 
merchandise manager? It also de-| $992,687,000 


tails and analyzes the typical buy- 
ing arrangements in department 


Mero kee. ... here's how YOU CAN SELL THE MARKET 


No. 7020. Merchandising Infants’ 
Silver Feeding Sets Through 
Department Stores. 

Infants’ & Children’s Review 
interviewed New York buying of- 
fices servicing 500 department 
stores to procure this data on 
which departments in the stores 
are most likely to carry children’s 


silverware. Data is summed up on : You see in the table at the right how the Fort Worth Star- METROPOLITAN FORT WORTH 
a single sheet. ' Telegram reaches virtually everyone in this metropolitan Combined deily 95.1% 
No. 7021. Merchandising Chil- area PLUS the “extra big, extra wealthy” 100 county ite eee 


dren’s Toiletries Through De-| 
partment Stores. 


Five resident New York buying total population. These 2-million-plus people account for ee 
offices were checked to discover . ° i i i 
which departments in pa ar ahd more than their share — 26.5% of the state’s income — -seaggegea ie mee ae sey 
stores and smaller stores are most 26.1% of total sales. Your advertising dollar buys more a ee 
likely to stock children’s toiletries. f th 3 Source: ABC Audit Report, March 31, 1957 
Summarized on a single sheet by of the Texas market in the Fort Worth Star-Telegram than 
Infants’ & Children’s Review. in any other Texas newspaper. 


No. 7022. Merchandising Nursery 
Lamps in Department Stores. 


Nursery lamps are generally 
carried in the infants’ department ORTH TAR- ELE 


in department stores, according to 


a check of eight New York resident AMON G. CARTER, Jr., President and National Advertising Dir or, 


buying offices made by the re- 
search department of Infants’ &| 
Children’s Review. Summaries of, 
individual interviews are given in| 
this single sheet. 


No. 7023. The Market for Car Bags. 

In order to gather current mar- 
keting data on car bags and casual 
luggage, Luggage & Leather Goods 


Source: SRDS Consumer Market Data, November 1957 


Star-Telegram market which accounts for 24.6% of Texas 


without the use of schemes, premiums or contests 


34th rigs 


45th 


TOTAL FOOD DRUG GENERAL AUTOMOTIVE 

RETAIL SALES SALES MERCHANDISE SALES 

SALES $135,672,000 $24,257,000 $124,935,000 $173,420,000 
$727,265,000 


You see above the Fort Worth market's important position in 
the “TOP 50” of the nation. 


Star-Telegram Family Coverage 


“Just a good newspaper” 
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Available Market Data—Industrial 


To secure copies of data listed, use the handy coupons 


No. 7025. Merchandising Hobby 
and Craft Items. 

Toys & Novelties gathered cur- 
rent data on the merchandising 
of hobby and craft items through 
toy outlets by conducting a survey 
among toy buyer subscribers in 
department stores and toy shops. 
The survey covers items carried, 
sales trends and other merchan- 
dising data. 


No. 7026. Truck and Bus Fleet 

Market Facts. 

This 24-page brochure pub- 
lished by Transportation Supply 
News gives information on the 
size of the market, the number of 
units that comprise the market, 
and the types of truck and bus 
fleets that make up the various 
segments of the trucking industry 
market. It also contains informa- 
tion on how this industry buys. 


No. 7027. Media Buying Facts in 
the 5 to 9 Unit Truck and Bus 
Fleet Market. 

Data is presented on truck reg- 
istrations for 1957, with break- 
down of fleets of five units or 
more in this brochure issued by 
Fleet Product News. 


No. 7028. Motor’s Trading Area 
Sales Guide—1958 Edition. 

Motor presents this analysis of 
the U. S. automotive after-market 
showing, for 601 trading areas, in- 
dices of market potential based on 
vehicle registrations, parts, equip- 
ment and tool sales to automotive 
jobbing outlets. 


No. 7029. Motor’s Automotive 
Wholesaling—Ninth Edition, 
1957. 


This 88-page brochure prepared 
by Motor presents an analysis of 
U. S.-Canadian jobber distribution 
of automotive replacement parts, 
shop equipment and tools. Its aim 
is to supply sales managers selling 
automotive after-market products 
with data showing the relative im- 
portance of one state against an- 
other and one city against another 
city. 
No. 7030. NRHA Merchandising 
Survey of Hardware Stores. 

Reprinted from Hardware Re- 
tailer, this four-page folder pre- 
sents useful tabulation of the na- 
tion’s independent hardware deal- 
er statistics, store sizes, fixtures 
and average characteristics as 
prepared by the National Retail 
Hardware Assn.’s market research 
and merchandising departments. 


No. 7031. Hardware Retailer Mar- 
keting Services Folder. 

This is a folder presenting an 
examination of the total hardware 
market of the U. S., with pertinent 
data on sales and number of 
wholesalers and retailers as well 
as details of the practices and 
methods of merchandise distribu- 
tion helpful to marketers. Data 
was collected and prepared by 
Hardware Retailer. 


No. 7032. Data Folder. 

This is a comparison of the ef- 
fectiveness and distribution of 
Hardware Retailer’s service to 
hardware retailers and wholesal- 
ers. The report covers the availa- 
bility of research facilities and 
marketing counsel. 


No. 7033. The Milk Products In- 
dustry. 

This is a multigraphed collec- 
tion of market information which 
is to be kept up to date with con- 
tinuously changing data. It fea- 
market characteristics, 
trends and production statistics, 
plus media data on The Milk Prod- 
ucts Journal. 


No. 7034. The Ice Cream Industry. 


time to time, is presented in this 
_multigraphed folder which shows 
j}market characteristics, trends in 
{manufacturing and selling and 
production figures on the _ ice 
cream industry. It is put out by 
Ice Cream Review. 
No. 7035. The Fluid Milk Industry. 
Information on fluid milk proc- 
/essing, packaging and distribution 
is presented in this multigraphed 
folder issued by The Milk Dealer. 
The folder will be kept up to date 
with additional market informa- 
tion from time, to time plus media 
information on the publications. 


No. 7035A. Farm Supplies Survey. 
This booklet presents data com- 
piled on equipment and supply 
sales by Class A milk dealers and 
milk products plant operators to 
their farmer-producers. It  in- 
cludes information about bulk 
milk cooling, cleansers and sani- 
tizers, products handled, sales 
methods and milk hauling. It is is- 
sued jointly by The Milk Dealer 
and The Milk Products Journal. 


No. 7036. Jobbers and Dealers. 

This is a reprint from The Dairy 
Industries Catalog. It lists the na- 
tion’s jobbers, dealers, brokers and 
manufacturers’ agents selling dai- 
ry and ice cream equipment and 
supplies. The information included 
‘covers jobbers’ territories, sales 
staffs, products handled and top 
personnel. It is issued by The 
Dairy Industries Catalog. 


| 


No. 7037. This Is the Dairy Indus- 
try. 

This is a 16-page booklet which 
gives reasons for the dairy prod- 
ucts industries’ $10,000,000 annu- 
|al sales. The booklet was sponsored 
|by nine national milk, milk prod- 
ucts and ice cream associates and 
is issued by Olsen Publishing Co. 


No. 7038. Ice Cream Manufactur- 

ing and Selling Market Facts. 

This is a 16-page booklet cover- 
ing the rapid growth of the frozen 
dairy products industry. It pre- 
sents charts, graphs and illustrated 
articles with production figures 
from 1920 to 1956, as well as mar- 
ket forecasts and buying and sell- 
ing trends. The content is derived 
from the U.S. Department of Ag- 
riculture data and data collected 
by the market research department 
of Ice Cream Review. 


No. 7039. Cottage Cheese Packag- 
ing Survey. 

This five-page report is based on 
the cottage cheese packing pref- 
erences of 296 Class A milk deal- 
ers. It is offered by The Milk Deal- 
er. 


No. 7040. Ice Cream Industry Mo- 
tor Truck Survey. 

This is an eight-page summary 
of replies from 189 ice cream man- 
ufacturers on the market for mo- 
tor trucks and truck refrigeration 
in the ice cream industry. Issued 
by The Ice Cream Review. 


No. 7041. Market for Can Coolers. 

This study pinpoints the best 
markets for farm milk can coolers, 
cites legal and physical conditions 
that effect changes in farm cooling 
methods. It also compares produc- 
tion of principal milk products 
manufacturing plants and location 
of milk producers by herd size. 
Data for the study was gathered 
from government agencies and 
dairy associations’ studies by The 
Milk Products Journal. 


No. 7042. Direct Mail and Mer- 
chandising Services to Reach 
the Dairy Industry. 

This six-page brochure includes 
state and region location of plants 


jice cream. It also carries maps pic- | 


turing dairy products manufactur- 
}ing centers. Issued by Olsen Pub- 
lishing Co. 


No. 7043. Dairy Products Data File. 

This folder contains maps and 
charts illustrating 1956 production 
by states of fluid milk, various milk 
products and frozen dairy products. 
The data was compiled from the 
U.S. Department of Agriculture fi- 
nal reports by Olsen Publishing Co. 


No. 7044. Eight Guides to Sound 
Buying. 

This is a reprint from Aeronau- 
tical Procurement in which a top 
Air Force procurement officer, Lt. 
General Clarence S. Irvine, gives 
some of the ground rules from 
prime contractor purchasing oper- 
ations. 


No. 7045. Purchasing for Research 
and Development of the F-105. 
This is a description of how pro- 
curement is done under the weap- 
on system concept. It is reprinted 
from an article in Aeronautical 
Procurement. 


No. 7046. The Changed Role of 
Aeronautical Procurement. 

This brochure contains excerpts 
from the procurement manual the 
Air Force prepared for the guidance 
of its contractors’ purchasing op- 
erations. It also contains excerpts 
of procurement forums held by the 
Society of Automotive Engineers. 
It is put out by Aeronautical Pro- 
curement. 


No. 7047. Ready or Not—You’ll 
Soon Be Using the Federal Cat- 
alog System. 

This is a reprint of an article 
in Aeronautical Procurement in 
which the purpose and scope of the 
Federal Cataloging System—the 
Department of Defense’s establish- 
ment and use of a single identifi- 
cation and catalog system for all 
of the millions of items of supply 
used in the Army, Navy, Air Force 
and Marine Corps—is described. 


No. 7048. Central Residential Air 

Conditioning. 

This is a 1957 report covering 
sales activities in 14 cities showing 
|types of dealer-contractors who 
jinstalled the systems, types of 
equipment sold and installed and 
other significant market facts. It 
also contains a section on whole- 
saler activities in the summer cen- 
tral system cooling market. The 
booklet is issued by American Ar- 
tisan. 


No. 7049. A Market Study of Dis- 
tribution. 

This is a 1956-57 study of the 
sales and distribution of winter air 
conditioning units and warm air 
furnaces based on surveys of 14 
cities. It highlights the importance 
of the key dealer-contractors, the 
20-25% of all the dealers who han- 
dle 75-80% of all the volume. It 
also contains a section on whole- 
saler activities. It is put out by 
American Artisan, 


No. 7050. Consulting Engineers 
Serving the Field. 

This brochure from Heating, 
Piping & Air Conditioning defines 
the importance of the consulting 
engineer in selling commercial-in- 
dustrial and big-building heating, 
piping and air conditioning equip- 
ment and the percentage (17.5%) 
of the consulting engineers who do 
any work in this field. It also gives 
a breakdown of the companies by 
state and other significant infor- 
mation. 


No. 7051. Selling Resilient Floor 
Covering. 

Building Supply News presents 
this market study which was made 
to ascertain how and to what ex- 
tent successful lumber and build- 
jing material dealers are selling, 


Market information, kept up to/| processing, packaging and distrib-| stocking, installing, etc., resilient 
date with data to be added from | uting fluid milk, milk products and _ | floor covering materials. 


| in Requesting Data 


Use the Coupons 


No. 7052. Lawn, Garden and Out- 

door Living Products Study. 

This is a market study made 
among the lumber and building 
materials dealers, determining the 
extent of their stocking and mer- 
chandising garden products, to- 
gether with their plans for future 
activities in this product category. 
It is issued by Building Supply 
News. 


No. 7053. Survey of Electrical Sup- 
plies and Fixtures. 

This brochure is based on a study 
made among the lumber and build- 
ing material dealers to determine 
the extent of their inroads into the 
electrical supplies and fixtures 
market and why. It is published 
by Building Supply News. 


No. 7054. Windows. 

This is a joint market study by 
Practical Builder and Building 
Supply News of builders, dealers 
and jobbers who answered these 
questions on windows: How are 
they sold? Who sells them? Who 
buys them? What types? What 
quality? What is the sales outlook? 


No. 7055. Ceramic Tile Markets 
Open to Lumber Dealers. 

This is a market study showing 
how, with the opening up of the 
ceramic tile market, the successful 
lumber and building materials 
dealer stepped in and proved that 
he is the natural outlet. Published 
by Building Supply News. 


No. 7056. An Expert Designs A 
Better Store. 

This is the end result of market 
studies showing the great strides 
the lumber and building materials 
dealer has made into the hardware 
and allied lines. This is a reprint 
of a series of articles appearing in 
Building Supply News. 

No. 7057. Municipal Swimming 
Pool Market. 

This is a four-page folder de- 
scribing the municipal market as 
it applies to the swimming pool in- 
dustry. The data in this folder pre- 
pared by Park Maintenance covers 
cities growth trends, pool sizes, etc. 


No. 7058. Typical Park Mainte- 
nance Equipment. 

This brochure is based on a sur- 
vey of equipment inventories from 
the park and recreation depart- 
ments of eight U.S. cities. It also 
includes a random sample of the 
street tree program in 36 cities plus 
an acreage report of the Park 
Maintenance market. 


No. 7059. Air Conditioning the 
Home (Revised). 

A complete analysis of the fast 
|growing residential air condition- 
|ing field is presented in this book- 
| let which explains the market in 
detail. It tells why people want and 
need air conditioning, the latest 
market trends, offers examples of 
installations and contains the latest 
FHA requirements. Published by 
Air Conditioning & Refrigeration, 
it is available at $2 a copy. 


No. 7060. Publix Rides the National 
Brand-Wagon. 

This reprint from an article in 
Super Market Merchandising shows 
the movement in dollars and cases 
over a two-year period of 1,911 
grocery items handled through the 
warehouse of Publix Markets, 
Lakeland, Fla. This covers 34 stores 
doing $68,000,000 in annual volume. 
It includes a 12-year record of 
sales, expense and profits and in- 
cludes a statement of national 
brand philosophy. It is available at 
50¢ a copy. 


No. 7061. The SUPER Super Mar- 
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ket. 

An analysis of the new merchan- 
dising phenomenon, the super su- 
permarket is described in this bro- 
chure in terms of what it is, how 
it got to be, what it portends for all 
retailing. A number of case his- 
tories is included. It is prepared by 
Super Market Merchandising, and 
a single copy is available for 50¢. 


No. 7062. The True Look of the Su- 
per Market Industry. 

Reprinted from Super Market 
Merchandising, this ninth annual 
survey of the supermarket industry 
gives sales, number of supermar- 
kets, and a complete analysis of 
operations. It is available at 25¢ 
for a single copy. 


No. 7063. The Merchandiser: Wiz- 
ard of Promotion. 

This is a survey on the merehan- 
diser and his relation to the buying 
committee, including five case his- 
tories of how merchandisers func- 
tion. The study was conducted 
among 58 companies operating 2,- 
045 supermarkets by Super Market 
Merchandising. It is available at 
25¢ a copy. 


No. 7064. Getting Sales from Sell- 
ing Policies. 

50 trade practices and what su- 
permarkets think about them are 
presented in this brochure pre- 
pared by Super Market Merchan- 
dising. It is based upon a poll of 
179 supermarket companies con- 
trolling 5,189 markets, roughly a 
25% sample of the supermarket in- 
dustry. Single copies may be had 
at 25¢ each. 


No. 7065. The Agricultural Chem- 
ical Industry. 

Information on the size of the 
agricultural chemical market and 
the number of units, the marketing 
structure, trends and outlook in 
both the fertilizer and pesticide 
segments are presented in this bro- 
chure presented by Croplife. 


No. 7066. The Northwestern Miller 
Almanack. 

This is a comprehensive compi- 
lation of facts and figures of the 
flour, grain, feed and baking in- 
dustries. It includes summaries of 
pertinent federal and state regula- 
tions and detailed statistics on pro- 
duction, distribution and consump- 
tion of products used and manu- 
factured. It is published by The 
Northwestern Miller. A single copy 
is free; each additional copy is $2. 


No. 7067. The Formula Feed In- 
dustry. 

This booklet contains informa- 
tion on the size of the formula feed 
industry market and the number 
of units, trends and outlook, or- 
ganization and buying power of the 
formula feed industry market, with 
information on how to sell the mar- 
ket. It is issued by Feedstuffs. 


No. 7068. 1958 Construction Fore- 
cast for The Mass Feeding- 
Mass Housing Industry. 

This is a single-sheet forecast of 

1958 institutions construction. Data 

is also shown concerning institu- 


tions construction over the last 22 - 


years and current estimates are 
broken down by segments. Pub- 
lished by Institutions Magazine. 


No. 7069. Survey of Hydrogenated 
Shortenings and Oils Used in 
Quantity Food Operations. 

This is a report covering a series 
of personal interviews concerning 
the use of oils and shortenings in 
the institutions field; especially in 
specific uses, brands used and fac- 
tors which influence the selection 
of the product. Issued by Institu- 
tions Magazine. 


No. 7070. The Institutions Market 
for Ice Making Equipment. 
Institutions Magazine has con- 
ducted this survey covering a cross 
section of its subscribers’ experi- 
ence, use and preference with re- 
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Available Market Data—Distribution 


To secure copies of data listed, use the handy coupons 


gard to automatic ice aneidiene 


equipment. 


No. 7071. Census of Institutions. 

This is a listing, by category, of | 
the number of institutions in the 
U. S. with examples of the con- 
centration of purchasing power | 
which exists in each segment of 
the market. Issued by Institutions | 
Magazine. 


No. 7072. The Institutions Market 
for Food Products. 

This is a comprehensive bro- 
chure which discusses the institu- 
tions market and its role in the 
consumption of food products. In- 
cluded are estimates of institutions 
food consumption by major prod- 
uct categories, methods of pur- 
chasing and a discussion of the 
concentration of purchasing pow- 
er in the institutions market. Is- 
sued by Institutions Magazine. 


No. 7073. The Business of Giving 
Good Will. 
Premium Practice sent report- 


ers into six major cities to discover | 


how executive gift-giving is han- 
dled in various parts of the coun- 
try. This is a reprint of an article. 


No. 7074. Survey of Premium and 


Contest Advertisements in Con- | 
sumer Publications and on Ra- 


dio and TV. 
This is the third semi-annual | 
survey by Premium Practice on 


premium and contest advertising | 
in selected print and broadcast me- | 


dia. This is a reprint of an article. 


No. 7075. An Index of Premium 
Offers and Contests. 

This reprint from Premium | 
Practice shows the extent of pre-| 
mium promotions by manufactur- 
ers and retailers. 


No. 7076. Backward in Name Only. 


Direct selling companies have 
taken to the use of premiums to} 
boost house-to-house sales. This | 
reprint of an article in Premium | 


Practice describes how one compa- | 


ny increased its sales 25% in five 
years through the use of premi- 
ums. 


No. 7077. Long Life for A Healthy | 


Corpse. 


Premium Practice covers the) 
role of trading stamps in the sales | 
of goods in this reprint of an ar-| 


ticle. 


No. 7078. Nation Within A Nation. | 


Premium Practice surveys the 
“misunderstood” $15 billion Negro 
market in this reprint of an ar- 


ticle appearing in the publication. 
Some 17,000,000 Negroes are being | 
underrated, even insulted, accord- | 
ing to the article. Copies are avail-| 


able at 50¢ each. 


motions. 

About $55,000,000 is being spent 
by banks and insurance companies 
on such incentive merchandising 
activities as advertising special- 
ties, premiums and sales incentive 
prizes. There were, according to 
this article reprinted from Premi- 
um Practice, 45% more of them in 
1957 than in 1956, and 120% more 
in the first four months of 1958 
than in the same period of the pre- 
ceding year. Savings in all sorts of 
institutions are at about $271 bil- 
lion. About $400,000,000 will be 
spent in advertising by these fi- 
nancial houses. 


No. 7080. Leading Homebuilding 
Areas in 1956. 

This is a mimeographed text 
with figures showing leading 
homebuilding areas in 1954, 1955 
and 1956. It is issued by the mar- 
keting and research bureau of Do- 
mestic Engineering Co. 


No. 7081. Farm and Household Wa- 


ter Conditioning Equipment. 
This folder shows shipments of 


equipment for 1956 and 1957. Data | 
was gathered by Domestic Eng gi- | 
neering. 


| No. 7082. 50 to 1 You Win. 


| Domestic Engineering Co. pre- | 


|sents facts about the remodeling | 


conditioning and related appli- 
ances in this eight-page brochure. 


No. 7083. Shipments of Heating 
Equipment: 1950-1956. 

These two mimeographed sheets 
present shipment figures on boil- 
ers (thousands of pounds), fur- 
naces, burners, boiler-burner units 
for 1956 and earlier. Published by 
Domestic Engineering Co. 


No. 7084. Farm. Pumps—Summary 
for 1956. 

Figures showing factory ship- 

ments of domestic water systems, 


farm and household conditioning | 


market for plumbing, heating, air | 


eae 


one - six - two 


Strongheart selected the testingest market in the country to get the answers . . . 
Portland, Maine! First in U. S. cities of 150,000 pop. Sixth in U. S. cities regardless 
of population and second in New England regardless of size.* Strongheart Dog 
Food is just one of many who found Portland, Maine the best test city. Marketing 
and distribution facilities are ideal . . . testing is accurate. * Source Sales Management 


04%, coverage ABC retail trade zone 


100% coverage of city zone 
represented by the Julius Mathews Special Agency, Inc. 


PORTLAND, MAINE 


PORTLAND PRESS HERALD © EVENING ll ® SUNDAY TELEGRAM 
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PRODUCT NAMEPLATES, AUTOMOBILE 


No. 7079. Bank and Insurance Pro- | BMOLEMS, INSTRUCTION LABELS 


Get these VINYL-STIK “EXTRAS” 
on all your OUTDOOR DISPLAYS 


* IMPERVIOUS to water, sun, heat, 
most oils, grease, salt, acids 


*& EXTRA-WHITE for sharp visibility 
* ECONOMICAL and easy to print 
* NO SHRINKAGE or expansion on 


KLEEN-STIK will be glad to send samples, ideas and com- 
plete information on VINYL-STIK direct to you—or to your 
Printer, Lithographer, or Silk Screen Printer. WRITE TODAY! 


FADE-PROOF 
WATERPROOF—EXTRA WHITE 


NO HARMFUL SHRINKAGE 


= APPROVED 


Ad ti qd D 
“. jor sere. Gomiy 


OUTDOOR DISPLAYS 


TRUCK SIGNS, BUMPER STRIPS, 
TAXICAB DECORATIONS 


GAS PUMP STICKERS, WALL POSTERS, 
CEALER SIGNS 


VINVL-STIK 


stureless Selt-Sticki 
VINYL PLASTIC 


° 
Weer the MODERN MATERIAL 
for outdoor signs—combining the peel-and-press 
convenience of Kleen-Stik with the rugged durability 
of vinyl plastic! Made of tough, flexible Firestone 
“Velon’’, backed with extra-strong Kleen-Stik 
adhesive that sticks tighter and longer on practically 
any surface. When your merchandising plans call 
for outdoor signs, call for Kleen-Stik VINYL-STIK! 


4 LE E Fey = STi ee PRODUCTS, linc. 


Pioneers in Pressure-Sensitives for Advertising and Labeling 
7300 WEST WILSON AVE. ® CHICAGO 31, ILLINOIS 
Plants in Chicago, Newark, Los Angeles, and Toronto, Canada. 
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Available Market Data—Distribution =“ indicates what and from whom radio, phonographs and electric|No. 7098. Sales Approach to the 


To secure copies of data listed, use the handy coupons 


and in what volume each group! housewares. Single copies are Catholic Institutional Market. 
buys. Special attention is paid to available free. This four-page folder issued by 


windmill pumps, pump jacks, cyl- 
inders, windmill heads and towers 
for 1956 and earlier are presented 
on three mimeographed sheets 
produced by Domestic Engineering 
Co. 


No. 7085. Shipments of Plumbing 
Equipment: 1956 and 1955. 
Data presented on these three 
mimeographed sheets covers man- 
ufacturers’ shipments of plumbing 
fixtures for 1955 and 1956. Issued 
by Domestic Engineering Co. 


No. 7086. Construction Outlook for 
1958. 

This is a three-sheet presenta- 
tion of the joint estimate of con- 
struction outlook for 1958 by the 
Department of Labor and the De- 
partment of Commerce. Compiled 
by Domestic Engineering Co. 


No. 7087. Shipments of Water 

Heating Equipment: 1956-1955. 

Presented here on a single sheet 
are shipment figures of water 
heaters, generator coils and tank 
collars, range boilers, expansion 
tanks, hot water storage tanks and 
electric water heaters during 1955 
and 1956. The figures were com- 
piled by Domestic Engineering Co. 


No. 7088. Shipments of Refrigera- 
tion Machinery and Air Condi- 
tioning Equipment: 1956 and 
1957. 

Data on shipments of packaged 
self-contained air conditioners and 
other air conditioning and refrig- 
eration equipment during 1955 and 
1956 are summarized in these four 
mimeographed sheets presented by 
Domestic Engineering Co. 


No. 7089. Warm Heating in New 
Construction by Regions in the 
U.S. 

This is a summary of the results 
of a government survey on general 
characteristics—including heating 
—of new single-family houses 
built during the first half of 1950. 
Presented by Domestic Engineer- 
ing Co. 


No. 7090. Plumbing and Appli- 
ances in New Construction by 
Regions in the U.S. 

This is a summary of the results 
of a government survey on general 
characteristics—including plumb- 
ing appliances—of new single 
family houses built during the first 
half of 1950. Issued by Domestic 
Engineering. 


No. 7091. Wet Heating in New 
Construction by Regions in the 
U.S. 

Data on use of wet heating is 
summarized in this government 
survey on general characteristics 
of new single-family houses built 
during the first half of 1950. Is- 
sued by Domestic Engineering. 


No. 7092. Markets by States: 
Plumbing, Heating, Air Condi- 
tioning and Appliances. 

This is a statistical and sales 
guide for manufacturers of 
plumbing, heating and air condi- 
tioning appliances. It includes da- 
ta obtained in Domestic Engineer- 
ing’s Bay City survey, covering 
building construction with a guide 
to establish sales quotas, product 
shipments, etc. Free to advertisers 
and agencies, $5 to all others. 


No. 7093. Housing Starts in April, 
1957. 

This is a summary of non-farm 
housing starts tor 1957 and earlier 
showing the number started, lo- 
cation and type of structure, pre- 
pared by Domestic Engineering. 


No. 7094. Hardware Industry Pro- 
motional Factbook. 

This is an outline of proved in- 
dustry-wide promotions used by 
hardware marketers to establish or 
strengthen merchandising distri- 


‘ ‘ : —|the tire and retreading market. | Catholic Property Administration 
bution. It is published by Hard-| This 16-page book, with charts and No. 7097. What They Buy in the | covers the “chain of command” in 


ware Retailer. | tables, is published by Tire, Bat-| Catholic Institutional Market. | the Catholic institutional market, 
; tery & Accessory News. This is a guide to items pur- | with its terminology and “points 
No. 7095. An Analysis of the Auto- | chased by buyers for the Catholic of first sales call.” 
motive Market. | No. 7096. Price Fax. ‘institutional market, covering 
_Phe number and geographical) This is a monthly feature of | such things as structural Seanad | 300. 7099. Where and How Many 
distribution of all retail and|Mart. It provides price feature|als, school equipment, vacuum| Buyers Are ‘here in the Cath- 
wholesale automotive outlets are/listings for models produced by cleaners, washroom equipment, | olic Institutional Market. 


shown within this brochure which | nearly every manufacturer of ma- etc. It is issued by Catholic Property) The occupational and geograph- 
contains distribution flow charts. | jor electrical appliances, television, | Administration. |ic distribution of the buyers in the 


says RICHARD A. MATTSON 
Advertising Manager 
Kawneer Company 


“I need accurate, current information on advertising 

and marketing to keep abreast of new trends. Since my time 
is limited, the summary at the beginning of 

Industrial Marketing articles gives me the ‘meat’ of the 
articles and lets me know if I should read 

them more completely. The IM studies of various company 
marketing programs also have been very 

helpful. In short, IM gives me a good perspective of the 
complete marketing field.” 


Mr. Mattson served four years as an enlisted man in World War II, 
after which he earned a B.A. degree in journalism from 

Michigan State University. In 1951, he joined the Kawneer Company 
as assistant advertising manager. Two years later 

he was promoted to the post of advertising and promotional manager 
for the architectural products firm. Mr. Mattson 

is a past president of the Niles, Michigan, Junior Chamber of 
Commerce, as well as a member of the N.I.A.A. and the 

St. Joe Valley Sales and Advertising Club. 


PIREF IE IRIE] 


says WILLIAM A, ROONEY 


Account Executive 
D’Arcy Advertising Company 


“Industrial Marketing gets top priority when it comes in the mail. 
‘Copy Chasers’ get my attention first. This department, 

together with other IM articles on copy, consistently finds its way 
into my permanent file on copy preparation material.” 


At 18, Mr. Rooney began his advertising career in a La Crosse, Wisconsin, 
department store. From there he went to St. Louis and 

Union Electric Company’s advertising department. Next were four years in 
the Air Force and a return to Union Electric before getting into 

industrial advertising with Monsanto Chemical Company. During the last four 
of his eight years at Monsanto, he served as advertising manager, 

Organic Chemicals Division. In 1954, Mr. Rooney joined D’Arcy, and is now 
industrial advertising account executive on the Standard Oil Co. (Ind.) 

and the Amoco Chemicals Corp. accounts. 


—————7, 
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Catholic institutional market are| 
shown in this folder issued by 
Catholic Property Administration. 


No. 7100. How to Reach Buyers in 
the Catholic Institutional Mar- 
ket. 

Catholic Property Administra- 
tion has issued this guide for ad- 
vertising managers, agencies and 
sales managers planning programs 
to sell to the Catholic institutional 
market. It tells how the market is 
organized for buying, important 


administrative divisions and insti- 
tutions, on whom the salesmen 
should call, who does the selecting, 
etc. 


No. 7101. Construction Reports. 

This is a monthly release by 
Catholic Property Administration 
of Catholic construction in any one 
of the following stages: (1) plan- 
ning, (b) plans completed, (c) con- 
tracts let. There is no repetition of 
listings. It is available to adver- 
tisers only. 


No. 7102. The Bakery Market. 

This is an analysis of the baking 
industry, based upon the U. S. cen- 
sus of manufactures’ last report. 
|Data was compiled by Bakers 
| Weekly. 


No. 7103. Milk Products Maps. 

This folder contains 24 pages of 
maps, graphs and tables showing 
1956 production of milk, butter, 
cheese, cottage cheese, evaporated 
milk, non-fat dry milk solids, ice 
|cream, ice milk, sherbet, soft fro- 
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| Available Market Data—Distribution 


| To secure copies of data listed, use the handy coupons 


'zen dairy products by states and 
| months. There are graphs for lead- 
ing states and months. It is pub- 
lished by Olsen Publishing Co. 


|No. 7104. Characteristics of the 
Lumber and Building Products 
Dealer Market. 

This is a 32-page report cover- 


says MARTIN B. JAEGER 


Manager of Advertising and Publicity 


Bucyrus-Erie Company 


“Industrial Marketing is high on my list of 


preferred reading. I find 


this magazine more valuable 


than any other in the field as a source of 
practical hints for solving marketing problems. My staff and 
I regard it as a fine ‘idea stimulator,’ too.” 


A graduate of the University of Wisconsin, Mr. Jaeger 

held several administrative and instructional positions in the field 
of secondary education before joining the Bucyrus-Erie 

Company fifteen years ago. In his present position (since 1954), he has 
responsibility for direction of the company’s product 

advertising and publicity programs. This includes the publishing of 
two trade magazines, Excavating Engineer and The Driller. 

Mr, Jaeger is a former chairman of Construction Equipment 
Advertisers, and a member of the Milwaukee Chapter of N.1.A.A. 


RIE ALIDING 


WITH MEN WHO MAKE 


INDUSTRIAL ADVERTISING 


1 Year (13 issues) $3 


200 EAST 


ILLINOIS STREET * 
480 LEXINGTON AVENUE * NEW YORK 17, 


CHICAGO 11, 1 
NEW YORK 


LLINOITS 


|ing a nationwide study of the fa- 


cilities, operations and products 


| sold by the retail lumber and build- 


ing materials dealers. The research 
was conducted by mail during 
summer and fall of 1957. The study 
was co-sponsored by the National 
Retail Lumber Dealers Assn. and 
American Lumberman & Building 
Products Merchandiser. 


No. 7105. Retailer Retention of 
Product Information Survey. 
American Lumberman & Build- 

ing Products Merchandiser has is- 

sued this 18-page report covering 

a nationwide study of the degree 

to which retailers actually retain 

product information furnished to 
them by manufacturers. It gives 
an analysis of 100 personal inter- 
views with retail lumber and 

building materials dealers in 48 

cities. The survey was made dur- 

ing September, 1957, by Daniel 

Starch & Staff. 


No. 7106. Sales of Builders’ Hard- 
ware and Related Items by 
Lumber and Building Products 
Dealers. 

This nine-page report covers a 
nationwide study of the sale of 
builders’ hardware and related 
items by the retail lumber and 
building materials dealers. The re- 
search was conducted by mail 
during the summer of 1957 by the 
research department of American 
Lumberman & Building Products 
Merchandiser. 


No. 7107. Sale of Paint and Sundries 
by Lumber and Building Prod- 
ucts Dealers. 

This is a seven-page report cov- 
ering a nationwide study of the 
sale of paint and sundries by re- 
tail lumber and building materials 
dealers. The research was con- 
ducted by mail during the summer 
of 1957 by the research department 
of American Lumberman & Build- 
ing Products Merchandiser. 


No. 7108. Sale of Flooring Products 
by Lumber and Building Prod- 
ucts Dealers. 

This seven-page report covers a 
nationwide study of the sale of 
flooring products by lumber and 


EIGHT times the 


coverage 


of any 
out- state 
daily 
in the 
double - rich 


market 

of 

Fargo, 

N. Dak. 
and 
Moorhead, 


Minnesota 


THE FARGO 
FORUM 
and Moorhead Daily News 


See your 
neorest 


KELLY-SMITH 
Representative 
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Available Market Data—Distribution 


To secure copies of data listed, use the handy coupons 


building materials dealers. The re-| 
search was conducted by mail dur-| 
ing the summer of 1957 by the re- 
search department of American 
Lumberman & Building Products 
Merchandiser. 


No. 7109. Sale of Plastic Laminates | 
by Lumber and Building Prod- 
ucts Dealers. 

This is a 12-page report cover- 
ing a nationwide study of the 
sales of plastic laminates by retail 
lumber and building materials 
dealers. The research was con-| 
ducted by mail during the summer 
of 1957 by the research depart- 
ment of American Lumberman & 
Building Products Merchandiser. 


No. 7110. Market Facts. 

A definition of the department 
store market is presented in this 
collection of fact sheets by store 
size and hy city size. Charts show 
sales and population plus Depart- 
ment Store Economist circulation. 
Sheets are based on the Census of 
Business of 1948 and 1954. 


No. 7111. Brand by Brand Analysis 
of 1956 Food and Grocery Ad- 
vertising Expenditures. 

According to Food Field Re- 
porter, this is the only available 
breakdown of how food and grocery 
manufacturers invested their year- 
ly advertising budget, product-by- 
product and brand-by-brand in all 
consumer media. The brands are 
listed alphabetically under each 
product group for easy reference. 


No, 7112. What the Public Spends 
for Grocery Store Products. 

This is a breakdown of total sales 
of more than 250 food and grocery 
product groups in food stores and 
in all retail outlets. Food Field 
Reporter and Food Topics have 
prepared these figures for 1956, 
1955 and 1954, together with the 
per cent of change in sales for each 
product group from one year to the 
next. A single copy is free; extra 
copies are 35¢ each. 

No. 7113. The Volume Feeding 
Market—Its Geographical Dis- 
tribution. 

This is a guide for figuring 
territorial sales quotas in selling 
to the volume feeding market. It is 
based on eating-place sales by 
dollar volume by restaurants, cafe- 
terias, caterers and refreshment 
stands as reported in the 1954 U. S. 
Census. The data was compiled by 
Volume Feeding Management. 


No. 7114. What’s Happening in 

America’s Private Club Market? 

This folder tells about the pre- 
sent boom in private membership 
clubs throughout the U. S. and how 
the market can be merchandised 
effectively. It is issued by Club 
Management. 


and 
and 


No. 7115. Chain Restaurant 
Fountain Construction 
Modernization Report. 


This monthly newsletter lists 


new stores and planned construc- | 


tion by drug, variety, department 
store, supermarket-grocery, dairy, 
restaurant and other types of 
chains operating restaurants, foun- 
tains, snack bars and other food 
and drink facilities. It has a sup- 
plementary page covering news of | 
the field, trends and developments. | 
It is issued by Chain Store Age. | 


Study. 

This booklet shows the number 
of new stores and major remodel- 
ings planned by chains in all fields: 
supermarket-grocer, general mer- 
chandise-department store, vari- 
ety, drug, restaurant, auto supply- 
hardware, apparel, shoe and 
miscellaneous fields with estimated 
expenditures in each field and 
over-all total estimated expendi- 
ture for 1958. It is published by 
Chain Store Age. 

No, 7118. Chain 
Reports. 

This monthly newsletter lists 
stores and warehouses planned or 
under construction by chains in all 
retail fields, by states and for 
Canada. It is issued by Chain Store 
Age and is free to advertisers of 
equipment, construction material, 
supplies and services and their 
agencies. 


Store Building 


No. 7119. Chain Store Age Food 
Chain Newslctter. 
This is a monthly newsletter 


which covers chain supermarket- | 


grocery sales; shows regional sales 
and changes for the latest months 
over the previous four months; 
gives the latest trends and develop- 
ments in the supermarket-grocery 
field. It is sent free to grocery 
product manufacturers and their 
agencies by Chain Store Age. 


No. 7120. Annual Retail Sales— 
Leading Grocery Chains Re- 
porting. 

This is a four-page folder giving 
total annual sales for the latest 


available period of some 40 super- | 


market-grocery chains, with num- 
ber of stores operated by each. It is 
issued by Chain Store Age. 


No. 7121. Product Studies. 

This is a series of five reprints 
of articles in Chain Store Age 
covering canned goods, outdoor 
eating, baking needs, party foods 
and pet foods. These _ studies 
include merchandising and market 
information for special classifica- 
tions of products and are valuable 
in helping manufacturers and their 
agencies plan their sales cam- 
paigns. Single copies are free; 
additional copies are 20¢ each. 


No, 7122. Chain Drug News. 

This monthly newsletter from 
Chain Store Age gives trends and 
developments in the chain drug 
store field, self-service data, new 
store openings, personnel news and 
other pertinent data. It is in two 
versions; in one, Page 4 is given 
over to merchandise and editorial 
news; in the other, this page is 
used for a pharmaceutical roundup, 
of interest to manufacturers of 
pharmaceuticals and their adver- 
tising agencies. It is sent to 
manufacturers selling the drug 


| chains and to their agencies. 


No. 7123. The Air Conditioning 


Market at the Dealer Level. 


This is a study of the size, scope | 


and brand preferences of those 
dealers who indicate that they are 
in the air conditioning business. 
Subjects covered are: Percentage 
of over-all business which is air 
conditioning; percentage which is 
heating; makes of air conditioners 
carried; size of sales and service 


|staff, etc. It is published by Com- 


mercial Refrigeration & Air Con- 
ditioning. 


No. 7124. Volume Feeding Man- 


No. 7125, What the Public Spends 
for Drug Store Products. 

This is a breakdown of total 
sales of more than 150 drug and 
toiletries product groups in drug 
stores and in all retail outlets. 
Figures are given for 1956, 1955 
and 1954, together with the per 
cent change in sales for each 
product group from one year to the 
next. Published by Drug Trade 
News and Drug Topics, one copy is 
free, additional copies 35¢ each. 


No. 7126. Brand by Brand Analysis 
of 1956 Drug, Toiletries and 
Sundries Advertising Expendi- 
tures. 

This is a breakdown of how drug, 
toiletries and sundries manufac- 
turers invested their year’s adver- 
tising budget, product by product 
and brand by brand, in all consum- 
er media. Brands are listed alpha- 
betically under each product group 
for easy reference. It is issued by 
Drug Trade News. 


| No. 7127. A Survey on Ice-Making 
Machines in the Tourist Court- 
Motel Market. 

This is an analysis of the capac- 
ity, type and age of ice making 
machines used by motels. It is 
published by Tourist Court Journal. 


No. 7128. A Survey on Swimming 
Pools in the Tourist Court- 
Motel Market. 

Tourist Court Journal has issued 
this analysis of the type of con- 
struction, dimensions, 
construction and usage of filtering 
and chlorinating equipment used 
by motels, 


No. 7129. A Survey on Soap Pur- 


Motel Market. 

This is an analysis of the brand 
of toilet soap, size and brand 
scouring cleanser used by the 
|}motels. It is published by Tourist 
| Court Journal. 
|No. 7130. A Survey on Air Condi- 

tioning in the Tourist Court- 

Motel Market. 

This is an analysis of the type, 
number and size of air conditioners 
used by the motels and the antici- 
| pated type, number and size of air 
|conditioners to be used by motels. 
|It is published by Tourist Court 
| Journal. 


| No. 7131. A Survey on Paints in the 
Tourist Court-Motel Market. 
Tourist Court Journal has made 
}this analysis of the type of paint 
j}used for interior 

decorating and the schedule for 
| painting and brand of paints used 
| by motels. 


No. 7132. A Survey on Insecticides 
in the Tourist Court-Motel 
Market. 

This is a study of the quantity 
of insecticide used and of insects 
that motels seek to control through 
the use of insecticides. It is put out 
by Tourist Court Journal. 


No, 7133. A Survey on Laundry 
Facilities in the Tourist Court- 
Motel Market. 

This analysis of the number, type 
and size of laundry equipment used 
by motels for their own laundering 
was prepared by Tourist Court 
Journal. 


No. 7134. The Key to Effective 
Dealer Merchandising. 
This is an up-to-date outline of 
facts useful in selling and adver- 
tising to the independent dealer 


planned | 


chases in the Tourist Court- | 


and exterior. 


and merchandising through the) 


Bureau of the Census, has un- 
dertaken what it calls the first 
complete and authentic census of 
the office supply and equipment 
industry. This handbook is a sum- 
mary of the statistics uncovered, 
|listed by states and covering such 
categories as dealer sales volume, 
manufacturers’ direct sales vol- 
ume and geographical distribution 
of dealers. There is also a sales 


ning future sales or charting past 
performance. It is free to manufac- 
turers of office supplies and equip- 
iment and their agencies; $5 to all 
others. 


No. 7136. Profile of a Dealer, 

This is a presentation of Office 
Appliances’ market research proj- 
ect concerning the distribution of 
office supplies and equipment. It 
covers “area served, sales volume, 
salesmen’s compensation, buying 
sources, products handled, organ- 
ization and administration, serv- 
ices, package selling departments, 
catalogs and promotion methods.” 
It is free to manufacturers of of- 
fice supplies and equipment and 
their agencies; $2 to all others. 


No. 7137. Office Appliances Blue- 
print for Building Sales. 

This is an analysis of the office 
|}supply and equipment industry 
from the merchandising standpoint 
designed as an aid to advertising 
and sales planning. It describes the 
market potential, distribution pat- 
terns, dealer characteristics and 
media influence. It is free to 
manufacturers of office supplies 
and equipment and their agencies. 


|No. 7138. Annual Survey of Pre- 
scription Sales. 

This study breaks down pre- 
scription sales by chain drug 
| stores, independents with fountains 
and independents without foun- 
'tains. The survey also tabulates 
| total number of prescriptions filled 
and the value of the prescription 
on volume for each of 25 major 
| types of prescriptions. It was com- 
|piled by American Druggist. 

No, 7139. Annual Survey of Self 
Service in the Retail Drug Field. 

This is a report on the number of 
stores in the retail 
| adopting self-service, broken down 
| by chains and independents and by 
_ sections of the country. It is issued 
| by American Druggist. 

No. 7140. Annual Survey of Drug 
Store Sales by Departments. 
This report by American Drug- 


| gist shows drug store sales broken | 
| down by 15 major departments and | 


‘by chains, independents’ with 
|fountains and independents with- 
| out fountains. 

|No. 7141. Annual Study of Drug 
Store Operations in Shopping 
Centers. 

This is a report on a study 
| showing how drug stores operating 
|in shopping centers differ from 
| other drug stores in terms of sales, 
| traffic, sales per square foot and 
|other factors. Data is broken down 
by major types of shopping centers 
|—regional, community, and neigh- 
|borhood. The report is made by 


| American Druggist. 


| No. 7142. Study of the Drug Store 
| Market for ‘Health Supports’ 
Products. 

| This study covers types of 
| products carried, number and types 
‘of stores carrying the products 
| formerly known by such names as 
“surgical supplies,” “hospital 


drug field | 


omen mae 
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|No. 7144. Fortnightly Prescription 
| Survey. 

This study by American Druggist 
| reveals the movements on 25 major 
types of prescription products. 
| Data is presented for each product 
|type, the percentage of refill, 
| percentage compounded, percent- 
|age prescribed by specialists and 
average price. It is published in 
| every issue of the publication. 


performance worksheet for plan- | 


No. 7145. The Retail Drug Store 
Market for Big Ticket Sundries 
Products. 

American Druggist presents data 
on the number of drug stores 
carrying 26 types of big ticket 
items, plus a report on why these 
products are becoming increasingly 
important to druggists. 

No. 7146. Bimonthly Survey of 

Sales Trends on 25 Major Types 

of Prescription. 

Sales for 25 major types of 


prescriptions, broken down by 
professional pharmacies, urban 
drug stores, rural drug stores, 


chain drug stores and hospital 
pharmacies, are presented in this 
report published every two months 
by American Druggist. 

No, 7147. Fortnightly Survey of 
Disease Trends. 

These are short-term forecasts 
of increases or decreases in the 
number of cases anticipated for 
each of the 10 major types of 
disease, broken down by section 
of the country, published in every 
issue of American Druggist. 


No. 7148. Fortnightly Survey of 
Trends in Over-All Drug Store 


Sales. 
American Druggist in every 
issue publishes this survey of 


trends in over-all drug store sales 
broken down by chains and inde- 
pendents. 


No. 7149. Terry Towels. 

This summary of the market 
for terry-cloth towels shows 
the best-selling color and prices in 
department stores and specialty 
shops and describes the color 
trends and importance of packag- 
ing. It is issued by Linens & Do- 
mestics. 


| No. 7150. Hang Tag Data Wanted. 

This report shows what informa- 
tion buyers of linens and domestics 
would like manufacturers to print 
on their hang tags. It is published 
by Linens & Domestics. 


No. 7151, Brassieres and Girdles— 
Best Selling Styles and Price 
Lines. 

This study gives information on 
retail sales from corset buyers in 
resident buying offices servicing 
700 department stores. The infor- 
mation was compiled by Corset & 
Underwear Review. 


No. 7152. What Do You Sell? 

A breakdown by percentage of 
| chain food stores handling the 10 
| basic categories of non-foods is 
| presented in this folder from Rack 
Merchandising. The data is broken 
down by percentage of rack jobbers 
handling these categories for 
distribution through chain food 
stores. 


No. 7153. Super Valu Study Book. 

This is a 120-page book contain- 
ing the most complete analysis of 
| food retailing ever conducted in the 
food industry, according to Pro- 
| gressive Grocer, which prepared it. 
|A complete breakdown of 638 
| product groups in terms of space 
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No. 7116. Variety Store Check List. | agement. dealer. It also contains statistical supplies” and “sickroom goods.” | occupied, profits, turnover, display i 

This four-page monthly news-| This is an annual market analy-|and editorial comparisons of publi- | Published by American Druggist.,;and innumerable other facets k 
letter summarizes chain variety|sis prepared by Volume Feed- | cations serving the industry. Copies | | about today’s supermarket opera- é 
store developments and trends,|jng Management covering food | are free to manufacturers of office | No. 7143, Influence of the Phar- | tions, is presented. A_ special 1 


monthly sales of leading variety service methods, problems and Supplies and equipment and their) macist on the Prescribing| Section is devoted to a profile of 


chains, news of the field and other | 
information. It is free to chain 
variety store suppliers and their 
agencies. Chain Store Age is the| 
publisher. 


equipment; number of units, value 


agencies. It is issued by Office | Habits of Physicians. 


‘the shopping public. One to nine 


‘of meal sales, cost of food per sales | Appliances. 


dollar; a breakdown of the various 
mass feeding institutions, etc.|No. 7135. OA Sales Planning 


Handbook. 


Charts and graphs are also in-| 


|. This survey reports the influence | Copies are $1.50 each; 10 to 24, 
‘that druggists have on the habits $1.25, and 25 or more, $1 each, 

'of physicians in prescribing drugs. | 

The marketing of new prescription | No. 7154. Electric Heating Market 


cluded in this 64-page book. Copies 
No. 7117. Chain Store Construction | are available at $1 each. 


— eS 


_ Office Appliances, in cooperation | products is also discussed. It is) Analysis. 
with Indiana University and the| issued by American Druggist. This is a_ six-page statistical 
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Available Market Data—Distribution | 


To secure copies of data listed, use the handy coupons | 


report on the growth of electric 
comfort heating for residential and 
commercial applications. Charts, | 
graphs and tables show trends in| 
equipment used, distribution of. 
electric heating and sales volume. | 
Electric Heat & Air Conditioning | 
issued the report. 
No. 7155. Major Appliance Survey. | | 
Electric Light & Power has| 
published its 28th survey showing | 
a state-by-state report on the sales | 
of major electrical appliances in| 
1956 for the U. S. and Canada. 


No. 7156. Automotive Market and} 
Media Data Folder. 

Based on the NIAA outline, this 
booklet identifies the car dealer 
market and automotive manufac- 
turing market and shows Automo- 
tive News’ coverage of each, with 
further information on the history, 
editorial and circulation policies of 
the publication. 


No, 7157. Car Dealer Market 

Study. 

Automotive News offers this) 
16-page booklet showing’ the 
results of a survey of car dealers 
and including size and character- 
istics of dealerships, types of 
mechanical and_ service work, | 
equipment and tools, and buying 
influences. 


No. 7158. 1958 Automotive News 
Almanac. 

This 300-page volume, published 
by Automotive News, contains | 
statistical data on all phases of the 
automotive industry, including} 
trends, engineering data, new and | 
used car prices, etc., plus biogra- 
phical sketches of 1,200 industry | 
leaders and personnel and product | 
information on 2,000 automotive | 
companies. Single copy costs $2.50. 


No. 7159. Electrical Merchandis- | 

ing’s January Statistical Issue. 

This 310-page issue published by | 
Electrical Merchandising offers) 
data on the electrical merchandis- 
ing field for 1957 with a forecast 
for 1958. It includes over 100 charts | 
and graphs with more than 30) 
market studies showing the degree | 
of saturation and outlook for 1958 | 
by product classification. Copies of | 
the issue are available at $2 each, | 
and a 32-page reprint of basic 
statistics is $1.50, 


No. 7160. Fish Boat Market and 

Media Information. 

Published by Fish Boat, this 20- | 
page booklet covers the fishing | 
market with details on capital | 
investment in fishing craft, value | 
of catch, number of fishing craft | 
by area, illustrations of fishing | 
vessels with construction specifi- | 
cations and history and circulation | 
data on the publication. 


No. 7161. Equipment Serviced by 
Industrial Electronic Techni- | 
cians. 

Electronic Technician offers the | 
results of a survey conducted by a 
major electronic manufacturer) 
among factory authorized service | 
stations which shows ten major 
categories of industrial electronic 
and communications equipment 
serviced by them and trade publi- 
cations most read by them. 


No. 7162. Jobber Sales of Wired 
& Kit Test Instruments. 

This report shows percentages of 
increase and decrease in wired and 
kit test equipment sales for 1956_ 
and 1957, compared to 1955. Pub- | 
lished by Electronic Technician. 


No. 7163. New Directions in High 
Fidelity. 
Electronic Technician has pub- 
lished this newsletter showing the 
basic philosophy in marketing hi-fi 


‘the number of technicians, and 


|local level. These methods include 
|control of the sale through “Land 


'“Dealers entering the construction | 


products with details on the chang- 
ing market trend to mass consump- 


tion, middle-price lines and dis-| 
count practices. 


No. 7164. Electronic Components | 
Purchases. 
This market survey, published | 

by Electronic Technician, shows 


The Dominant Selling Force in Kansas Agriculture 


Issued Semi-Monthly in State Farm Paper Format 


number of transistor, semiconduc- ne ° ° 
tor, foreign tube and industrial | Jy Intensive Coverage of Commercial Farms 


tubes they purchase. . > 
| # Edited 100% for Kansas Agriculture 
Be 
| 


SOON TO BE PUBLISHED 
” ee A “Top Third” Farm Income State 


No. 7165. Revolution in Retailing. : : 

Scheduled to be published later 90.3% of Readers Live on Farms 
|this year, this 48-page booklet 
shows the methods being used by 
the nation’s lumber and building 
material dealers to control the| 


| 


sale of building materials at the} 


SALES OF FICES: New York, Chicago, Cleveland, Topeka and Los Angeles 


Development,” “Local Prefabrica- 
tor,” “Builder Financing,” and 


WHERE 
DRUG SALES 
ARE GREATER 


SOUTH BOSTON 


DANVILLE 
* 


a 
MOUNT AIRY 


REIDSVILLE 
* 


| WINSTON-SALEM [ume mricca THAN IN ANY OTHER 
HILLSBORO 
“a nye "DuHaM 


| METROPOLITAN MARKET 
oe CHAPEL HILL 
sme) IN THE TWO ; 


= CAROLINAS 


“wee CARTHAGE 
— 1ROv 


(Stations) yaugn POH cong —M 


Gree Heaton fn Fores Come 8 
mer ® 


Staal Carolina's INTERURBIA . 

_ politan market in the two Carolinas. INTERURBIA plus 
the entire Prosperous Piedmont is yours with WFMY 
“tv oe / where — Sales alone exceed Dini 712,000. 


Represented by 
Harrington. Righter & Parsons, inc 
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lion dollar buying power . . 


and Metropolitan Areo . . 


two paper buy 


Knoxville’s mew two paper buy has just been launched . . 
economical buy of 180,226 circulation in a 42 county trade area with | %2 bil- 
. and ot a new low line rate of only 46c. 


NEWS-SENTINEL 


A SCRIPPS-HOWARD NEWSPAPER 
Evening and Sunday 


The News-Sentinel and Journal offer exceptionally high coverage in City Zone 
. plus over 40% coverage in 16 counties and over 
20% in 25 counties. An excellent test market . . . a rich sales area . . . Knox- 
ville deserves an “’A”’ schedule on your list. Write for our brochure on this new 


THE KNOXVILLE NEWS-SENTINEL COMPANY 


Publishers Of 


| THE KNOXVILLE 


Agents For 


Journal 
Mersing Except a 


. now offering an 


Che Knoxville 
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Available Market Data—Distribution 


_To secure copies of data listed, use the handy coupons 


Leather Goods (1958 Edition). 

Luggage & Leather Goods will 
bring out this study of the size of 
No. 7166. Toys as Premiums (1958|the industry and retail sales in 

Edition). June. 

This fourth annual survey will | 
report on which toys are current- 
|ly most important to the premi- 
/um fields. It is put out by Pre- 
mium Buyers’ Guide. 


business.” It will be published by 
Building Supply News. 


No. 7170. The Farm Supply Mar- 
ket Through Farm Stores. 
Detailed information on the size 
of the farm supply market and of 
market trends, number of dealer 
No. 7167. The Market for House-| units with types and the amounts 
wares. of product sold will be offered by 
Housewares Review will pub- | Sept. 1 in this brochure to be is- 
lish this study of the distribution|sued by Farm Store Merchandis- 
of housewares and allied items by | ing. 
type of outlets in June. 


No. 7171. Facts & Fallacies in 
No. 7168. The Market for Luggage Selling the Aircraft and Mis- 
(1958 Edition). siles Industry. 

This booklet covering the size| Because of the evolution in the 
of the industry, retail sales, style,/role of procurement during the 
/price and selling features will be|last three years under the weapon 
issued in June by Luggage &)|system concept, many suppliers do 
Leather Goods. not realize how their sales strate- 


gy is affected. Many are follow- 
No. 7169. The Market for Small|ing the old assumption that buy- 


eames ak GN 


Oscar Smiel, 
Intaglio’s Vice President 
in Charge of Manufacturing 


It's a matter 
of time and taste.— 


Gravure processing calls for many 
skills, types, trainings and temperaments, 
abilities and knowledge—but basically it’s 
a matter of time, taste, and judgment! 

At Intaglio, our technical craftsmen 
have these three fundamental qualities 
developed by years of experience. Our 
Intaglio cameramen, printers, etchers, 
finishers, and proofers know that only 
the best production is good enough for 
your gravure! 

More than two decades ago, Intaglio 
first established—and still maintains— 
the reproduction standards in gravure 
publications. It has continually devised 
better techniques, and developed much 
of the most modern equipment we use. 
And it is the leader in research studies 
—the servicer holding the first charter 
membership in Gravure Research, Inc. 


Intaglio is recognized for its quality 
at every step in gravure. And Intaglio is 
easy to use—we take your original art 
and copy, make color separations, deliver 
full value positives and provide final 
proofs for your approval and guidance 
of the printer. 


Besives our fine craft production for 
publishers and gravure advertisers, we 
process top quality packages, labels, 
cartons, and wrappers for printers in the 
packaging field. 

To assure finest results in gravure, 
entrust your production to Intaglio. With 
morethan four hundredskilledcraftsmen, 
four plants in New York, Chicago, Detroit, 
and Cincinnati... Intaglio delivers the 
best in gravure! Our six offices are at 
your service. Call us today! 


ing is dictated by engineering 
only. This booklet, to be pub- 
lished in June by Aeronautical 
Procurement, will point out the 
old fallacies and the new facts. 

| 


|No. 7172. Analysis of Purchasing 
| Responsibilities in the Restau- 
rant Field. 

Some time this summer Insti- 
tutions Magazine will issue this 
|survey covering purchasing pat- 
terns and responsibilities as re- 
|ported in a mail questionnaire di- 
jrected to the entire membership 
'of the National Restaurant Assn. 
It will include the factors of con- 
trol, influence and specifications 
as they affect the purchasing 
function. 


No. 7173. Water Systems Survey. 

This will be a complete analysis 
of the water systems market in 
farm homes and other farm build- 
ings, non-farm houses, resorts 
and summer cottages, industrial, 
commercial and institutional 
buildings and lawn systems, irri- 
gation, etc. It will be issued later 
this year by Domestic Engineer- 
ing. 


No. 7174. Market Study of the 

Chain Variety Store Field. 

Around Aug. 15 Chain Store 
Age will issue this brochure cov- 
ering total chain variety store 
|sales for 1957, sales by depart- 
ments, merchandise trends, dis- 
play techniques, how variety 
chains buy, variety chain build- 
ing activities and other data. 


No. 7175. Marketing Map of the 
Chain Variety Store Field. 

This map will show the loca- 
tion by states of 12,322 stores op- 
erated by 1,620 chains of two 
stores or more, sales for 1957 of 11 
leading variety chains, sales of 
single variety stores, total nation- 
al volume, major warehouse loca- 
| tions and cities with chain buying 
‘and district offices, sales by mer- 
chandise departments and other 
{important data. To be issued by 
Chain Store Age about Aug. 15, 
single copies will be free; three 
or more copies, $1 each. 


No. 7176. Just What Do Chain 
Food Stores Sell? 

This will be a four-page re- 
print from the July “Grocer’s 
Manual” issue of Chain Store 
| Age. It will show sales by com- 
_modities, with percentages of total 
‘sales in 1957, total sales and sales 
per store per week by merchan- 
dise categories, according to profit 


Intaglio SErViCE corPorATION eroupe. 


America’s First Gravure Servicers 
305 East 46th St., New York, New York—731 Plymouth Court, Chicago— 

1828 Lewis Tower Bldg., Philadelphia—Intaglio-Cadillac, Inc , 40 Hague Ave., Detroit— 
369 Pine St., San Francisco—1932 Hyperion Ave., Los Angeles—2264 Bogen St., Cincinnati 


No. 7177. Restaurant-Fountain 
Market Study. 

This booklet will give volume 
,and number of stores operated by 
|restaurant, drug, variety, dairy 
|and other types of chains operat- 
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ing food serving units, trends and 
developments in chain restaurant-| 
fountain merchandising, annual 
expenditures for new equipment, | 
services and supplies and other | 
pertinent data. It will be issued 
Aug. 29 by Chain Store Age. 


No. 7178. Annual Survey of Sales 
Per Square Foot in the Average | 
Drug Store. 

This survey, to be published | 

June 30, will show sales per square | 

foot for each of the major de-| 

partments in the average drug | 
store. The figures are given sep-| 
arately for the average chain drug) 


by product and brand by brand, 
in all consumer media. The 
brands are listed alphabetically 
lunder each product group for 
easy reference. It will be avail- 
able June 16 from Drug Trade 
News. 


No. 7186. What The Public Spends 
for Drug Store Products. 
Available July 28, this will be a 
breakdown of total sales of more 
\than 150 drug and toiletries prod- 
uct groups in drug stores and in 
all retail outlets. The figures are 


| given for 1957, 1956 and 1955, to-| 


gether with the per cent change in| 


store, for the average independent | |sales for each product group from | 


without fountain. It will be is- 
sued by American Druggist. 


No. 7179. Annual Survey of Drug | 
Stores Operating Soda Foun- | 
tains. 

This study of drug stores oper- 
ating soda fountains will include 
data on the number of stores 
maintaining separate ice cream 
cabinets. It will be issued in the 
fall by American Druggist. 


No. 7180. Marketing Map of the 

Chain Drug Field. 

This map, to be issued in June 
by Chain Store Age, will show the) 
locations by states of stores op- 
erated by drug chains of three. 
stores or more, city locations of) 
headquarters buying offices and | 
branch offices of chains of two) 
stores or more; department break- | 
down of sales groups; how drug 
chains buy and sell; sales by mer- 
chandise departments; and other | 
pertinent facts on this market. 
Single copies are free; three cop-| 
ies or more, $1 each. 


No. 7181. Study of Heating, Air-| 
Conditioning and Refrigeration | 
Sales Outlets in 21 Metropoli- | 
tan Areas. 

This study of the number of 
organizations selling heating, air 
conditioning and_ refrigeration 
equipment by metropolitan areas 
will be out around July 1. It in-| 
dicates those who do heating) 
alone, air conditioning alone and | 
refrigeration alone and complete 
functions of the above. It will be 
issued by Industrial Publishing | 

Group. 

No. 7182. Refrigeration and Air-| 
Conditioning Wholesaler Study. 

This is the second in a series| 
of studies to define size, scope) 
and brand selling habits of re- 
frigeration and air conditioning 
wholesalers. It will be available 
about July 1 from Industrial Pub- 
lishing Group. 


No. 7183. What the Public Spends 

for Grocery Store Products. 

According to Food Field Re- 
porter and Food Topics, this will 
be the only available breakdown 
of total sales of more than 250) 
food and grocery product groups 
in food stores and in all retail, 
outlets. Figures will be given for | 
1957, 1956 and 1955, together with | 
the per cent change in sales for| 
each product group from one year 
to the next. Available Sept. 1, a 
single copy will be free, additional 
copies 35¢ each. 


No. 7184. Brand by Brand Anal- 
ysis of 1957 Food and Grocery 
Advertising Expenditures. 

Food Field Reporter will offer 
this breakdown on June 23 of how 
food and grocery manufacturers 
invested their yearly budget, 
product by product and brand by 
brand, in all consumer media. 
The brands are listed alphabeti- 
cally under each product group 
for easy reference. 


No. 7185. Brand by Brand Analy- 
sis of 1957 Drug, Toiletries and 
Sundries Advertising Expen- 
ditures. 

This will be a breakdown of 
how drug, toiletries and sundries 
manufacturers invested their 


yearly advertising budget, product 


one year to the next. Copies will| 
be available from Drug Trade) 
News and Drug Topics, one copy | 
free, extras 35¢ each. 


No. 7187. Inside Information on 
Today’s Tourist Court Market. 


Available in June, this will be} 


a study of the motel itself, the) 
(restaurants, | 


facilities it offers 
swimming pools, etc.), a break- 
down of expenditures for con- 
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CHARLESTON, WEST vm wom = 


The State Newspaper 


BEGINNING APRIL 1, 1958, 
when the two Charleston news- 
papers were offered in combination 
the strongest sales force in West 
Virginia came into being. It was 
a case of the Top Two newspapers 
joining forces in West Virginia’s 
No. 1 Market. 

The Charleston Market is clear- 


Publishers: NEWSPAPER AGENCY CORP.—Reps: JOHNSON, KENT, GAVIN & SINDING, INC. 


ly defined—almost 200 air miles 
any direction to the nearest major 
city—Cincinnati, Pittsburgh, Co- 
lumbus, Richmond. 

Such is not the case with broad- 
cast media. Our newspapers print 
the logs of five TV stations. Five 
are within our coverage area. These 
plus 19 Radio stations fight fierce- 
ly for “lookers and listeners” in 


— West Virginia’s Pree Sales Force 


the 23 counties that comprise The 
Gazette-Mail Market. 

Why gamble on being “seen or 
heard” in all this confusion of 
“sight or sound.” Buy Charleston’s 
combined newspapers and make 
certain that your message has a 
chance to be read in this Million- 
Plus Market. Use West Virginia’s 
strongest sales force. 


Columbus has healthy 
job balance! 


GONT. | [05 z 


Steady flow of payroll in Columbus permits long range 


community. 


INDUS- 
T RIAL 


18.6% 


[HOLEsAlE 


REIAIL | 


W7% 


Columbus economy . . 


Columbus is a major governmental 
and educational community, 
an important wholesale and 
transportation center. More 


Manufacturing provides 28.6% of 
our workers with a livelihood. The 
balance are employed in a wide di- 
versity of occupations. 


sales planning. Growing industrial activity is important to 
. but no one industry dominates our 


than 30%, of our employed 


(ureuci 64% 
L 


are engaged in a wide vari- 
ety of services. Jobs which 
do not depend on tomor- 
row's business index 
contribute to the sta- 
bility of Columbus. 


seRIee |303% 


Enjoy steady sales 
progress with a con- 
sistent campaign in 


644,882 


population and stili growing 


Size, growth, prosperity . 


Test Market. 


OTHER | AS ¥ 


The DISPATCH! 


. . and Dispatch 
market studies make Columbus a preferred 
Many famous brand names 
were introduced first in Columbus. 
today for our Test Market booklet. 


Write 


The Columbus Dispatch 


Ohio's Greatest Home Newspaper 


Represented by: O'MARA & ORMSBEE, INC. 
New York, Chicago, Detroit, San Francisco, Los Angeles 


McASKILL, HERMAN & DALEY, INC. 
Miami Beach 


magel ater ee nc 3 See Se eee Se hey gece, Rye a est ee ek? f 
- = , : ss hie PS Re. xs TW a le = Selah EPs eat gs eee ok oe : # 
_ —— = —e —S.) ae : Pe are baal ee a pa. : : ic Wane alan gM ete cli iS diee ao e si = 
: "* : ‘ ‘ P = 
ee by J 
; 
| 141 
iy 
4 ee bY ate or Sy Ee ee ics iat Bi pcb ei Pe ae Weg RN oe PRCT A ee x 
3 . il _ Sts 
2 x 
Be: CITY EDITION 2 
2 “ . . . 
‘ : FoREC AST — aneby ond & a 
ie ad aed chowers west ond tee | 
; | AZETTE-MAIL 9 22722 _| | 
Be — KS sore | 
B ce & Chasen, ©. Vo, Aprit &. 1908 © 198 Pagee—f Sevtions—20 Comte | . 
| . ’ “me yet comrprnte Pe oraree site ree omen wae astsee asp * , | 
| ne Se | >4 eeeeeree 
eases: ai NIGHT 
a é: EDITION x 
a a ae ae TR, oe CENTS 
Gazette & 
cay OP ut 
five Comte Sel | ~ 
| | 
| \} 
Pe } 
| | 
| 4 
| 
| ‘ 
| : ; 
| i 
<ortarer zs 
Bo ” 
| a 
| . 
7 ee ‘ 
| } 
| ee it : 
| COLUMBUS eS er 
| senaaes : 
: fe ie 
ss FS ih 
| Bee fe as 
e SESS 
= be ee ss co a re 
j — Palteeeee SS scratonncal Se . " escaletetetenac oes SS Ye ; 
| uit ee Sees Siamese Ge 8 SR Setncin, aera 
i ee gee eee. > se a ee Sou ean ee i, 
4 2 ES Psssevg SERRE es, SE Sea Likauenete es eee, aig 
| Eee cae SERBS es ° Seater Susana usa ae 
| ES Sooke as ES aww Sateen Se ce 
} | TES Le Bere posi Soe RS Bae 
Ri Soe rare 
| ban al Se ba 
] | : : z 
| | ae 5 : 
| =e 
ee ae 
| eS Aa 
| Sees 
ee 
| - 4 
| | PO a : 
4 
Cae 
us. oe ‘x +. rad 2 
HE peered Pe ti ee ; : 
ee cs en eins ee ii tear, Seance ieee mee ot spi ee oe : | 
a Reach cline ease aig ee ae ee ; i. 
bores ieee ees are = nag ee soup timers hel am Cera es 5 ae ve ete am eon Cag One eee Men a ae hare 
sys bie Be fs pare gums aK ie arse 8 oe Sa ane ae ake gimeratee can Malek a Pettey? Fuses Des Paras (are OP et ath csinreas sr ie ee chs ‘ rhe 
 ¢ ea ge amine,” eae! eae ik ck CHEE Ss AON uae oC ae eee ee i phon Bo bit rue a = eager gs reas Fa BI Re A PMO ee LL. ee | 
Fie! 2: RinEa IMEI SRR ho I SO Sea ree 2 ees how ee roe Cie Ee Dat ee er ee ae 
ne ee ets, 1s Ns itv ees i erie pee, LeanNC hy meetin nar Oe ee ee te fal he pace een es Di Sere yercsler emacs 2 i tA age? 
7 r a eae Pare see Me as i, oes ate: ath estate aay, el oleae SS ene ps A es ae eal as —— 
Seg COP IS epee tie, inde ie pies, Te OMY si Mek he atte mete on Jogger ane paras ge we 


142 


Look what’s happening in South Bend! 


There's a bushel full of encouragement in looking at 
the things that are happening, and have eemueed, in 
South Bend, Indiana. This is a prosperous market, with 
the highest per capita Effective Buying Income in In- 
diana*. It is second in Indiana in Total Retail Sales 
and Total Effective Buying Income. The best part of the 
story is that you can saturate this market with only one 
newspaper—The South Bend Tribune! Write for free 
market data book. 
*South Bend-Mishawaka City Corporate Area 
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iz Ori by un e : 7 Counties, 1/2 Million People 


Franklin D. Schurz — Editor and Publisher 
STORY, BROOKS & FINLEY, INC. + NATIONAL REPRESENTATIVES 


To secure copies of data listed, 
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‘Available Market Data—Distribution 


use the handy coupons 


struction, fixtures, furnishings, 
|soft goods, supplies, etc. It also 
will cover anticipated new con- 
struction, expansion and everyday 


expenditures. The Tourist Court 
Journal will issue it. 
No. 7188. 1957 Year-End Survey 


of the Baking Industry. 

| This year-end survey of the 
| baking industry in 1957 breaks the 
/country down into five areas and 
| analyzes each area in terms of 
poundage of various baked goods 
| produced, gross profits, advertis- 
| ing allowances and other pertinent 
data. Published by Baking Indus- 
try. 


|No. 7189. Baking Industry Market 
| Data Information. 

| This series of articles published 
| by Baking Industry includes in- 
|formation on equipment and in- 
gredients used by the baking in- 
| dustry. 


i 


Deuble talk : i that’s true! 


‘es 


And no medium is more effective 


bled het orm fo 
i earn more, live better a 
ee nore Soles Hike year, 


call any SF office now! 


No. 7190. Meat Packing Survey 
and Directory. 

Western Meat Industry has pub- 
lished this pamphlet listing 1,- 
500 meat packers and processors 
in 11 western states by state, com- 
pany name and address, and type 
of operation. Includes’ charts 
showing production and consump- 
tion trends and is available at $2 
per copy. 


No. 7191. Western Livestock 
Slaughter Data. 

This folder presents statistics 
showing western slaughter by 
state for cattle, calves, hogs, sheep 
and lambs for 1956 and 1957. Pub- 
lished by Western Meat Industry. 


No. 7192. Meat Distribution in San 
Francisco. 

This two-page report shows dis- 
tribution channels for fresh meat 
and cured pork in the San Fran- 
cisco area and is published by 
Western Meat Industry. 


No. 7193. California Processed 
Meat Data. 

| Western Meat Industry offers 
this information showing monthly 
production of sausage, processed 
pork and beef, lard and shorten- 
ing by months, for 1957, in plants 
operating under California state 
and municipal inspection. 


No. 7194. The Multi-Billion Dollar 

Office Market. 

Office Management offers this 
folder containing data about the 
market for office equipment in- 
cluding machines, furniture, sys- 
tems, services and supplies. 


No. 7195. The Office Equipment 
} and Stationery Dealer Market. 

This file folder, published by 
Geyer’s Dealer Topics, offers de- 
tails on products handled by sta- 
tionery dealers, by size and per- 
centages. 


|No. 7196. Statistical Outline of the 

Gift Industry. 

Gift & Art Buyer offers tabu- 
lated results of a survey giving a 
definition and scope of the gift 
industry, dollar and product vol- 
ume, and profile of the gift dealer. 


No. 7197. The Soft Drink Industry. 

This illustrated brochure, pub- 
lished by National Bottier’s Ga- 
zette, offers a detailed analysis of 
the soft drink industry including 
per capita consumption by state, 
materials used in production, and 
illustrations of manufacturing 
| Processes. 


iNo. 7198. The Manufacturing Meat 
Industry. 

National Provisioner offers this 
material describing the manufac- 
turing meat industry with data on 
plants, what and how they buy, 
production figures and how to sell 
the market. 


No. 7199. LP Gas Motor Fuel Sta- 
tion Directory. 

A listing of over 4,000 service 
stations and bulk plants where lp 
gas is available for fueling cars, 
trucks, buses, etc., is offered by 
LPGA Times. Data is arranged 
alphabetically by states. 


No. 7200. The Ice Cream Market. 
Market facts about the ice cream 


x 


industry are presented in this 
booklet by Ice Cream Review. In- 
cluded is data on production of all 


|frozen dairy products by state for 
|1956, outline of recent trends in 
|the field, and a list of products 
bought by the ice cream industry. 


No. 7201. Motor Truck Operations 
of Cleaners and Dyers. 
National Cleaner & Dyer pre- 
sents data on the use of motor 
trucks in the industry including 
the number of trucks in operation, 
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number purchased in 1957 and 
buying plans for 1958. 


NOTE: Most items listed here 
are available without charge, but 
not all. Those requesting material 
which bears a price will be billed 
at the stated price by the pub- 
lishers. 


No. 8000. Review and Forecast of 
the Concrete Industry. 
A report on the ready-mixed 


Chart. 

This 11x17” diagram shows the 
movement of primary metals from 
the mine to the consumer through 
the producer, distributor and man- 
ufacturer. Published by American 
Metal Market. 


No. 8011. It’s an Engineer’s World. 


Petroleum Engineer Publishing | data on the textile industry includ-|bon, ie. as a decolorizing and 


Co. offers this brochure describing 
the $8.5 billion petroleum industry 
and points up the various areas of 
this industry served by its four 
publications in the industry. 


No. 8012. Map of U. S. Metalwork- 
ing Markets. 


concrete, concrete block, pre- 
stressed concrete and concrete pipe 
industries with information on 
production declines and increases. 
Published by Modern Concrete. 


No. 8001. Review and Forecast of | 
the Pit and Quarry Industry. 
Prospects for pit and quarry ma- 
terials in 1958 are good, according 
to this review by Pit & Quarry 
which covers construction, cement 
production, aggregate industries | 


Steel offers this 23x35” map 
showing the concentration of met- 
alworking employment by coun- 
ties, and gives a breakdown of the 
number of plants, total metalwork- 
ing employment and per cent of 
metalworking employment by 
counties in the U.S. 


No. 8013. Facts and Figures of the 
Metalworking Industry. 

Charts, graphs and statistics are 

contained in this 46-page booklet 


|markets, trends and raw materials. 
Published by Ceramic Industry at 
$2 per copy, with quantity dis- 
counts available. 


|No. 8136. Textile Industries Mar- | 


ket and Media File. 
This folder, published by Textile 
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Available Market Data—Industrial 


| To secure copies of data listed, 


use the handy coupons 


Industries. 
This report, published by Chem- 
ical Engineering, lists the products 
and processes in the chemical pro- 


Industries, offers general market | cess industries using activated car- 


ing a state-by-state breakdown of | purifying agent, solvent recovery, 
mills and machinery in the United absorbent for gases, and a catalyst 


Pulp and Paper Production. 

This study, published by Paper 
Industry, covers the consumption 
of chemicals used to a major ex- 
tent by producers of pulp and 
paper, and is offered free to com- 
panies serving manufacturers of 
pulp and paper. 


and other non-metals in this field. published by Steel, which analyzes 
markets and trends in pricing, 


States and Canada. Also included 


‘fibers through a mill to the fin- 
ished cloth, and media data on the 
publication. 


No. 8025. Porcelain Enameling 
‘Know-How’. 

Ceramic Industry also offers this 
108-page booklet with many ideas 
l'on the manufacture of porcelain 
enameled products and processes 
involved, and includes data on 
market trends and raw materials. 
Price is $2 per copy, with quantity 
discounts available. 


No. 8026. Electronic and New Cer- 
amics. 

The new field of electronic cer- 

amics is discussed in this 36-page 


| and catalyst carrier. 


is a pictorial chart of the flow of | 


|No. 8035. Materials Handled by 
Continuous Conveyors in the 
Chemical Process Industries. 

| The use of continuous conveyor 
|materials handling methods in the 
|modern chemical process plant is 
|discussed in this 12-page booklet 
published by Chemical Engineer- 
| ing. Data sheets report production 
|data for some of the raw materials 
and finished products handled by 
| this method in the industry. 


No. 8036. The Market for Chemi- 
cals and Equipment in the Lime 
and Cement Industries. 
This report, published by Chem- 
ical Engineering, offers a summary 


No. 8044. Use of Plastics and oth- 
er Materials in Patternmaking. 
Modern Patternmaking offers 
the results of a survey of their 
readers showing the use of plastics 
and other related materials in 
| patternmaking. 


No. 8045. Reinforced and Lamina- 
ted Plastics in the Electrical 
and Electronic Industries. 

Insulation reports the results of 

a survey showing the use of rein- 
forced and laminated plastics in 
the electrical and electronic indus- 
tries, with data on forms used, 
applications, properties desired and 
other pertinent information. 


of the lime and cement industries | No. 8046. Wool Textile Review. 


booklet published by Ceramic In-|including data on production, sta- | 


Journal of Commerce offers this 


No. 8002. Lightweight Aggregste | rae labor and production in 


Plant Map. 


all areas of the metalworking in- 


dustry, and includes data on new tistics, plant capacity of leading booklet giving an analysis of the 


'products and processes, markets, cement producers, chemicals used|supply and demand of wool, the 
| trends and raw materials. ,with cement and 1956 equipment | place wool has in the textile mar- 
| |expenditures for both industries. ket and methods of increasing its 
No. 8027. Corporation Members of | | usage. 

The American Ceramic Society.| No. 8037. 1958-59 Chemical Engi- | 


This map, published by Pit & | dustry. 
Quarry, shows plants producing ; 
lightweight aggregates in the U. S. | No. 8014. What Metalworking 
Management Expects in 1958. 


by location, type and brand name , : 
This eight-page booklet contains 


of aggregate produced. Price is 35¢| ne £ ; é‘ : , 
pong wi quantity prices avail- | predictions on trends in profits,) This directory lists approximate- | neering Data File. . No. 8047. Plant Location Survey. 
2 This six-page folder describes! To assist plant location deci- 


able. ‘costs, new product development, ly 400 companies with their . epee 
‘sales costs and other important | addresses, officials and brief des- 1957 capital spending in the chem- sions, the Journal of Commerce 
t areas of the metalworking indus- | cription of their products and/or ical process market, number of has published this booklet contain- 
try. The report is based on a survey | services. Published by American Plants and employes and other ing a list of industrial districts 
pertinent industry information. | throughout the U. S., giving the 


of general managers of 7,500 Ceramic Society Bulletin. . . : : 
Published by Chemical Engineer-| name of each district, its location, 


No. 8003. Portland Cement Plan 
Map. 
This map shows Portland Ce- 


ment producing and distributing | P/@ts conducted and published by 


plants in the U.S., Canada, Mex- | 


ico, Cuba and Puerto Rico, with in- | 
formation on process used and) 
brand name. Published by Pit & | 
Quarry at cost of $1 each, with 
quantity prices available. 


No. 8004. Prospects for Growth of | 
American Economy. | 
McGraw-Hill Publishing Co. of- 
fers this booklet which traces the 
growth of American industry and 
economy to 1957 and projects) 
growth prospects to 1975. 


No. 8005. Business Plans for New| 
Plants and Equipment, 1958-| 
1961. 

This booklet tells of industry’s 
plans for capital spending on new 
plants and equipment in the years 
1958-1961, as based on surveys of 
McGraw-Hill’s department of eco- 
nomics and published by McGraw- 
Hill Publishing Co. 


No. 8006. Industrial Indices. 
McGraw-Hill offers this pam- 
phlet containing 13 basic industrial | 
indices such as cost of living, gross 
national product, etc., with month- 

ly figures for 1957. 


No. 8007. A Look at 1958—Pulse- 
beat of Industry. 

A comprehensive report by the 
editors of McGraw-Hill Publishing 
Co. on major industries; their pro- 
gress in 1957 and prospects for 
1958. Includes such industries as 
aircraft, atomic energy, metal- 
working, food and many others. 


No. 8008. Electric Utilities Boom 
Year. 

Public Power offers this pictor- 
ial report on expansion of local 
publicly owned electric utilities in 
1958. 


No. 8009. Metal Statistics 1958. 

This 860-page volume contains 
over 400 statistical tables covering 
metals, metal products, ores, etc. 
It lists prices, production, con- 
sumption, shipments, imports and 
exports, and includes a buyers 
guide of metals and suppliers. 
American Metal Market offers this 
in paper-back edition at $1. 


No, 8010. Metal Market Flow 


No. 8015. Metalworking Markets | 


in the United States. 


Steel offers this 246-page book, 


which gives a complete census of 
all metalworking plants in the 
U. S. which employ 20 or more 
persons. It includes information 
on the industry, how to determine 
market potentials 
data by counties and states, and is 
available at $25 per copy. 


No. 8016. Digest of Metalworking | 
Markets in the United States. | 
A 30-page booklet offering a| 
condensed version of the informa- | 
tion contained in item No. 8015,) 
published by Steel. 
| 
No. 8020. How to Sell a Brick 
Plant. 


and national | 


No. 8028. Scope and Size of U. S. 
Ceramic Production. 

This four-page folder published 
|by American Ceramic Society Bul- 
letin reports on the $5 billion cer- | 
amic market with detailed figures 
on costs, value and capital expen- 
ditures. 


No. 8029. The Chemical Engineer. 

A four-page booklet, published 
by Chemical Engineering, this des- 
cribes the role of the chemical 
engineer in the purchase of chem- 
icals, equipment and services. 


No. 8030. Use of Electrical Energy 
in the Chemical Process Indus- 
try. 

The amount of electrical energy 
consumed in the chemical process 
industry versus all manufacturing 
is presented in this booklet pub- 


ing, the booklet also tells how the 
| publication reaches this market. 


No. 8038. The Market for Water! 
Treatment Chemicals. 

This booklet, produced by Chem- | 
ical Engineering, lists the chemi-| 
‘cals used in water treatment and | 
|quantities consumed during 1956 
‘with the latest information on the 
softening of hard water, ion ex- 
change, water purification, deaera- 
tors and deodorizers, chlorination 
| and fluoridation. 


No. 8039. Tool Engineer Market 
and Circulation Data. 
Based on the NIAA media form, 
|this booklet published by Tool En- 
gineer describes the function of 
tool engineers, the range of their 
activity, and how this publication 
reaches them effectively. 


Brick & Clay Record publishes| lished by Chemical Engineering. | 


this pamphlet which points up| 
equipment used by brick and 


heavy clay products manufactur-|ments of the industry and gives | 


Statistics and charts show con- 
sumption and purchases by 18 seg- 


|No. 8040. 1958 Pulp and Paper 
Map. 
| The pulp and paper industry of 


ers and how to reach the men with|energy requirements of various the U.S. is pictured on this 42x58” 


the buying power. 


No. 8021. The Story of Lightweight | 
Clay Aggregate. 

Reprinted from the pages of | 
Brick & Clay Record, this booklet 
offers a series of plant descriptions 
showing how lightweight clay ag- 
gregate is made and with what 


|equipment, including a full study 


of the methods used. 


No. 8022. The Ceramic Market. 

A four-page folder telling of the 
ceramic market’s future is offered 
by Ceramic Industry, with specific 
examples of production figures in 
various phases of the field, and a 
comparison of media in this field. 


No. 8023. Ceramic Industry Mar- 
ket Wall Chart. 

A projection of business in var- 
ious phases of ceramic production 
through 1967 is presented in this 
26x44” wall chart published by 
Ceramic Industry. Graphs are 
shown for such materials as glass 
fibers, tile, electronic ceramics, 
and others. 


No. 8024. Glass ‘Know-How.’ 

This comprehensive 104-page 
booklet includes many ideas on 
glass-making and its processes 
with additional information on 


processing operations. 


No. 8031. Buying Influences in the 
Chemical Processing Industry. 
The results of a survey of Chem- | 
ical Engineering readers is report- | 
ed in this booklet which shows the | 


influence of various officials in| 


ials for the chemical process indus- 
tries. 


No. 8032. The Chemical Market in 
the Petroleum Industry. 


Engineering gives a detailed anal- 
ysis of the petroleum industry’s 
use ef chemicals, citing different 


used. 


No. 8033. The Chemical Process In- 
dustries as a Market for Pumps. 
The chemical process industries 
is the largest industrial market for | 


buying equipment and raw mater-| 


This 30-page report by Chemical | 


types and volume of materials | 


wall-size map offered by Fritz 
|Publications at $7 prepaid with 
order. The map contains an in- 
|dexed list of all active U. S. pulp 
|/and paper mills, showing products 
and daily capacity in tons. 


No. 8041. The Use of Mechanical 

Equipment in Forestry Opera- 
tions of Pulp and Paper Mills. 
| This survey of forest managers 
covers problems involved in fores- 
\try operations and how they are 
| solved; various types of mechanical 
‘equipment being used, how they 
are used, number used, and life of 
unit. Also includes respondents’ 
suggestions for improving current 
equipment and suggestions for new 
equipment. Offered free by Paper 
Industry to companies that serve 
manufacturers of pulp and paper. 


No. 8042. Use of Conveyors by 
Pulp and Paper Mills. 
How conveyors are used in pulp 


pumps, according to this detailed and paper mills is discussed in this 
report by Chemical Engineering. booklet published by Paper Indus- 
It includes such data as the types, | try. Data includes brands used, size 
sizes and number of pumps used | of conveyor, number used, products 
by different segments of the indus-| moved, and lite of units when 
tries in the production of various carrying different products. Of- 
products. |fered free to companies serving 

| manufacturers of pulp and paper. 
No. 8034. Application of Activated 


Carbon in the Chemical Process! No. 8043. The Use of Chemicals in 


sponsor, number of acres and type 
of occupancy permitted. 


No. 8048. Southern Textile Mill 
Review. 

This review, published by the 
Journal of Commerce, offers the 
latest data on new plant sites and 
projected expansions in the South 
and includes a section on textile 
machinery developments, statistics 
on productive capacity and current 
laoass of textile industry leaders. 


‘No. 8049. Great Lakes-St. Law- 
| rence Seaway Study. 

The Journal of Commerce offers 
this comprehensive progress report 
}and economic analysis of the entire 
|Great Lakes-Seaway area, includ- 
|ing an analysis of specific port 
programs, potential traffic, and 
/cost factors on transportation, la- 
|bor, plant construction and sup- 
plies. 


No. 8050. Spring Industrial Textile 
Review. 

Producers and users of industrial 
textiles will be interested in this 
comprehensive analysis of fibers 
and their role in industrial produc- 
tion. The report includes current 
developments, trends and product 
improvements in the industrial 
textile field. Published by the 
Journal of Commerce. 


No. 8051. The Western Metalwork- 
ing Market. 

Western Metalworking offers 
this folder describing the sales 
characteristics of its market and 
data on the publication’s circula- 
tion and relation to the market. 


No. 8052. Western Missile Manu- 
facture. 

This four-page folder offers de- 
tailed information on current con- 
tracts placed with western missile 
manufacturers, and their require- 
ments in materials, components, 
machinery, equipment and sup- 
plies, and who to sell. Published 
by Western Metalworking. 


No. 8053. Employment in Western 
Metalworking. 

Employment in western metal- 
working has increased 22% in two 
years, according to this report 
published by Western Metalwork- 
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Available Market Data—Industrial 


To secure copies of data listed, use the handy coupons 


ing. It includes a table showing 
changes in pattern of the growth. 


No. 8054. Western Fastener Mar- 
ket. 

This six-page folder gives an 
analysis of the market for fasteners 
in the West from the standpoint 
of types of fasteners purchased 
and by what segments of the met- 
alworking industry. Published by 
Western Metalworking. 


No. 8055. The $100 Million West- 
ern Welding Market. 

Western Metalworking offers 
this six-page folder giving a detail- 
ed analysis of the market for 
welding equipment and supplies in 
the western metalworking market, 
based on types purchased and by 
what segments of the industry. 


No. 8056. Bearings Market in the 
West. 

This six-page folder pinpoints 
the market for bearings in Western 
metalworking industry by types 
used and parts of industry using 
them. Published by Western Met- 
alworking. 


No. 8057. 1958 Review and Fore- 

cast of the Textile Industry. 

Textile World offers this booklet 
which analyzes the future of the 
textile industry in detail, including 
such factors as general business, 
mill production, chemical treat- 
ment, management and supervi- 
sion. 


No. 8058. Hot Water Usage in In- 
dustrial Plants. 

The results of a survey by Fac- 
tory Management & Maintenance 
are offered in this folder showing 
hot water uses in plants, types and 
ages of systems being used, main- 
tenance problems and needs for 
hot water. 


No. 8059. Ownership and Use of 
Trucks and Station Wagons in 
Plants. 

Factory Management & Mainte- 
nance offers this report on a survey 
of its subscribers which shows 
plant ownership of trucks by make, 
size, age and uses in the plant. Also 
included is primary and other uses 
for station wagons and future pur- 
chase plans. 


No. 8060. The Valve Market in 
Factories. 

This pamphlet reports on a sur- 
vey conducted by Factory Manage- 
ment & Maintenance on the use 
of valves in factories, and includes 
data on types and sizes most used, 
materials handled by valves, and 
who purchases valves. 


No. 8061. Plant Practices on Elec- 
tric Motor Usage. 

This six-page folder offers data 
on the use of electric motors in 
plants; sources of supply, factors 
considered in selection, types of 
motors in use, trends, and buying 
influences. Based on a study by 
Factory Management & Mainte- 
nance, 


No. 8062. Plant Practices on Vac- 
uum Tube Usage. 

Factory Management & Main- 
tenance has published this report 
on the use of vacuum tubes in 
plants—range of applications, 
sources of supply, improvements 
desired by users, and buying in- 
fluences. 


No. 8063. Study of Measured Vari- 
ables in Control Engineering 
Industry. 

Control Engineering offers the 
results of a survey of its sub- 
scribers on physical and composi- 
tion variables measured in control 
systems engineering. Also noted is 
whether the variable measured is 
principally indicating-recording or 
remote control, and future plans 


for these measurements. 


No. 8064. 

Study. 

A study of materials used and 
desired by control engineers is 
presented in this report by Control 
Engineering. It includes areas of 
use, physical properties, applica- 
tions, new materials needed and 
service requirements, plus a des- 
‘cription of respondents in terms of 
|their job functions and industry 
involved. 


Materials Utilization 


No. 8065. Aviation Week Market 
Letter. 

This monthly market letter on 
all segments of the aviation indus- 
try includes government contract 
awards on contracts over $25,000, 
research developments, trends, etc. 
Offered free to advertisers, agency 
and marketing executives by Avi- 
ation Week, including Space Tech- 
nology. 


No. 8067. Condensed Data on Engi- 

neering News-Record. 

Engineering News-Record offers 
condensed information on the con- 
struction market as to dollar vol- 
ume and buying influences includ- 
ing a circulation analysis of the 
publication. 


No. 8068. Oil Industry Review and 

Forecast. 

Statistical data on the oil and 
gas industry’s activities in 1957 is 
pictured in this comprehensive 
report published by Oil & Gas 
Journal. Included is number of 
wells drilled, production, reserve 
figures, pipeline activity, etc., with 
a forecast of expected activity in 
1958. 


No. 8069. The Age of Viewing. 

Oil & Gas Journal offers this 
series of folders on effective pre- 
sentation methods of _ editorial 
material in business papers and for 
the use of industrial advertising 
copywriters, to achieve better 
readership. 


No. 8070. Texas Oil and Gas Pro- 
duction Census. 

The top 580 oil producers in 
Texas are listed in this report 
published by Oil & Gas Journal. 
Data is given on actual production 
figures and number of producing 
wells for each operator. 


No. 8072. Forecast of Electric Util- 
ity Budgets. 

This 1958 forecast of electric 
utility budgets is offered by Elec- 
tric Light & Power and includes 
data on utility progress in 1957, 
statistics, capability versus de- 
mand, construction expenditures 
and construction budgeted for 1958. 


No. 8073. Plating Market and Me- 
dia Data File. 

This folder, published by Plating, 
offers material on the history of 
the electroplating industry with 
data on materials and products and 
equipment used. Also offers circu- 
lation data on the publication. 


No. 8075. Buying Power Survey No. 
1-58. 

Electrical West offers this sur- 
vey of statistics for 1958 construc- 
tion budgets in the western elec- 
trical market. 


No. 8076. How to Get More Sales 
in the Western Electrical Mar- 
ket. 

Facts and figures on the western 
electrical market are offered in 


Use the Coupons 
in Requesting Data 


|this booklet by Electrical West. 
|Data includes the utility market 
picture, and total construction for 
11 western states in 1951-55 and 
projected through 1957-61. 


No. 8077. The Municipal Market. 

This folder published by Ameri- 
can City describes the size and 
character of the municipal market, 
products purchased, buying influ- 
ences and graphs of projected 
dollar expenditure for street main- 
tenance. Also includes media data 
on the publication. 


No. 8078. MPM Market & Statisti- 
cal Review. 

Metal Products Manufacturing 
offers its annual review showing 
production and sales figures, plus 
value, of appliances and similar 
fabricated metal products. 


No. 8079. Jobbers List. 

This booklet lists jobbers in the 
electroplating and allied metal 
finishing fields together with a 
geographic breakdown of the pub- 
lisher’s mailing list. Published by 
Metal Finishing. 


No. 8080. The Lumber Industry. 

Miller Freeman Publications has 
issued this report on the lumber 
industry pointing up trends, prin- 
cipal softwood ‘producing areas, 
and market potential in the con- 
struction industry. 


No. 8081. Design Engineers’ Speci- 
fication Preference Study. 

Based on a survey done by 
Design News, this report covers 
the answers of design engineers in 
original equipment manufacturing 
industries when asked which 
brands they would consider for 
applications if they were specifying 
components or materials at the 
present time. Covers such products 
as castings, adhesives, ball bear- 
ings, casters, etc. 


No. 8082. Who Buys What in Avi- 
ation. 

This report, published by Amer- 
ican Aviation, lists various seg- 
ments of the aviation industry 
(airlines, engine manufacturers, 
aircraft manufacturers, etc.) and 
the names of individuals respon- 
sible for buying different types of 
materials. 


No. 8083. Guided Missile Chart. 

Published by Missiles & Rockets, 
this report discusses the various 
types of missiles, what branch of 
the armed forces is producing 
them, prime contractors, and other 
pertinent data. 


No. 8084. Army Aviation. 

This market memo, published by 
American Aviation, covers the 
Army aviation field with informa- 
tion on present and future size of 
the industry, expenditures for air- 
craft and related procurement, 
contracts proposed and awarded 
and helicopter, flying crane and 
aerial jeep market news. 


No. 8085. Department of Defense 

Expenditures. 

Listed by major budget category, 
American Aviation Publications 
offers this chart showing expendi- 
tures by the Department of 
Defense from 1951 through 1959 
(estimated). 


No. 8086. Guided Missile & Air- 
craft Expenditures 1951-58. 

Expenditures on guided missiles 
and aircraft in the Army, Air 
Force, Navy, and a combination of 
the three, for the fiscal years 1951- 
58 is presented in this chart pub- 
lished by American Aviation 
Publications. 


No. 8087. Industrial Design Mar- 
ket. 

The industrial designer is depic- 
ted in this study published by 
Industrial Design. Included are the 
areas of industry where the design 
profession is most active; dollar 
volume of products designed; size 


|of companies; materials, compon- 
| ents, 


finishes and_ fabrication 
methods used, and a media study 
of the industry. 
No. 8088. 
Study. 
Automatic Control offers this 
combined report of three inquiry 
follow-up studies conducted on 
three 1956 transistor editorial 
items for different manufacturers. 


Inquiry Follow-Up 


No. 8089. Use of Wax in Boxboard 
Containers Industry. 

This comprehensive study by 
Boxboard Containers points up the 
characteristics of the market for 
wax and similar materials in the 
manufacturing of boxes, tubes and 
corrugated sheets. Includes data as 
to how the wax is used, average 
monthly use, and a list of indus- 
tries that buy waxed boxes. 


No. 8090. Market Study of Paraf- 
fin Coated Paperboard. 

A discussion on the outlook for 
paperboard coated with paraffin 
and paraffin blends is offered in 
this market study published by 
Boxboard Containers. Includes in- 
formation on production methods 
for coating paperboard, and uses 
for the material in various indus- 
tries. 


No. 8091. Use of Waxed Materials 
in Packaging. 

Packaging Parade offers this 
comprehensive report indicating 
the kinds of wax packaging pro- 
ducts in use and relative impor- 
tance of each, kinds of products 
packaged with this material and 
problems involved in using waxed 
packaging materials. 


No. 8092. Market & Media File 
Folder. 

Conover-Mast Purchasing Direc- 
tory has published this market and 
media file folder showing an anal- 
ysis by industry, number of plants, 
and employes in various manufac- 
turing industries. 


No. 8093. Metalworking Data File. 

Machine & Tool Blue Book and 
Hitchcock’s Machine Tool Direc- 
tory offer this data file, which 
includes information on the metal- 
working field with data on use of 
portable electric tools, marking 
machines, hot plastic coatings for 
protection of tools and dies, con- 
templated equipment purchases, 
and a circulation analysis of the 
publications. 


No. 8094. Wood Working Data File. 

This data file published by 
Hitchcock’s Wood Working and 
Wood Working Directory offers an 
analysis of the circulation of the 
publications and various market 
studies of the industry including 
consumption and production of 
specific materials in the mobile 
home industry. 


No. 8095. Grinding & Finishing 
Data File. 

Grinding & Finishing offers this 
data file giving a market defini- 
tion, Standard Industrial Classifi- 
cation information, and market and 
circulation studies. 


No. 8096. Carbide Engineering Da- 
ta File. 

This data file published by Car- 
bide Engineering points up the 
market for cutting tools and acces- 
sories, carbide dies and gear parts 
and offers circulation data on the 
publication. 


No. 8097. Transportation Data File. 

Mass Transportation has pub- 
lished this data file providing a 
market definition and analysis 
including data on public passenger 
transportation and a circulation 
analysis. 


No. 8098. How to Sell to Architec- 
tural Organizations. 


This sales manual on architec- | 


tural selling is published by Pro- 
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gressive Architecture. It includes 
data on structure of the architec- 
tural company, duties of architec- 
tural personnel and effective sales 
techniques used when _ selling 
products for  architecturally- 
designed construction. Available at 
50¢ per copy. 


No. 8099. Advertising to the Arch- 
itectural Market. 

An examination of the 1955 
Starched issues of Progressive Ar- 
chitecture by John DeWolf points 
up 11 types of ads which are 
unusually successful with the 
architectural reader. Single copy is 
free, copies in bulk are 30¢ each. ~ 


No. 8100. Curtain Wall Construc- 
tion and High Rise Buildings. 
This 64-page booklet published 

by Progressive Architecture shows 
examples and construction meth- 
ods used in various curtain wall 
construction and high rise build- 
ings and features a major article 
by a noted architect on panel 
curtain wall construction. Avail- 
able at $1 per copy. 


No. 8101. Modular Assembly. 

This 64-page booklet gives a 
comprehensive report on the signi- 
ficant method of construction 
called modular assembly which 
involves the use of standardized 
parts. Published by Progressive 
Architecture at $1 per copy. 


No. 8104. Iron & Steel Engineer 
Market & Media Data File. 

This 12-page report, published 
by Iron & Steel Engineer, shows 
annual expenditures by the iron 
and steel industry for new equip- 
ment and maintenance, and offers 
information on the publication. 


No. 8105. Electrical and Electronic 
Products Market. 

A description of the $17 billion 
electrical and electronic industry 
is offered in this booklet published 
by Electrical Engineering. Includes 
data on buying and selling and the 
parties concerned and estimates 
1958 dollar values for products and 
product groups. 


No. 8106. Process Automation Re- 
port. 

This comprehensive report (in 
two parts) shows how manufac- 
turers of control equipment can 
best serve the chemical and pro- 
cess industries, as based on a 
survey from over 1,200 respon- 
dents. Published by the catalog 
division of Reinhold Publishing 
Corp., the report shows the impor- 
tance of supplier contact during 
planning stages and the need for 
more complete understanding of 
processing problems. 


No. 8107. The Construction Indus- 
try. 

Associated Construction Publi- 
cations offers this report on the 
construction industry, including 
data on what construction men buy 
and how they buy it. Also includes 
information on each of the member 
publications of the group. 


No 8108. Pulp and Paper Industry 
Report. 

This 25-page survey covers sig- 
nificant highlights of pulp, paper 
and paperboard activity including 
production reviews for 1957 and 
forecasts for 1958. Published by 
Pulp & Paper. 


No. 8109. Sales Guide to the U.S. 
Mine Market. 

Mining World has published this 
report analyzing the domestic met- 
al mining industry. It includes a 
breakdown by geography, size, lo- 
cation of underground and open pit 
mines, and location, type, num- 
ber and capacity of beneficiation 
plants. 


No. 8110. Export Mining Market 
Sales Guide. 
The export mining market is 


|highlighted in this report published 
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Available Market Data—Industrial 


To secure copies of data listed, use the handy coupons 


by World Mining. It includes data 
on U.S. purchases of various metals 
from foreign countries on tonnage 
and value (in dollars) and spots 
trends for 1958. 


No. 8111. North American Timber 
Industry Report. 

Manufacturers selling to the 
North American timber industry 
will be interested in this 1957-58 
report published by The Lumber- 
man and The Timberman. The 
pamphlet traces recent industry 
activity, forecasts for the future 
and offers information to producers 
of machinery, equipment, supplies 
and services for both logging and 
manufacturing parts of the indus- 
try. 


No. 8112. The Western Light Con- 
struction Market. 

There are two distinct areas of 
the light construction industry in 
the western U.S.—metropolitan 
and rural—according to this report 
published by Western Building. 
The folder includes data on build- 
ing materials, supplies and serv- 
ices needed by 11 western states 
and Hawaii. 


No. 8113. Western Light Construc- 

tion Industry 1958 Forecast. 

Western Building offers results 
of a comprehensive survey of 613 
leading architects, builders, deal- 
ers and other personne! in the light 
construction industry for 1958 in 
the 11 western states and Hawaii. 
Includes information on dollar vol- 
ume, custom home building, insti- 
tutional and tract building. 


No. 8114. Western Baker Equip- 


ment Directory. 

This equipment guide for the) 
baking industry is offered by West- | 
ern Baker. It includes data on new, 
models of baking machinery, new | 
applications of bulk handling, new 
and modernized western plants and 
new trends in building design for | 
11 western states and Hawaii. 


No. 8115. Western Baker Media 

Data File. 

This two-page report covers the | 
western baking industry as to in-| 
dustry trends, equipment and sup- 
ply purchases and includes the 
scope of editorial and circulation | 
coverage offered by Western Baker. | 


No. 8116. Western Canner & Pack- | 
er Media Data File. 
A two-page report covering the 
western food processing industry is | 
offered by Western Canner & Pack- | 
er. The report points up purchasing 
power of equipment and supplies, 
industry trends, and offers editor- 
ial and circulation information on 
the publication. 


| 


No. 8117. Pulp & Paper Market 
Newsletter. 


No. 8118. Western Canner & Pack- 
er Business Newsletter. 


No. 8119. Western Baker Newslet- 
ter. 


No. 8120. Newsletter from The 
Lumberman and The Timber- 
man. 

These are monthly newsletters 
offered free to manufacturers and 
sales representatives of the indus- 
try involved. Each includes current 
marketing information and new 
trends. Issued by Miller Freeman 
Publications. 


No. 8122. Plant Fire Brigades. 

This study, published by Occu- 
pational Hazards, tells the percent- 
age of plants by size and industry, 
that have employe fire brigades, 


Use the Coupons 
in Requesting Data 


how many men in them, training 
they receive, and equipment used. 


No. 8121. Building Products Sur- 
vey of Western Building Mate- 
rials Dealers. 

Western Building has published 
results of its survey of 5,500 retail 


lumber and building materials|kind they use, and prices paid for| 


dealers in 11 western states and | 
reports findings on what they sell, | 
percentage of total, product sales | 
listing each product and a com-| 
parison of 1950 and 1957 figures. | 


No. 8123. Floor Cleaning Machine 
Market. 
Occupational Hazards offers this | 
booklet which points up plants us- | 


ing floor cleaning machines, what|and fire equipment distributors. | 


the machinery. Information is re- 
ported by type of industry, type of 
machine and price range. 


No. 8124. Distribution of Safety) 


Equipment. 


This is a study of types of equip-| 


ment stocked and sold by safety 
equipment distributors, safety de- 
partments of mill suppiy houses 


=eeeeeeeeee,ryryryryry,ryrvrvrvrer 


That’s What Advertisers Reach in 


| he Sporting News 
National Baseball Weekly —St. Louis, Mo. 
280,000 Copies Weekly 
With 98% Male Readership 


Largest Newsstand Sale of Any Sports Weekly 
Published Weekly Since 1886—70 Continuous Yeors 


~~~wewwwwweeweeeee -~wowwe 


LOOK at these low rates 


Afternoon 


“BINGO-at-HOME”’ 


3:30 to 4:30 P.M. Monday thru Friday 
1 min. or 20 sec.: 1 aweek....$ 40 


90 
140 


3a week.... 
5a week.... 


Night 
““BINGO-at-HOME”’ 


7:00 to 8:00 P.M.—Mon., Tves., Thurs., Fri. 
8:30 to 9:30 P.M.—Wed. 
1 min. or 20 sec.: 


1 a week 


For prices on 15 or 30 minute segments call: 


FORJOE TV, INC., Nationally 


or 
GORDON MOORE, Sales Manager 
NAtional 3-8061, Manchester, N. H. 


MUR-TV ~~ 


Norman A. Gittleson, Executive Vice President and General Manager 


Manchester, New Hampshire 
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Available Market Data—Industrial 


To secure copies of data listed, use the handy coupons 


of packaging materials in the in-|and SIC 34 fabricated metals will 
dustry. | be available Aug. 1. 


No. 8155. Profile of the Institu-| No. 8307. How Metalworking Buys 

tional Laundry Market. —Heat Treating Equipment. 
| The results of a survey of 264 Issued by Iron Age, this reports 
| institutions is presented in this 12-| on a study of executive participa- 
| page booklet, published by Insti- | tion based on probability sampling 
| tutional Laundry. Data covers hos-/ of all plants in metalworking with 
pitals, hotels, motels, schools and 20 or more plant employes. Data 
|penal institutions and shows size|is given for metalworking as a 
and number of equipment items in|whole and in detail for SIC ma- 
use, amount and type of supplies,|chinery (except electric), and SIC 
and other pertinent data. transportation equipment in terms 
of title, primary function, multiple 
Oil| functions and plant size. It defines 

Filters in Metalworking Plants. purchasing responsibilities, speci- 

This report by Iron Age gives|fic roles in purchases. It is avail- 
the extent of the use of oil filters|able free to companies and agen- 


Published by Occupational Haz-| Includes a table giving estimated 
ards, the report includes a table | requirements in equipment to drill 
showing percentage of total dollar| typical 10,000 ft. deep wells off- 
volume by type of problem, with | shore. 
a comparison of figures between | 
1957 and 1954. | No. 8133. Survey of the Consulting 
Engineer Profession. 
No. 8125. Nonmetallic Materials) This reprint, published by Con- 
and Parts Market Survey. | sulting Engineer, is based on a sur- 
This 13-page folder includes in- vey of over 1,000 consulting engi- 
formation from 616 plants and of- ree eo bp | 
fers market data on 16 different | S®own include age of firms, types if 2 
types of nonmetallics, i.e., rubber, Of engineering done, clients, size | N°- S301. Research Report: 
cork, wood, fibers, textiles, etc. All of companies, etc. 
data are presented according to) 


SIC categories. Published by Ma- | No. 8134. Consulting Engineer—the 
terials in Design Engineering, the 
booklet is free to agencies and non- 


metallic manufacturers, 50¢ to all) 


others. 


No. 8126. Joining and Fastening of 
Materials Market. 

Market data is offered on all 
principal types of fastening and 
joining methods in this survey pub- 
lished by Materials in Design En- 
gineering. Includes data on weld- 
ing, brazing, soldering, adhesive 
bonding and mechanical fasteners 
in U.S. hardgoods manufacturing 
plants. Offered free to agencies and 
manufacturers of fasteners and 
joining equipment, 50¢ to others. 


No. 8127. The Plastics Materials 
and Parts Market. 

A comprehensive market study 
of 18 different types of plastics and 
forms is included in this report 
published by Materials in Design 
Engineering. Data is broken down 
by SIC categories and covers in- 
formation received from 560 OEM 
plants. Free to agencies and plas- 
tics manufacturers, 50¢ to all oth- 
ers. 


No. 8128. The Finishes, Coatings 
and Surface Treatments Mar- 
ket. ; 

Based on information obtained 
from 597 plants that manufacture 
original equipment or other hard- 
goods, this report includes market 
data on organic, inorganic, metal- 
lic and conversion coatings plus 
mechanical finishes. Published by 
Materials in Design Engineering 
and offered free to agencies and 
manufacturers of finishes and coat- 
ings, 50¢ to all others. 

No. 8129. Aluminum and Magnesi- 
um Market Survey. 

This report, published by Mate- 
rials in Design Engineering, covers 
the use of 19 different forms of both 
aluminum and magnesium, includ- 
ing castings, forgings, extrusions, 
bar, sheet, strip and tubing. Data 
includes ‘ob functions of men re- 
sponsible for selection and specifi- 
cation of the two metals and types 
of technical information needed by 
them. Offered free to agencies and 
manufacturers of aluminum and 
magnesium, 50¢ to all others. 


No. 8130. Picture Story of Oil Well 
Drilling. 

This six-page, two-color folder 
gives information on oil well drill- 
ing, including data on equipment 
used, techniques employed and in- 
cludes a table of horsepower and 
type of rig drivers use. Published 
by World Oil. 


No. 8131. Picture Story of Petro- 
chemicals. 

Petroleum Refiner has published 
this six-page folder containing data 
on petrochemical raw materials 
and products, information on typi- 
cal equipment in use and predic- 
tions of future growth. 


No. 8132. Oil Well Offshore Oper- 
ations. 

This picture story folder, pub- 
lished by World Oil, points up oil 
well offshore operations with mar- 
ket data on expenditures and fu- 
ture possibilities of the industry. 


Market and the Magazine. 

A summary of the basic facts 
about the consulting engineer pro- 
fession, kinds of services offered, 
type of projects handled, is includ- 
ed in this report published by Con- 
sulting Engineer, and includes bas- 
ic information on the publication. 


No. 8135. $10 Billion Construction 
Boom in 1958. 

Construction Digest offers this 
four-page folder which analyzes | 
projected spending for all types of | 
construction in 1958 in Illinois, In- 
diana, Ohio, northern Kentucky 
and the St. Louis trade zones. In- 
cludes a categorical study of major 
construction markets. 


No. 8148. 1958-59 Refinery Direc- 
tory. 

A complete listing of United 
States and Canadian refineries, 
natural gasoline plants, and pet- 
rochemical plants will be pub- 
lished in June by Oil & Gas Jour- 
nal. Data includes facilities main- 
tained and capacities of each plant 
plus listings of all management 
and supervisory personnel. Avail- 
able at $20 per copy. 


in metalworking plants for remov-| cies selling metalworking. Similar 
ing extraneous particles from|data on SIC 33 primary metals 
various types of oils, coolants and/and SIC 34 fabricated metals will 


other liquids. It is free from 
Iron Age. 


No. 8303. How Metalworking Buys 
—Machine Tools and Other 
Metalworking Equipment. 

This with the following 14 items 
is a study of executive participa- 
tion based on probability sampling 
of all plants in metalworking with 

0 or more plant employes. Data 
is given for metalworking as a 
whole and in detail for SIC ma- 
chinery (except electric), and SIC 
transportation equipment in terms 
of title, primary function, multiple 
functions and plant size. It defines 
purchasing responsibilities, speci- 
fic roles in purchases. It is avail- 
able free to companies and agen- 
cies selling metalworking. Similar 
data on SIC 33 primary metals 
and SIC 34 fabricated metals will 
be available Aug. 1 from Iron Age. 


No. 8304. How Metalworking Buys 
—Metal Cleaning and Finish- 
ing Equipment. . 

Issued by Iron Age, this reports 
on a study of executive participa- 


No. 8149. Synthetic Textile Review. 

Journal of Commerce will pub- 
lish this review of synthetic tex- 
tiles containing data on their 
growth and effect on the wool in- 
dustry, and professional forecasts 
on many man-made fibers and 
probable repercussions on the tex- 
tile industry. Available in June. 


No. 8150. Nonmetallic Mineral 
Plants. 

A review of nonmetallic min- 
eral plants in the United States, 
Canada and Mexico will be pub- 
lished by Pit & Quarry. Includes 
state-by-state breakdown of num- 
ber of producing plants and various 
types of materials in this field. 


No. 8151. Nonmetallic Minerals 
Facts and Figures. 

To be published by Pit & Quar- 
ry, this booklet will contain a com- 
prehensive review of the nonme- 
tallic minerals industry including 
data on production of individual 
minerals. 


No. 8152. Motor Truck Operations. 
Starchroom Laundry Journal 


| tion based on probability sampling 
|of all plants in metalworking with 
20 or more plant employes. Data 
jis given for metalworking as a 
,whole and in detail for SIC ma- 
|chinery (except electric), and SIC 
| transportation equipment in terms 
of title, primary function, multiple 
functions and plant size. It defines 
purchasing responsibilities, speci- 
fic roles in purchases. It is avail- 
jable free to companies and agen- 
|cies selling metalworking. Similar 
‘data on SIC 33 primary metals 
and SIC 34 fabricated metals will 
be available Aug. 1. 

|No. 8305. How Metalworking Buys 
—Materials Handling Equip- 

ment. 

| Issued by Iron Age, this reports 
|on a study of executive participa- 
|tion based on probability sampling 
‘of all plants in metalworking with 
| 20 or more plant employes. Data 
is given for metalworking as a 
whole and in detail for SIC ma- 
\chinery (except electric), and SIC 


transportation equipment in terms | 


of title, primary function, multiple 
functions and plant size. It defines 


| be available Aug. 1. 


No. 8308. How Metalworking Buys 
—Plant Service Equipment. 
Issued by Iron Age, this reports 
on a study of executive participa- 
tion based on probability sampling 
of all plants in metalworking with 
20 or more plant employes. Data 
is given for metalworking as a 
whole and in detail for SIC ma- 
chinery (except electric), and SIC 
transportation equipment in terms 
of title, primary function, multiple 
functions and plant size. It defines 
purchasing responsibilities, speci- 
fic roles in purchases. It is avail- 
able free to companies and agen- 
cies selling metalworking. Similar 
data on SIC 33 primary metals 


land SIC 34 fabricated metals will 


be available Aug. 1. 


No. 8309. How Metalworking Buys 
—Welding Equipment. 
Issued by Iron Age, this reports 
on a study of executive participa- 
tion based on probability sampling 


polled its readers on their use of | purchasing responsibilities, speci- 
motor trucks and present the re-/fic roles in purchases. It is avail- 
sults in this pamphlet which shows able free to companies and agen- 
the number of trucks in operation, | cies selling metalworking. Similar | 
number purchased in 1957 and data on SIC 33 primary metals 
buying plans for 1958. and SIC 34 fabricated metals will 
| be available Aug. 1. 
No. 8153. The Cleaning-Laundry | 
Market. ‘No. 8306. How Metalworking Buys 
This comprehensive report pub-| -Steel Mill and Foundry 
lished by Cleaning Laundry World, Equipment. 
presents a state-by-state survey Issued by Iron Age, this reports 
of 28,000 cleaning-laundry plants on a study of executive participa- 
with data on dollar volume per- tion based on probability sampling 
centages, services, equipment and | of all plants in metalworking with 
buying potential. /20 or more plant employes. Data 
|is given for metalworking as a 
No. 8154. Packaging Trends in the! whole and in detail for STC ma- 
Cleaning-Laundry Industry. |chinery (except electric), and SIC 
This 13-page brochure, pub-/| transportation equipment in terms 
lished by Cleaning Laundry World, | of title, primary function, multiple 
covers a survey of 1,000 cleaning functions and plant size. It defines 
plant owners and gives data on | purchasing responsibilities, speci- 
current trends in packaging, and fic roles in purchases. It is avail- 
determines the relative merchan- able free to companies and agen- 
dising effectiveness in terms of|cies selling metalworking. Similar 
price, protection of various types!data on SIC 33 primary metals 


|of all plants in metalworking with 
|20 or more plant employes. Data 
‘is given for metalworking as a 
‘whole and in detail for SIC ma- 
chinery (except electric), and SIC 
| transportation equipment in terms 
|of title, primary function, multiple 
| functions and plant size. 1’ .efines 
|purchasing responsibiliti: . speci- 
|fic roles in purchases. It i- 
|able free to companies alia agen 
cies selling metalworking. Simila 
data on SIC 33 primary metals 
‘and SIC 34 fabricated metals will 
be available Aug. 1. 


No. 8310. How Metalworking 
Buys—Manufactured Parts and 
Components. 

Issued by Iron Age, this reports 
on a study of executive participa- 
tion based on probability sampling 
of all plants in metalworking with 
20 or more plant employes. Data 
is given for metalworking as a 
whole and in detail for SIC ma- 
|chinery (except electric), and SIC 
transportation equipment in terms 
of title, primary function, multiple 
functions and plant size. It defines 
purchasing responsibilities, speci- 
fic roles in purchases. It is avail- 
able free to companies and agen- 
cies selling metalworking. Similar 
data on SIC 33 primary metals 
and SIC 34 fabricated metals will 
be available Aug. 1. 


No. 8311. How Metalworking Buys 
—Electric Motors and Compo- 
nents. 

Issued by Iron Age, this reports 
on a study of executive participa- 
tion based on probability sampling 
of all plants in metalworking with 
20 or more plant employes. Data 
is given for metalworking as a 
whole and in detail for SIC ma- 
chinery (except electric), and SIC 
transportation equipment in terms 
of title, primary function, multiple 
functions and plant size. It defines 
purchasing responsibilities, speci- 
fic roles in purchases. It is avail- 
able free to companies and agen- 
cies selling metalworking. Similar 
data on SIC 33 primary metals 
and SIC 34 fabricated metals will 
be available Aug. 1. 


No. 8312. How Metalworking Buys 
—Hydraulic and Pneumatic 


|be availa 


Advertising Age, May 5, 1958 


Parts. 

Issued by Iron Age, this reports 
on a study of executive participa- 
tion based on probability sampling 
of all plants in metalworking with 
20 or more plant employes. Data 
is given for metalworking as a 
whole and in detail for SIC ma- 


|chinery (except electric), and SIC 


transportation equipment in terms 
of title, primary function, multiple 
functions and plant size. It defines 
purchasing responsibilities, speci- 
fic roles in purchases. It is avail- 
able free to companies and agen- 
cies selling metalworking. Similar 
data on SIC 33 primary metals 
and SIC 34 fabricated metals will 
be available Aug. 1. 


No. 8313. How Metalworking Buys 
—Power Transmission Equip- 
ment (except electric). 

Issued by Iron Age, this reports 
on a study of executive participa- 
tion based on probability sampling 
of all plants in metalworking with 
20 or more plant employes. Data 
is given for metalworking as a 
whole and in detail for SIC ma- 
chinery (except electric), and SIC 
transportation equipment in terms 
of title, primary function, multiple 
functions and plant size. It defines 
purchasing responsibilities, speci- 
fic roles in purchases. It is avail- 
able free to companies and agen- 
cies selling metalworking. Similar 
data on SIC 33 primary metals 
and SIC 34 fabricated metals will 
be available Aug. 1. 


No. 8314. How Metalworking Buys 
—Ferrous Metals and Mill 
Products. 

Issued by Iron Age, this reports 
on a study of executive participa- 
tion based on probability sampling 
of all plants in metalworking with 
20 or more plant employes. Data 
is given for metalworking as a 
whole and in detail for SIC ma- 
chinery (except electric), and SIC 
transportation equipment in term: 
of title, primary function, multipl2 
functions and plant size. It defines 
purchasing responsibilities, spec ’- 
fic roles in purchases. It is avai!- 
able free to companies and agen- 
cies selling metalworking. Similar 

‘ta on SIC 33 primary metals 
ind SIC + fabricated metals will 
Aug. 1. 


No. 8315. How Metalworking Buys 

Non-ferrous Metals. 

Issued by Iron Age, this reports 
on a study of executive participa- 
tion based on probability sampling 
of all plants in metalworking with 
20 or more plant employes. Data 
is given for metalworking as a 
whole and in detail for SIC ma- 
chinery (except electric), and SIC 
transportation equipment in terms 
of title, primary function, multiple 
functions and plant size. It defines 
purchasing responsibilities, speci- 
fic roles in purchases. It is avail- 
able free to companies and agen- 
cies selling metalworking. Similar 
data on SIC 33 primary metals 
and SIC 34 fabricated metals will 
be available Aug. 1. 


No. 8316. How Metalworking Buys 

—Non-metallic Materials. 

Issued by Iron Age, this reports 
on a study of executive participa- 
tion based on probability sampling 
of all plants in metalworking with 
20 or more plant employes. Data 
is given for metalworking as a 
whole and in detail for SIC ma- 
chinery (except electric), and SIC 
transportation equipment in terms 
of title, primary function, multiple 
functions and plant size. It defines 
purchasing responsibilities, speci- 
fic roles in purchases. It is avail- 
able free to companies and agen- 
cies selling metalworking. Similar 
data on SIC 33 primary metals 
and SIC 34 fabricated metals will 
be available Aug. 1. 


No. 8317. How Metalworking Buys 
—Engineering Products and 
Services. 

Issued by Iron Age, this reports 
on a study of executive participa- 
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Available Market Data—Industrial 


To secure copies of data listed, use the handy coupons 


| 
IN ILLINOIS 
. sa: . eesas d i] “= . 
; tion based on probability sampling | depth capabilities of present drill K AN KAKEE, for metro areas | ell desert island eae 


of all plants in metalworking with ling rigs. Drilling is the publisher. 


= Se ee ages Om 8327. Laboratory Furniture AND TWICE AS SALES-BIG AS THE NATION! 


whole and in detail for SIC ma-| = Study. Retail Sales per household in Kankakee —$9,060 ILY JOURNAL COMPARISON WITH ALL 
chinery (except electric), and SIC This is a study of architects’ 127% above the national average (1-1-58 SRDS Gansan tities (N KANKAKEE COUNTY AREA 
transportation equipment in terms| specification practices in regard consumer markets data) . . 
of title, primary function, multiple|to laboratory furniture. Architec-| .. : ; 2 Journal Audit, Sept. 30, 1957 ¢ Chicago Newspaper Audits 
functions and plant size. It defines | tural Record is the publisher. We don’t attempt to imply that Kankakee house- March 31,1957) 
purchasing responsibilities, speci- holders spent $9,060 in retail sales last year. It isn’t Based on 21,880 living units 
fic roles in purchases. It is avail-|No. 8328. Paints and Finishes true, even in this above average income area ($6,223 (Standard Rate and Data estimate, 1/1/58) 
able free to companies and agen- Study. per household). But figures do tell the market story CHICAGO NEWSPAPERS Secsesd Clitbiadten 
cies selling metalworking. Similar Architectural Record published | | 2 oi nearly half of Kankakee’s $81,274,000 retail Tribune 3244 14.8% Sept. 1957 ABC Audit) 
data on SIC 33 primary metals |this study of architects’ specifica- ..j., are “drive-in” dollars. comin from Kanka- Sun 1665 7.6% (Sept. pees — 
and SIC 34 fabricated metals will|tion practices in regard to paints | . os ‘ ° [= In KANKAKEE COUNTY 
: ne : kee’s rich, surrounding area, whose residents look ows 2666 12.1% 

be available Aug. 1. and finishes. It is based on two : . . ’ Rncten “COP 48% 18,580 or 84.9% 

studies conducted five years | % Kankakee as their market-place . . . and for Dn aati 
No. 8318. How to Pinpoint Your | apart. their newspaper. Total 8672 39.6% coverage in county 

Marketing to Metalworking. . . « building. bigger sales 18s 
This how-to-do-it brochure No. 8328. Analysis of Architect- where current sales > y ., 

covers in detail: Organizing met-| Engineer Planned Work. averages are bigger J a » 
alworking for your market re-| This sheet, giving an analysis of | than any U. S. KAN KAKEE DAILY " OURNAL Or 
search, how to conduct a market architect-engineer planned non- Standard Metro Area! 
survey, making a sales area anal- residential and large residential National Advertising Representative, Burke, Kuipers & Mahoney, Inc. 
ysis without a survey, successful | buildings for 1957, was published 

i marketing case history and how by Architectural Record. 

, much a survey will cost. It is 


available from Iron Age. 


No. 8319. Basic Marketing Data e 
ou Meloni First to buy Paramount... 
This 309-page volume, pub-| 
lished by Iron Age, gives a sta-| 
tistical summary of 1957 metal-| 
working plant and employment i. 
data based on new SIC codes. It 
shows plant employment fares all '700 Feature Films 
for plants in each industry with eee 
20 or more and 100 or more em- 
ployes. The statistics are sum- 


eaoeel ese 2a" KETV, Omaha’s Leading Movie Station” 


which sell to metalworking; to 
others for $25. 


No. 8322. Drilling Industry Pres-| 


| entation. 
| This brochure gives an sinieee as e 40 P lus Bob Hop € ® For Whom The 
|} look at the drilling industry in- and or Bing Bell Tolls 


cluding job descriptions, purchas- | 


ing authority of men in industry Crosby Pictures, 


by job titles, a long range fore- including “The e@ Lost Weekend 
cast for the drilling industry and d” Pic 
a breakdown of the types of Road” Pictures. d 
equipment and services used and e@ Wake Islan ; 
classifications. It is available P 
from Drilling. bd Jack Benny ° To Each His Own 
No. 8323. The Drilling and Well @ Cecil B. DeMille . 
Completion Industry and its, @ and hundreds 
Future. ° 5 
This brochure, published ae | bd Shirley Temple Hits of others. 


Drilling, gives the long range) 
outlook for the drilling industry | 
projected in both total number of | 
wells which will be drilled and | 
the total footage estimate. The! 


{ prediction is projected to 1966. 


*Feb. ’58 ARB gives leadership to KETV’s 9:35 PM Movie Masterpiece. 


No. 8324. Breakdown of Equipment 


in the Drilling Industry. 21.0 average rating all week. Omaha’s highest-rated movies, including 
Drilling published this brochure ; P : S ‘ 
which contains classifications of | Warner’s, RKO, Columbia, Selznick, and United Artists. 


products used in the drilling, well | 

completing and well servicing in-| 

dustry as to their nature and use. 

It also includes services used by | . 

this tdvalay.-Tt contains the .vo-| Leadership Guaranteed 

sults of a survey to determine | 

who purchases what equipment) . ° 
and services in the industry “so KETV didn’t buy the Paramount package to gain 


long as the rig is on location.” 


} bd . 
ibatlihiehiaiitde talihtenin leadership—KETV already has leadership. But now 
Drilling Industry by Job Clas- ‘ ° . 
sifications. KETV’s movie lead is guaranteed for years to come! 
This Drilling brochure gives the | 
results of a continuing study to | ; 
determine what men in specific | 
job titles purchase in the drilling 


industry, their purchasing author- \ mi ‘ sleta 
es SS eee Contact at once for remaining availabilities. 
chase specific equipment and 
services according to classification 
of equipment and services. 
No. 8326. Rotary Rig Study. chownel, basi 

This booklet reports on a study oe 
of the drilling contractor and the 
rotary rig activity in the U. S. plus 
the contractor and operator rig 
distribution, the types and distri- | 
bution of rig power, a three-year OMAHA WORLDL.HERALD STATION 
review of active rigs, ownership Eugene S. Thomas, V. P. & Gen. Mgr. 
of drilling rigs and the drilling’ 
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Available Market Data—Industrial 


To secure copies of data listed, use the handy coupons 


No. 8330. Architectural Students | No. 8332. Perforated Metal Study. 


|No. 8336. Domestic Engineering 
Newsletter. 
A number of current market 
|summaries applicable to the 
|plumbing, heating and air con- 


\the location of a new plant for 
their companies is determined. 
No. 8358. The Use of Public Ware- 
houses by Shipper Companies. 


and Architectural School En-| This study of architects’ specifi-| ditioning industries are available} 60% of shipper companies sub- 


rollment Statistics. 'eation practices in regard to light 
This folder by Architectural| gauge perforated metal was made 
Record gives architectural school | by Architectural Record. 
enrollment statistics, number of | 
schools, where graduates go after No. 8333. Electric Overhead Trav- 
graduation, etc. eling Crane Studies. 
| This Architectural Record study 
8331. Insulation | gives architects’ and engineers’ 
Study. |specification practices with re- 
Architectural Record published! spect to electric overhead travel- 
this study of architects’ specify- | ing cranes. 
ing practices in regard to thermal | 
insulation materials. 


No. Thermal 


No. 8334. Hardboard Study. 
Architectural Record published 

|this study of architects’ specifica- 

‘tion practices in regard to hard- 


Selling Cotton Farmers? = f'°P. P 


Write for free information on the | 
Billion Dollar Mississippi River 

Delta Market. Data on 500 to 30,000 | No, 8335. Curtain Wall Study. 
acre cotton farmers in Ark., Miss., " 

La., Mo., and Tenn. | These sheets give the results of 
lan Architectural Record study of 
architects’ specification practices 
in regard to curtain wall and cur- 


-|tain wall maintenance. 


COTTON FARMING Megazine | 


| 347 Madison Ave. © Memphis 3, Tenn. 


GING MARKET 


ee iz 


Here are the new techniques building supply dealers are using 
to maintain their position as your No. 1 source for builder sales. 

Big changes are taking place in the builder market. Build- 
ing supply dealers are aggressively developing and promoting 
effective new ways to boost volume and maintain their tradi- 
tional place as No. 1 source for builder sales . . . Get the facts 
on this significant change in methods of ‘controlling’ and 
increasing sales of building products. Write for your copy of 
the comprehensive and authoritative BUILDING SUPPLY 
NEWS report: How Lumber and Building Material Dealers 
Meet the Challenge of ‘“‘Direct Sales’’ to Builders. Just drop us 
a note on your company or agency letterhead. It will be 
rushed to you free of charge. 


a market report compiled from 
continuing studies by 


Building suPpPLY NEWS 


Read and respected by dealers for alert reporting and con- 
tinuing service, such as this study represents. Important to 
you as the effective means to reach and sell lumber and 
building material dealers, the nation's No. 1 salesmen of 
building products. It pays to pick BUILDING SUPPLY NEWS, 
the dominant voice in the dominant segment of your market. 

“ONE OF AMERICA'S GREAT 


MERCHANDISING PUBLICATIONS” 


S SOUTH WABASH AVENUE, CHICAGO 3G, ILLINOIS 


‘from Domestic Engineering Pub- 
\lications. The reports are based 
{on surveys by 


and are published in newsletter 
form. The current ones follow: 


No. 8337. 57-2: Process Piping and 
Welding Survey. 


No. 8338. 57-3: Characteristics of 
New Housing, First Quarter, 
1956. 


No. 8339. 57-4: Special Character- 
istics (Equipment Appliances) 
of New Housing, First Quarter, 
1956. 


No. 8340. 57-5: Shipments of Re- 
frigeration Machinery and Air 
Conditioning Equipment, 1955 
and 1954. 


No. 8341. 57-6: Selected Charac- 
teristics, Plumbing and Heat- 
ing Industry, 1952-56. 


No. 8342. 57-7: Farm Pumps— 
Summary for 1956. 


No. 8343. 57-8: Housing Starts in 
April, 1957. 


No. 8344. 57-9: Shipments of 
Plumbing Equipment, 1956 and 
1955. 


No. 8345. 57-10: Shipments of 
Heating Equipment, 1950-1956. 


No. 8346. 57-11: Farm and House- 
hold Water Conditioning Equip- 
ment, Second Quarter, 1957. 


No. 8347. 57-12: Maintenance and 
Repair Expenditures, 1952-56. 


No. 8348. 57-13: Construction Out- 
look for 1958. 


No. 8349. 57-14: Shipments of Wa- 
ter Heating Equipment, 1956- 
1955. 


No. 8350. 57-15: Shipments of Re- 
frigeration Machinery and Air 
Conditioning Equipment, 1956- 
and 1955. 


No. 8351. 57-16: Leading Home- 
building Areas in 1956. 


|No. 8352. 58-1: Farm Pumps, 
Quantity of Shipments, 1957. 


No. 8353. 58-2: Number of New, 
Permanent Non-farm Dwelling 
Units Started, by Type of 
Structure, 1910-1957. 


| No. 8354. 58-11: Farm and House- 
hold Water Conditioning Equip- 
ment, 1956 and 1957. 


No. 8355. The Plastics Field . 
What it is ... What it buys .. 
How to Sell it. 

This 40-page brochure contains 
a detailed analysis of the indus- 
trial consumption and production 
of plastics materials and plastics 
processing equipment  require- 
ments. It gives data on the mar- 
|ket’s growth and potentials. Mod- 


| ern Plastics is the publisher. 


No. 8356. Market and Media Fold- 


er. 

This Traffic World brochure ex- 
plains that the expenditure of 
more than $15 billion annually for 
freight transportation is concen- 
trated in the hands of fewer than 
10,000 persons. This folder defines 
this market—industrial traffic 
managers in shipper companies— 
and shows the extent of influence 
in such other activities as public 
warehousing, plant site selection, 
materials handling equipment and 
packaging. 


No. 8357. What Is the Role of the 
Industrial Traffic Manager in 
Plant Site Selection? 

The results of a survey of 

Traffic World industrial traffic 

manager subscribers indicate 


that 81.7% are consulted before 


the publisher’s | 
|marketing and research bureau | 


| scribing to Traffic World use pub- 
‘lic warehouses, averaging 14 
warehouses in nine states; 72.4% 
of public warehousing service pur- 
‘chase is a traffic department re- 
sponsibility, with an average 
yearly expenditure for such serv- 
ice of $36,332 per company, this 
folder says. 


No. 8380. Survey of Builder Op- 
erations in New Residential 
Construction. 

Practical Builder published this 
study of builder activities with 
figures on types and sizes of new 
home construction, current use of 
construction materials, mechani- 
cal equipment furnished, as well 
as data on finishing materials and 
equipment, purchases and general 
business information. 


No. 8381. How Builders Buy—and 
Why. 

This is a report on builder buy- 
ing habits conferences held in 
Washington with 106 home build- 
ers and 40 manufacturers’ repre- 
sentatives attending. It includes 
facts about the motivations and 
methods of both buyer and seller 
in today’s housing industry. Prac- 
tical Builder is the publisher. 


No. 8382. How to Sell Houses. 

This 136-page book, published 
by Practical Builder, contains 
hundreds of merchandising tips 
and ideas which sell homes—how 
to attract the prospect, how to 
convert the prospect into a buyer, 
how to keep the buyer satisfied, 
plus case histories and advertis- 
ing-merchandising programs of 
successful builders. 


No. 8383. Builder Buying Habits 
in 18 Basic Product Categories. 
Who buys? And from whom? 
are questions answered in this 
brief report by Practical Builder. 
The report tells who makes the 
purchasing decisions and where 
purchases are made for 18 basic 
categories of building materials— 
masonry and clay products, floor- 
ing, floor coverings, lumber, roof- 
ing, siding, insulation, windows, 
doors, cabinets, hardware, etc. 


No. 8359. L-P Gas Industry Mar- 
ket Facts, 1956. 

Liquefied Petroleum Gas Assn. 
has published this booklet covering 
the L-P gas industry during 1956 
in the fields of production, sales, 
storage, transportation, equipment 
and appliances, combining govern- 


*|ment and private data. Price is 
*| $1.50 per copy. 


No. 8360. L-P Gas Industry Mar- 
ket Facts, Cumulative through 
1955. 

This booklet, published by the 
Liquified Petroleum Gas Assn., 
offers a statistical presentation of 
the L-P gas industry historically 
through 1955. Price is $1 per copy. 
No. 8361. L-P Gas Carburetor 
Sales Report. 

A statistical sales report show- 
ing sales of L-P gas carburetors 
and conversion carburetors is pre- 
sented by Liquefied Petroleum Gas 
Assn. Data is presented by regions 
and type of application. 


No. 8362. L-P Gas Annual Bus 
Use Survey Report. 

The number and operational 
features of transit company’s us- 
age of propane busses is shown in 
this report published by the Li- 
quefied Petroleum Gas Assn. Data 
is shown in terms of number in 
use, passengers, fuel consumption, 
storage, and other related data. 


No. 8363. Quarterly L-P Gas Tank 
Reports. 
Published by the Liquefied Pe- 
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troleum Gas Assn., this report 
covers production, shipments and 
inventories of L-P gas tanks ar- 
ranged by sizes and types. 


No. 8364. Quarterly L-P Gas Reg- 
ulator Shipment Reports. 

These reports are published by 
the Liquefied Petroleum Gas Assn. 
and show activity in the L-P gas 
regulator field. 


No. 8365. Masonry Products Main- 
tenance Material. 

Power Engineering reports on a 
study of the extent to which in- 
quiries received by the publisher 
resulted in the purchase and use 
of a product for the repair of 
masonry materials, particularly 
concrete, in this research depart- 
ment report. 


No. 8366. Indiana Power Plant 
Readership Study. 

This Power Engineering bro- 
chure reports on a study of the 
influence of power plant personnel 
in industrial plants, electric util- 
ities, other utilities, and in insti- 
tutions and service establishments 
in the purchase of boilers and 
boiler accessories as well as mo- 
tors, switchgear and electrical dis- 
tribution equipment. It also in- 
cludes information on comparative 
reader interest in four publica- 
tions directed to the power plant 
field. 


No. 8367. Electrical Products In- 
quiry Study. 

This is a study of the influence 
of power plant personnel in spe- 
cifying and purchasing motors and 
control equipment, switchgear, 
power distribution equipment, 
electrical instruments and light- 
ing equipment. It also reports the 
comparative usefulness of readers 
of five publications directed to the 
power plant field. Power Engi- 
neering is the publisher. 


No. 8368. Valve Repair and Re- 
placement Procedures. 

This Power Engineering study 
reports on the influence of power 
plant personnel in specifying the 
purchase of valves, the extent of 
their responsibility for valve main- 
tenance and their problems and 
practices in valve repair and re- 
placement. 


No. 8369. How to Improve Reader 
Interest Ratings in Power En- 
gineering. 

This report by Power Engineer- 
ing includes an analysis of various 
creative and mechanical features 
(size, color, layout, product class, 
etc.) of industrial ads to determine 
the extent to which various ad- 
vertising techniques contribute to 
reader attention and reader inter- 
est and thus to an improvement 
in advertising effectiveness. 


No. 8370. Sonite Repair Kit Pur- 
chase and Applications. 

In this study, Power Engineer- 
ing reports on the extent to which 
inquiries received by the publisher 
resulted in the purchase and use 
of a product for repairing tanks 
without welding. 


No. 8371. Portable Electric Tools 

Study. 

This Plant Engineering study 
covers the number and brands of 
maintenance and production port- 
able electric tools used in the 
plants surveyed. 


No. 8372. Readership and Reader 
Product Interests: Analysis of 
1957 Monthly Editorial Sur- 
veys. 

In this brochure, Plant Engi- 
neering reports on a study of 
readership and reader product in- 
terests from returns to monthly 
editorial questionnaires. The re- 
sults are analyzed for relationships 
among SIC classifications, plant 
sizes, product interests, job titles 
of respondents, etc. 


No. 8373. 1957 Building Products 
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Study. 

This Plant Engineering study in- 
cludes individual specifying influ- 
ence and brand preferences for} 
thirteen major categories of in-| 
dustrial construction materials: | 
Flooring, roofing, siding, wall and 
ceiling materials, doors and win-| 
dows, glass and glazing, floor cov-| 
erings, insulation, paints and pro-| 
tective coatings, framing and 
structural, prefabricated buildings, 
locks and padlocks and fencing. 


No. 8374. Petroleum 

Study. 

In this report, Plant Engineer- 
ing provides data on the lubrica- 
tion subjects of most interest to 
the publication’s readers, the in- 
formation they want advertising 
to provide, the services provided 
by petroleum products manufac- 
turers that are of most importance 
to them and the comparative fre- 
quency with which respondents 
read the publications and are vis- 
ited by oil company salesmen. 


Products 


No. 8375. Trolley Busways Study. 

This reprint from the October 
issue of Plant Engineering reports 
on. a survey of the cost, advantages 
and applications of trolley bus- 
ways as electrical feeders for pow- 
ering moving machinery and 
equipment. 


No. 8376. Electrical Problems and 

Practices Study. 

This reprint from the June, 1957 
issue of Plant Engineering reports 
on a survey of plant problems in| 
the modernization, design, expan-| 
sion, control or maintenance of 
such electrical equipment as ca- 
pacitors, synchronous motors, pow-| 
er centers, cable, generators, etc., 
and the practices employed in 
handling some of these problems. 


No. 8377. 200-5,000 hp Motors 

Study. 

Plant Engineering, in this bro- 
chure, reports on a study covering 
use, brand preferences and spe- 
cifying and purchasing practices 
and responsibilities in the ten 
heaviest-user industry groups. 
Part I of the study covers users of 
200-999 hp motors; Part II covers 
users of 1,000-5,000 hp motors. 


No. 8378. The Manufacturing Meat 

Industry. 

National Provisioner reports 
each year on the manufacturing 
meat industry—the second largest | 
single product industry. The re- 
port covers the market, its plants 
and how and what it buys. 


No. 8379. Characteristics of the 

Light Construction Market. 

This Practical Builder brochure 
provides data on the light con- 
struction industry: new home 
building, non-residential and mod- 
ernization work. It also includes 
housing statistics with informa- 
tion on who builds what and where 
and a look into tomorrow’s con- 
struction industry picture, based 
on a projection of past growth. 


No. 8384. Use of Power Tools in the 

Building Industry. 

Practical Builder, in this bro- 
chure, reports on a portable power 
tool survey with particular ref- 
erence to total investment in 
equipment and its use, as well as 
buying habits and intentions. It 
covers more than 30 different 
power tools such as drills, spray 
guns, electric hammers, nailing 
machines, routers, sanders, saws, 
etc., and a number of pieces of 
heavy equipment. 


No. 8385. Use of Tractors and At- 
tachments in the Building In- 
dustry. 

Continuing increases in prices 
of materials, labor and land bring 


builder’s ingenuity permits keep- 
ing total costs in line, through | 
use of time-saving power equip- | 
ment as a part of his operation, 
Practical Builder points out in this 
brochure. It reports on the equip- 
ment available and its use. 


No. 8386. Survey on Windows. 

Practical Builder, in this re- 
port, tells how windows are sold, 
who sells them, who buys them, 
what types and quality and the 
sales outlook. 


No. 8387. Know-How of Motel Con- 
struction. 

This 76-page booklet by Practi- 
cal Builder tells about motel lo- 
cation and site planning, proved 
tricks in construction, hidden ef- 
ficiency factors, furnishing, equip- 


ment, services and financing. 


ROCHESTER, MINNESOTA (aaa 


On a per household basis, Rochester families ‘ 
earn more, spend more than families in any nr r 
other Minnesota city. Si: 


Per Household 
CONSUMER SPENDABLE INCOME.........$6768 
a a eee 6846 

ROCHESTER 

(Olmsted County) 

THE NEWEST 

POTENTIAL METROPOLITAN 
MARKET* 


A 37,000 population city with <« 200,000 population 
skyline. The 52nd largest airport in the U.S. with 
100,000 passengers yearly. 


*Sales Management, May 10, 1958 
Where people have more money to buy 
products advertised in the POST BULLETIN 


The Outstanding Test Market in the Upper Midwest 


ROCHESTER POST-BULLETIN 


See your John Budd man for more details 


Circulation over 23,000 daily COLOR AVAILABLE! 


into focus one area in which the 


Certainly! 


It was there, in the ground, in the air and water. It 
always had been. There are no more “raw materials” 
today than there were when Rome ruled the world. 

The only thing new is knowledge . . . knowledge of how 
to get at and rearrange raw materials. Every invention 
of modern times was “available” to Rameses, Caesar, 
Charlemagne. 

In this sense, then, we have available today in existing 
raw materials the inventions that can make our lives 
longer, happier, and inconceivably easier. We need only 
knowledge to bring them into reality. 

Could there possibly be a better argument for the 
strengthening of our sources of knowledge—our colleges 
and universities? Can we possibly deny that the welfare, 
progress—indeed the very fate—of our nation depends 
on the quality of knowledge generated and transmitted 
by these institutions of higher learning? 

It is almost unbelievable that a society such as ours, 
which has profited so vastly from an accelerated accumu- 
lation of knowledge, should allow anything to threaten 
the wellsprings of our learning. 


Atomic power in Caesar’s day? 


Yet this is the case 


The crisis that confronts our colleges today threatens 
to weaken seriously their ability to produce the kind of 
graduates who can assimilate and carry forward our 
rich heritage of learning. 

The crisis is composed of several elements: a salary 
scale that is driving away from teaching the kind of 
mind most qualified to teach; overcrowded classrooms; 
and a mounting pressure for enrollment that will double 
by 1967. 

In a very real sense our personal and national progress 
depends on our colleges. They must have our aid. 

Help the colleges or universities of your choice. Help 
them plan for stronger faculties and expansion. The 
returns will be greater than you think. 


‘ 


If you want to know what the college 
crisis means to you, write for a free book- 
let to: HIGHER EDUCATION, Box 36, 
Times Square Station, New York 36, 
New York. 


VlisT 


KEEP IT BRIGHT 


Sponsored as a public service, in cooperation with the Council for Financial Aid to Education 


= . es ee ee ie = 
BEL ao yr 2 “ F £ Pees Se ee eee thee ‘ ie hapa aah i 
aan beeeee ied | Ri Rites oe ee Oy Ae aS. loin ce la eS EG ees Ec M oe ae ey Shige ‘ = iis te “wS 4 * he = 
ae lie eae NII cereeeeeees oe Seite ete eee oe ce ee po aa, Page a 
er DO eieenenee eh eee | et ae i gi Tt cater ; ee eee eds! See aor Sr} Spe eeagil ve ian Sat Been Seen Le een eee 
, << l Saat ca ; je sil ceili ait Bahia *% i, ik TE Ais el ae 
=, 5 x 1 : ak A Be Z : es me <4 . : u sages hyo aes ee EN ‘iets 
— a . , i —— a. kee ' a 
ee a 
: - . 
ee a, ae Cae 
—_— = . , a ee : me rs 
apa 7 ee ee ae t=4- me 
‘ ,. fe os me me 
Sop en Tekh = 
- 5S ba es 7 
ui} . a Hel 
eieia’ - 
2 [ be Gt ~ algae 
+ 7 7 " ,. a 4 : 
— CR -* © P “sal 
H § s E - ey “ 
os. . ig Hee Fi é 
. — i q “- + 
real oo oo ,, vy eee sted on & ; m 
emp, ks 3 te in 
| « rs ’ “ a : ; 
} . ‘ae a * evi. § Meerh- “re * 
Cray SF Ag ees . <. : : 
; al a . i ae ; 
‘ Fa 6 hig cae 
ai se 
a aie, 
| ea! rs oe 4 
ee ee 
oe eee 
| a es: 
t | e 
| | 5c eee 
i ag 
Ra hee | 
| Pe ey ae 
i | Lae 
ae 
ooo cag pO aS 
| | Bi eae 
; es 
foaee 
t) | ia fi 5 e r. 
} SN ret ee eet eee i ; se : vg "Hee 
isn eae fe ee ES aR en Ce at ce oe sce i 
ee oe nora Os es Aeon 8 | ye 
i os Space ee ie Cero tes airs NE oe ein aS Be ney rs fae saat 
| : ae ym eee ge eae Ae fee ne ak vi Pett .8 oe) Gale a eye sy aS cd a Faas F iao 
> , peer etea sp ey ee Seok el ge aha at Ra Se 99S ae ‘5 haa aie 
| = ee. gw ee “ ee erie wh ER pian Syed 
| fg ea ek ae ea. ee ie i : J si oy ae LS ge ee ee Bae ao re oe 
. - hc 82. ot ue ks ai Pests gM oT ea Beata ae ce, Pag ine 
= (DO eee ea ; AC ts 2 eee? Bass PAS ee oi: 
<> eh ee z er ast Be ge RE oe cu ne te Be 6 fate oe 
/ ie P ac Rare ee f eee ae. “ye ‘ - ane ty te aE cai ‘ F 
. en eS Scat 3 = Peete es oe Ta el ete et ee z if 
} | feos tae em Py aie le Pi * oa We ar rn % Sep 
| gle tt ern ee a a on rh. 
ue OA 5p ae ee ree | ae es eee so oie 
a Bena Pe eke Es Hs <4 ae e ap te ok ani Paes 
f "  %, b Vee ee dc ne tin Aer f " , ee Rs 7 Geet 
ee ss ea Nee, > a 7 Pan 7% ae 
OC”: : me SAS eee fen fs ) \ Sf eter roo: na te, 
\: Bae CREE ee CY O Bae gie oe. See ay 
Za vv ee iam \ ha en ene eae: 
‘ : % ole tie. A <a “Sse - XK : 
H < 3 eae ree pm ae SY. Fg ‘ 
* FE , ee tas Rika santana ne Y 
ls Micra ea Bare eg R.VPra eee 
pies i OK] Rll Se ee: es a 
& p hy ‘3 ae nee : | iba enter 68 gh 
Cu / “ fre, Sep ey ee me ipso 5 se Si arn reat ae i 
> Tegige 0 . eR se ee 7 
1 : ; Sar Pe: LNG ee ee Se ee mrs se ay otra ats 
| 5 ee An ir Tipe Seas Re ee 6, 5 eaee Bata ap Mee greed Cy 
j , ; Be A ge ie igs RRR NE . apa EINE un BIC panies cs et 
, a a 3 7 ee ee ae PE Soden ae rs ie? i, me a rigs a fA Se aaa ae iene ; sa oem ay 
I et i ce aa. Sale Oe she ee er eer ore 
il iy oh er naa at foe Pen Selita cS ep te hs Fee ‘ig eae ae 
, | ie ee SaseecA rhe A ae Sia rs ee mee oF 
abe ‘ r cay PSP retary wt He es tater: a = ah ae eek fs 3 
i is : aa a PaCS nce La gal a Cen Ce meeniee eee LOU: aie : %, 
| : ‘ ai : Grigg ee ; Be re a et See” Pe ae : a 
oo =a Rize - ee eS Oe eet 
fi We ce tore pees yo aie ea “ie Me Bie ag aaa aaa ae ali : 
| t : Fah sige Abe, thay At Re me ene Va Near arn sete tet ay si 
| 2 Se gitae ae ae . MME os OO Oo ol — co i. : : ae > 
a | ee) Fea ee Ss ce - Pn ilnrenate ar epciraheageecagtel 
| GG ns ae ees = (eh ea ere Pe A eae Vi Mer pe kee mee 
» ; Ls ose es a ection Bed igh) haar ae ak ee ee ie ae paiiise Se ae Sore Feng See 
at eee: atta Ae eae en oe ee oat PaO s- ns 5 = ig Ma ae seh ea Fe ee 
2 PARENT aes, SEMEN gs Ne eee ee Oe aes heat 1 ee eaeanies wire a te ie ye oa ae ae 
‘x vot Ruane eet Ts se erent es eM Aa a seen Tota 8 PN, Te terme ea Wags mc Gm a cy Ue Big 
'  o peceeer Sy “ie Rapemmente: ER ae. bs Son Sal 
ee i Soe 2 sat i aplat: Wa Abst 595 3 cs D8 Mt am 
: es Beicale We tite , ; : 4 Pigeons beg Aaae ts ols ee hy, is ai ek) 
| a is pratt ; ene x ae ee an es < 8 sal - ore y 
j 
. 
i 7 ~ 
} c\ pa. 
} - 
= 
iad) 
| : 
| ‘ 
| 
\ Be aS 
H cess : 
; Apa 
| Be ite aaa 
i "eh Shee 
{ = 25; caplet 
| | ; ~ nies a 
ahi 
Ree 3 
eo ie 
| +1 ee 
| | aoe Laie ig 
| Bere 
ie A 
ahaa 
| ae 
| 
| sa, h, 
“sits Ae Tae 
Payee ae 
ee 
eee 
\ be: i 
| [4 Laat, . oS 
’ = HIGHER EDUCATION ets ya 
7 co Je ee 
; | eee _ 
( | ae a 
} ee et 
i) } Ber a, 
} tie yg 
| | See 
it ce . 
| Wrest yey 
” ae es 
WC SEp ie ayo lee 
SY ly ae: 
A ce aia 8 
| > . eee Ebigh: 
i) — ye at ge 
| .. RS oe RE 
Pry > age ae 
SING © es ai 
i , i i 
} nt a 
a 
| eee te 
y te Pay 
if tine a ie 
f Rot, ae 
: : ieee. 
; ce ee 
hie hy Sd Ree 1 A Hf Cf x= fe: Sp ee 
(oe a ea dae ea Neca Sia Seen OO hes ce he ice jh ee eee : ie & 
feeHeN ee Pisa ist pee ai a3 Paces a8 os E> =: Sp ae 2 tae ey ae ae Wa aa 3 ae ee ea EE, cate eee iy me =a “eo age ct aes J Gk er seh ae re S03 Sas ee ininie SeckE : ‘oe is 
LichZevpe as a Nac Peet a ERSE fae Po ena Ls Peete Sete hen meg ew Se ee, A eee, + eo sees Salis Aout I RCE Saeed ores a Pa ine ee et om : Ba ee aca he 
rye Pee eee es Al ae? or nn Tee ee oc perers tosis ar : fie EMI eateries ae eS RM 2s, os | oo ny leieeceian c ea Reis ets Jee pee ee Danie eNO en ors ratais Be, ES bereutaig' yo 2 ls Ed) Cea ane ne me Sonne a 
bY, bait: yee Eby eans. nates se wee aren Sees ie! Li) a eee 2 ETE RSS epee tinien pr OUP RN Pe Ee: ou nee ARI ort RET tie ae tae Pgh: Oc ih. Mayra ee REL 
" Rees sor we ee Eee Soi Reaper * ‘Sette eater SP Sets aoe opt tree Rn ts a et i eegeieraae ro a emerees tO eee, cree eee Ne 
> ~ PE to ad en ae ce, a a . eee Site fee i Wager Se fee pea Leena een eee va 


Available Market Data—Industrial 


To secure copies of data listed, use the handy coupons 


No. 8388. Live Better Electrically.;space heating and heat pump 
Practical Builder reports on elec-|conference, both conducted and 


tric living in today’s and tomor- 
row’s homes and includes an appli- 
ance review and tips on outdoor 
lighting in this brochure. 


No. 8389. Water Softening. 

Soft water is meeded for the 
proper functioning of many mod- 
ern appliances...it will save 
money in the home’s operation... 
and it’s a sales-plus for the build- 
er who provides it, according to 
this folder published by Practical 
Builder. The folder tells what the 
builder needs to know about wa- 
ter softening. 


No. 8390. Third Annual Report on 
Nuclear Power. 

This Electrical World report 
covers the subject of nuclear pow- 
er from the electric utility view- 
point. It includes a table giving 
statistics on those reactors in op- 
eration, those being designed and 
those being considered by utility 
groups. It includes an article giv- 
ing the over-all picture of nuclear 
power reactors. 


No. 8391. Computers Take Over 

System. Dispatch. 

This Electrical World report 
tells how electric utilities use 
computers for system dispatch. It 
includes a description of the way 
in which one utility has placed 
all major generation under com- 
plete automatic control, how an- 
other system entrusted a comput- 
er with control of steam plants 
for economic coordination with hy- 
dro and how a computer saves 
money by guiding load schedules. 


No. 8392. Third Commercial Cook- 
ing Survey. 

This reprint from _ Electrical 
World presents the results of a 
survey of commercial cooking. 
The findings are presented in 
graphic form along with explana- 
tions of how important this load 
building area may be to utilities. 
A chart showing how 66 utilities 
promote commercial cooking is 
also included. 


No. 8393. Survey of Housepower. 

This report presents the results 
of Electrical World’s survey of 
housepower in which 57 utilities 
were queried on their housepow- 
er problems. It includes sections 
on utilities expenditures to en- 
courage wiring modernization, 
ways in which utilities cooperate 
with contractors and case histor- 
ies of how several utilities deal 
with this problem. 


No. 8394. Distribution for Tomor- 
row’s Industry. 

This is a report on the future 
of industrial electrical distribution 
that pinpoints the needs, require- 
ments and the means to acquire 
adequate distribution. It includes 
sections on the methods of plan- 
ning a modern industrial distri- 
bution system, ways to evaluate 
an electrical distribution system 
and guides to modern distribution 
design. Electrical World is the 
publisher. 


No. 8395. The All-Electric Home. 

Electrical World, in this 24-page 
study, reports on the characteris- 
tics of the all-electric home as 
related to the electric utility and 
includes a series of load studies 
showing the effect of various uses 
of electrical appliances on the 
utilities load patterns. Also pre- 
sented are the results of studies 
of the load building effects of 
electric resistance heating. 


No. 8396. Electric Space Heating I. 

This 15-page report by Elec- 
trical World is based on an in- 
dustrywide survey of electric 


space heating and on the electric | 


sponsored by the publication. It 
includes data on _ utilities’ ap- 
proach to the subject of space 
heating. 


No. 8397. Electric Space Heating 

Il. 

This second report on electric | 
space heating by Electrical World | 
is based on a second industrywide | 
survey of utilities on the subject | 
of space heating. It includes in-| 
formation on the marketing, rate 
structure and service problems 
faced by utilities in the area of 
space heating. 


No. 8398. New Look in Outdoor 
Lighting. 
Electrical World published this 
15-page study of outdoor lighting 


from the electric utility viewpoint. | 
It includes descriptions of the! 


various important areas of out- 
door lighting such as shopping 
centers, ball parks, outdoor in- 
dustrial lighting and airport light- 
ing. Methods by which utilities en- 
courage the use of outdoor light- 
ing are described. 


No. 8399. Eighth Annual Electri- 
cal Industry Forecast. 

This is a forecast of the growth 
of the electrical industry for the 
period of 1957 to 1970. It covers 
residential, industrial and com- 


|/mercial power sales as well as 


energy production and peak loads. 
Electrical World is the publisher. 


No. 8400. Electrical World Industry 
Statistics—54th Annual Report. 
This report gives the results of 
a survey of electric utilities in the 
U. S. and Canada. It gives infor- 
mation on expenditures for con- 
struction, transmission and distri- 
bution, maintenance, revenues, ca- 
pacities and projected expansion 
for the electric power industry. 
Electrical World is the publisher. 


No. 8401. Tenth Steam Station Cost 

Survey. 

This is a 16-page report pre- 
senting the results of Electrical 
World’s tenth steam station cost 
survey. It includes sections on 
busbar energy costs, building 
costs, production costs, station 
heat rates, station design, labor 
needs and cost and performance 
data on 44 modern steam stations. 


No. 8402. Gas’ Eleventh Annual 
Construction Budget Survey. 

A study of 216 gas companies 
and their 1958 construction budg- 
ets is reported in this item by Gas. 
The budgets include planned ex- 
penditures for distribution, pro- 
duction, transmission, storage and 
general expenditures. 


No. 8403. This Is the L-P Gas In- 
dustry. 

This booklet, in layman’s lan- 
guage, describes L-P gas—what it 
is, what it does, how it is pro- 
duced, marketed and utilized. It 
gives information on typical L-P 
gas plants and the market poten- 
tial for manufacturers and sup- 
pliers and how to sell the market. 
Butane-Propane News is the pub- 
lisher. 


No. 8404. How to Sell the $37.5 
Billion Building Market 
Through Building Construction 
Illustrated. 

This Building Construction Il- 
lustrated 26-page brochure gives 
market and media data. It presents 
a reader analysis including job re- 
sponsibilities and practices, types 
of buildings, materials and tools- 
equipment purchases and a market 
forecast. 


No. 8405. Contractors Buying Pow- 
er Survey. 


Building Construction Illustrated 
made this study of materials, tools | 


and equipment used by the con- 


tractor in commercial, industrial 
and institutional building erection. 
It includes ownership and rental 
percentages of contractors’ tools 
and equipment and heavy machin- 
ery. It also features occupation- 
al and classification information 
about contractor readers. 


No. 8406. Market and Media Data. 

This brochure contains informa- 
tion about Sewage & Industrial 
Wastes. It also includes informa- 
tion about the current situation 
in the sewage and industrial wastes 
market field. 


No. 8407. 1958 Construction in the 
Southeast. 

Dixie Contractor gives informa- 
tion about proposed construction 
work scheduled during 1958 in 
Alabama, Florida, Georgia, South 
Carolina, middle and_e eastern 
Tennessee. 


No. 8408. Reader Inquiry Study. 

This is a study of the total in- 
quiries produced by Industry & 
Welding and Welding Illustrated 
for the year 1957. It breaks down 
the inquiries by product and in- 
dustry as well as by job title. It is 
a tool for determining the interest 
various industries have in relation 
to the welding market. 


No. 8409. Tubing for Fluid Power 
Cylinders. 

Applied Hydraulics published 
these results of a survey. The re- 
port details feet of cylinder tubing 
used during 1957 by manufactur- 
ers of hydraulic and pneumatic 
cylinders. 


No. 8410. A Study of Reader In- 
quiries. 

By analyzing 70,000 reader in- 
quiries, markets for hydraulic and 
pneumatic components are estab- 
lished, according to this report by 
Applied Hydraulics. The four- 
page booklet details product inter- 
est by industry and the job func- 
tion of the inquirer. 


No. 8411. Timely Facts and Fig- 
ures on the Building Industry 
of the U.S. 

This 14-page booklet by Build- 
ing Products contains significant 
and easily read information, com- 
piled from many sources, about 
the current character of the build- 
ing industry. 


No. 8412. 1958 Diesel Engine Mar- 
ket Analysis. 

Diesel Progress published this 
report which gives an analysis of 
diesel, dual fuel and natural gas 
engine markets together with pro- 
duction figures for 1958 and de- 
tailed breakdowns of diesel activ- 
ity in its major markets like 
construction, truck and bus, pe- 
troleum, etc. 


No. 8413. 1958 Survey by Shipping 
Management: Industrial Ship- 
pers Report on Packaging. 

Shipping Management reports 
on a survey of the packaging hab- 
its and requirements of the coun- 
try’s industrial shippers in this 
brochure. It gives information on 
the packaging supplies used in 
shipping departments, how pack- 
ages are protected and closed, the 
protection of goods in shipping 
and storage and the marking 
equipment used in shipping de- 
partments. 


No. 8414. 1957 Market Report on 
Roofing and Siding Industry. 
In this brochure, American 

Roofer & Siding Contractor re- 

ports on the activities of roofing 

and siding contractors including 
the percentages of contractors 
who apply various kinds of roof- 
ing, siding, waterproofing and ac- 
cessory materials. It also includes 
the percentages of contractors 
who apply materials on various 
types of buildings and who use 
various types of equipment. It 
includes graphs of dollar volume 


of the average contractor and 
business volume. 
No. 8415. 
Generates 
trial Market. 
This 16-page statistical analysis 
of trends in recreational boating 
indicates expanded markets for 
certain industrial products such as 
aluminum, sheet plywood and 
glass fibers. Released by Boating 
Industry, the report also contains 
import-export statistics and an 
analysis of expenditures for var- 
ious selected products related to 
the industry. 


Boating 
Indus- 


Recreational 
Expanded 


No. 8416. Freight Transportation 

Market. 

This report by Business Week 
outlines what the freight trans- 
portation market includes and 
how its important buying influ- 
ences can best be reached. It 
shows the importance of adminis- 
trative management in this mar- 
ket as evidenced by advertiser 
investment and points out the 
most efficient way to reach it. 


No. 8417. You Reach the Nation’s 
Leading Business Markets 
through Business Week. 

This brochure spots the 170 
leading metropolitans on a U. S. 
county map and demonstrates 
how 75% of Business Week cir- 
culation is concentrated in these 
areas which account for 71% of 
manufacturing employment and 
63% of retail sales. It lists per- 
tinent economic data together 
with the number of BW subscrib- 
ers in each area. 


No. 8418. It’s Just Good Business 
to be Well-Known. 

This Business Week brochure 
details research among financial 
executives and officers of $1,000,- 
000 companies which demon- 
strates that a good way to be fi- 
nancially well known is through 
well-directed advertising. 


No. 8419. 1958 Market Report on 
the Swimming Pool Industry. 
In this brochure, Swimming 

Pool Age gives data on the num- 

ber of pools built in the U. S. 

(broken down by years). It cov- 

ers the equipment sold with pools 

in 1957, construction data and 
trends, how pools were financed 
and operating expenditures. It 
includes an estimate of the new 
pool and equipment market for 
1958. 


No. 8420. Electronic Equipment 
Engineering Market and Me- 
dia File. 

Electronic Equipment Engineer- 
ing published this market and me- 
dia folder which gives informa- 
tion about the publication and its 
services. 


No. 8421. The Fourth Annual Sur- 
vey of Electronic Original 
Equipment Manufacturers. 

This brochure gives information 
about the dollar volume of pur- 
chases of electronic products and 
the job function of the men re- 
sponsible for their selection and 
specification within the electronic 
original equipment market. Pub- 
lished by Electronic Equipment 
Engineering. Free to manufacturers 
of electronic products and their 
agencies; $10 to others. 


No. 8422. A Market Report of the 
Fur Breeding Industry. 

Black Fox Magazine & Modern 
Mink Breeder reports, in this fold- 
er, on mink and silver fox pelt 
production and prices. 


No. 8423. Plastic Pipe in the Gas 
Industry. 

This is a market study on the 
present and future use of plastic 
pipe in the gas industry. It in- 
cludes reprints of Gas editorial 
features on the subject. 


No. 8424. Michigan Road Con- 
struction Market. 


Advertising Age, May 5, 1958 


A breakdown of some 20 differ- 
ent types of construction, and the 
amount of each, included in the 
$1% billion road program in 
Michigan is given in a folder 
published by Michigan Roads & 
Construction, Lansing. 


No. 8430. Marketing Map of Metal- 
working. 

A 23x34” six-color map on 
plastic paper issued by The Iron 
Age, Philadelphia, shows the 86 
industrial areas in 20 states that 
account for over 90% of metal- 
working’s plant employment. 
Areas show 1957 figures for num- 
ber of plants with 20 or more 
plant employes and number of 
employes in these plants. Price is 
$2 a copy. 


No. 8431. This Is the Foundry In- 
dustry. 

Tonnages of castings production 
in key years since 1942 and a 
projection to 1960, per cent of to- 
tal castings production purchased 
by various industries, number of 
casting producing units broken 
down by types, and an analysis of 
equipment and supplies bought by 
foundries are included in an 18- 
page booklet published by Foun- 
dry, Cleveland. 


No. 8432. Foundry Market Guide. 

Production, value of _ ship- 
ments, capital investment, Euro- 
pean foundry capacity and details 
on foundry purchases of equip- 
ment and supplies, plus a break- 
down of the foundry industry by 
areas, states and counties, are in- 
cluded in a 66-page booklet issued 
by Foundry, Cleveland. Available 
free to advertisers and agencies 
with direct interest in the foundry 
market. Others, $10. 


No. 8433. Dairy Market Facts. 

Dollar volume of business done 
by each of 13 segments of the 
dairy industry and the per cent of 
total of each, plus data on who 
does the buying, are covered in a 
16-page booklet published by the 
American Milk Review. 


No. 8434. Oil Trends—Venezuela 


vs. Texas. 
This booklet published by World 
Petroleum, New York, shows 


graphically the drilling and dis- 
coveries in Texas in the past nine 
years, reserves discovered per 
wild cat well, and production and 
reserves in Venezuela, compared 
with Texas. 


No. 8435. International Petroleum 
Trends. 

Demand for petroleum, in mil- 
lions of barrels per day, in the 
free world, with projections to 
1960 and 1970, the trend of dis- 
coveries (barrels found per barrel 
produced), barrels added per ex- 
ploratory well and per oil well 
drilled and petroleum supply by 
principal free foreign areas are 
among data in a booklet published 
by World Petroleum, New York. 


No. 8436. Construction Equipment 
Maintenance. 

A report by Construction Meth- 
ods & Equipment includes reports 
on two surveys, one showing con- 
tractors’ units and dollar value of 
equipment and amount spent per 
year for maintenance and a sec- 
ond showing what maintenance 
items are purchased by contrac- 
tors and where they are purchased. 


No. 8437. Construction Equipment 
in Use in 1957. 

Number of machines estimated 
to be operating in the heavy con- 
struction field, and supplementary 
estimates on number of tires per 
machine and in total in each 
equipment field, plus similar data 
on the antifreeze, battery and oil 
and fuel filter markets are in- 
cluded in a folder issued by Con- 
struction Methods & Equipment. 


No. 8438. Packaging Market. 
A survey by John T. Fosdick & 
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Available Market Data—Industrial 


To secure copies of data listed, use the handy coupons 


Associates, summarized in a book- 
let issued by Flow, Cleveland, 
presents new data on the indus- 
try’s use of packaging and ship- 
ping machinery and supplies by 
size of general market, packaging 
machinery in use, planned pack- 
aging machinery purchases, sup- 
plies in use, protective packaging 
needs and buying influence. 


No. 8439. Pulp and Paper Market. 

Pulp and paper industry total 
assets, value of sales, paper and 
paperboard production, pulp pro- 
duction, mill locations, number of 
states and number of employes 
are covered in a brochure issued 
by Paper Mill News, New York. 


No. 8440. Brand Recognition in 
Electronic Equipment. 

A 52-page booklet issued by 
Electronic Design, New York, sum- 
marizes its fourth annual audit of 
brand recognition of the elec- 
tronic original equipment market. 


No. 8441. The Aviation Market. 

Department of Defense annual 
expenditures on missiles and air- 
craft from 1954-57 and official 
estimates for 1958-59, plus unoffi- 
cial estimates for 1960-62, are in- 
cluded in a booklet published by 
Aviation Age, New York. 


No. 8442. Facts and Fancies about 
Missiles. 

An 8-page booket issued by Avi- 
ation Age, New York, clarifies the 
role of missiles in the nation’s 
defense arsenal and analyzes com- 
panies responsible for develop- 
ment of unmanned weapon sys- 
tems. 


No. 8443. Index to Major Missile 

Contractors. 

A complete listing of missile 
contractors, and their responsibil- 
ities by missile project, is given 
in a brochure by Aviation Age, 
New York. 


No. 8444. Light Construction In- 
dustry. 

A brochure issued by American 
Builder, New York, surveys 769 
builders, giving type of building 
operation, location, type of units 
built, price and number of units 
built and remodeling activity, plus 
facts on who decides brands used 
in construction and where pur- 
chased. 


No. 8445. Garage Door Survey. 

A report by American Builder, 
New York, covers results of a sur- 
vey oi 50 builders and number 
and types of garages built and of 
garage doors installed. 


No. 8446. Prefabrication Market. 

A mail survey, bringing 376 re- 
turns, of builders and their uses 
of prefabrication, including data 
on types and price of houses, is 
|covered in a brochure issued by 
| American Builder, New York. 


No. 8447. Marine Market Data. 

A 27-page brochure issued by 
Marine Engineering/Log, New 
York, covers current and pending 
merchant and naval shipbuilding 
by number of vessels, tonnage and 
dollar volume. 


No. 8448. Marine Money and Buy- 
ing. 

Dollar value of shipbuilding an- 
nually since 1950, plus data on 
buying practices, are covered in a 
booklet of Marine Engineering/ 
Log, New York. 


No. 8449. Marine Market for Wir 
Rope Fittings. : 

A report by Marine Engineer- 
ing/Log, New York, covers annual 
requirements for turnbuckles, sock- 
ets, shackles and cargo hooks for 
new vessels and for replacement. 


No. 8450. Marine 
Pumps. 

An eight-page report by Marine 
Engineering/Log, New York, in- 
cludes lists of pumps on a large 
|tanker, small tanker, mariner type 
|cargo ship, large passenger ship, 
tugboat and towboat. 


Market for 


No. 8451. 
Valves. 
A complete list of valves for a 
21,000 gross ton tanker is included 
in a report by Marine Engineer- 
ing/Log. 


Marine Market for 


No. 8452. Marine Market for Steam 
Traps. 

The number of steam traps and 
|strainers on a mariner type ship, 
/a tanker and minor merchant ves- 
sels, plus the number required in 
each steam heat system, cargo oil 
system, etc., are given in a report 
by Marine Engineering/Log. 


No. 8453. Railway Market for Wire 
and Cable. 

A breakdown of various signal 
installations and their wire and 
cable requirements, plus figures 
on the replacement market, are 
included in a two-page report by 
Railway Signaling & Communi- 
cations, New York. 


No. 8454. Radio Communications 
Equipment on Railroads. 

Various uses of radio equipment, 

|including number of installations 


‘and potential market, are given 


by Railway Signaling & Commu- 
nications, New York. 


No. 8455. Railway Buildings Con- 
struction Market. 

A tabulation issued by Railway 
Age, New York, gives estimated 
total dollar value of railway build- 
ings by types. 


No. 8456. Railroads as a Market 
for Cleaning Compounds. 

A breakdown of expenditures 
for cleaning compounds used by 
railroads and terminals, classi- 
fied by where or for what purpose 
used, is included in a report by 
Railway Age, New York. 


No. 8457. Latin America Purchases 
of Railroad Equipment. 

A tabulation of railroad equip- 
ment and material purchased from 
the United States by the Latin 
American countries, Spain and 
the Philippine Islands is presented 
in a brochure by Railway Age, 
‘New York. 


No. 8458. Railway Purchases of 
Automotive Equipment. 

A report by Railway Age, New 
York, gives a breakdown of 1957 
purchases of automotive equip- 
ment by the railroads, by types of 
equipment (autos, buses, tractors, 
etc.) and in total. 


No. 8459. Data on Home Owners. 
Replies by 229 home owners in 
Allegheny County, Pa., who had 
owned their homes two years, to a 
questionnaire mailed to 1,000 
homeowners are tabulated in a 
booklet issued by House & Home, 
New York, and giving data on 
whether the family had owned its 
previous residence, average length 
of residence in previous home, 
reasons for buying a new home 
and whether they were shown a 
sample home before buying. 


No. 8460. Appliances Included in 
FHA Mortgages. 

A folder published by House & 
Home, New York, gives a state- 
by-state report showing which ap- 
pliances are included in FHA in- 
sured mortgages in each state. 


No. 8461. Home Building Market. 

A report by House & Home, 
|New York, covering a San Fran- 
cisco marketing conference of 
builders and manufacturers in- 
cludes a report by Miles L. Colean, 
economist, laying out spending 
units annually since 1946, private 
housing starts annually since 
1950 and including estimates for 
1957 and 1958 and value of new 
private dwelling units every two 
years since 1946, with estimates 
for 1956 and 1958. 


for the railroad field in a report |No. 8462. Rubber Market. 
issued by Rubber 


A _ booklet 
Age, New York, gives size of mar- 
ket, location of plants and data 
on raw materials, components and 
other materials used, factory oper- 
ation and equipment and buying 
influences. 


No. 8463. Rubber Industry Review 
and Preview. 

World rubber production and 
consumption figures, annually 
since 1947, plus projections for 
1958, and similar data on natural 
vs. synthetic consumption, capital 
expenditures by the industry, sales 
and profits are covered in a book- 
let published by Rubber Age, New 
York. 


SOON TO BE PUBLISHED 


No. 8464. Materials Handling 

Equipment in Use. 

A brochure covering units and 
value of materials handling equip- 
ment in use, trends in use and 
purchasing plans will be pub- 
lished by Modern Materials Han- 
dling, Boston, in sections begin- 
ning Aug. 1. 


No. 8137. Pipe Line Market Data. 
This 36-page brochure outlines 
the scope of the pipeline market 
including data on capital expendi- 
tures, future possibilities and 
trends, equipment used and a list 
of pipeline companies and contrac- 
tors. Published annually in Sep- 
tember by Pipe Line Industry. 


No. 8138. World Oil Market Data. 

This 44-page brochure includes 
information on oil exploration, 
drilling, production, equipment, 
capital expenditures, geographical 
location of the oil market and saies 
tips on the industry. Also includes 
circulation and editorial data on the 
publisher, World Oil. Published an- 
nually in September. 


No. 8139. Petroleum Refining-Pet- 
rochemical Market. 

The refining, petrochemical and 
natural gasoline market is depicted 
in this 44-page brochure and in- 
cludes data on capital expendi- 
tures, predictions for the next five 
years, equipment used and sales 
tips on buying policies. It contains 
a list of refineries, petrochemical 
and natural gasoline plants in the 
United States and abroad. Pub- 
lished by Petroleum Refiner annu- 
ally in September. 


No. 8140. Fabricated Materials and 
Parts Market Survey. 

This report contains market data 
on 24 types of ferrous and nonfer- 
rous fabricated materials including 
stampings, extrusions, forgings and 
other metal forms as well as non- 
metallic parts. To be published by 


LOCATED AT B 


rine” 


Me 


SUPPOR 


i Pans a ona! up eor ate ae 


ROADCAST 


“Eye-full” to 


TED TOWER IN T 


0-Radio 810 Kc. with a 50,000 watt signal 


t Mi 


tie <0 


MoO 


ING HOUSE, KANSAS CITY 


ee 


Farming Magazine: 


151 
CMO tower 
1,042 ft 
Vs 
Wet Fiffel tower 
(984 ft. 
ane 
407 
aD 
D 4 
ia 
le a- 
D~ 
yy 
4 aN Woolworth 
eon | Bldg. 
A792 ft. 


~ 


“4 
= 


Ss 


A 


4 
a 


nal 


A 


Sa 


<4 
a 


aa ll 


& 


SF 
ti 


Zix 


Wi 


ee | a a aia a ee Ge ccm, UE Re ae en. 
7 
} j 
Pe | 
| = a a a : 
| ais 
ie 
Bid 
| —" 
ASD eset 
‘ a iy pert 
yma ee 
AMD Ske 
ANY — 
| | (ine ae eos 
| | SE | ae 
| | BX — 
» wa Sa, 
| of NN Boe 
i | | ARSXs ue 
| DAY ‘ 
PAK 
| SE 
a 
| aK " Pees 
| 4 > ia | 3 
A ali 
| | ae e pA ia 
| - a: In Paris. .-it’s the Eiffel tower. . in Kansas City it’s KC MO’s wer. + BB | > iA | ee 
 63hfls’_—sSOC”TTALLLSTTT SELF -- a 4E WORLD | | BANS : @ 
| oa fy’ a . Site Sy, : i | . 4 —S Fu ; , oe 
a ae ae) \) P< | "Meee 
) ; | | bee 
BKC O-TV 2 KC Radioj — 
BX _KCMOV Channel S—maximum power ot ail meannien | Ge. 1m." oa 
| feet above ground for greater coverage. = station, | \ <7 <0 ve & 
| 4 A community leader in programming, public services and awardwinning radio news reporting. — esd) LX PA a 
ER ng OE ae City’s ONLY complete broadcasting service — Radio — Television — and. Sa 2 ees (wie 
| Affiliated with Better Homes & Gardens and Successful pn ae ae ; ae 


se Ra) 


152 


Available Market Data—Industrial 


To secure copies of data listed, use the handy coupons 


Materials in Design Engineer in, 
July, the material is free to agen- | 
cies and manufacturers of fabricat- 
ed materials and parts, 50¢ to all 
others. 


No. 8141. Nonferrous Metals and 
Parts Market Survey. 

Based on information from U.S. 
hardgoods manufacturing plants, 
this report will contain market data 
on 15 different metals and forms 
in which each nonferrous metal is 
used. To be published in July by 
Materials in Design Engineering, 
the booklet is free to agencies and 
nonferrous metals and parts man- 
ufacturers, 50¢ to all others. 


No. 8142. The Railroad Market. 

This 16-page booklet, published 
by Railway Equipment & Publica- 
tion Co., describes the railroad 
market, gives trends, compares 
leading railroads, outlines buying 
and test procedures and gives ad- 
vice to salesmen on selling the 
market. Also describes publication 
and gives media information. To 
be published in September. 


No. 8143. Work Boat Market and 
Media Data. 

This brochure will cover the 
work boat market on inland rivers, 
canals and coastal waterways and 
will include data on capital in- 
vestment, number of boats, port 
facilities and illustrations and spe- 
cifications of various work boats. 
Will be published by Work Boat 
in June. 


No. 8144. How to Sell to the Ar- 


|\September by Plant Engineering, | 


chitectural Market. 

A compilation of techniques used | 
by over 2,000 experienced archi- | 
tectural product salesmen in sell- | 
ing to architectural companies will | 
be presented in this folder. Based | 


Bearings Marketing Study. 
This report, to be published in 


will cover specifying and purchas- 
ing practices and responsibilities, 
favorable and unfavorable fea- 
tures of bearings and _ bearings| 
packaging, brand preferences for | 
sleeve, roller and ball bearings and 
split and solid pillow blocks. 


No. 8468. 1958 Electrical Products| 

Brand Preference Study. 

This study by Plant Engineering, 
to be published in September, will 
cover brand preferences over a| 
wide range of industrial electrical 
products including transformers, | 
switchboards, lamps and lamp fix- 
tures, cable, wire, conduit and 
conduit fittings, motors, testing in- 
struments. The results will be 
compared with those obtained by 
a similar 1956 study. 


No. 8469. Marketing Data on the 
Building Specialties Industry. 
Building Specialties is accumu- 

lating marketing data on the 

building specialties industry which 
it plans to use in its August issue. 

Included will be information on 

the market, the nature of the in- 

dustry and materials used by the 
industry. 


NOTE: Most items listed here 
are available without charge, but 
not all. Those requesting material 
which bears a price will be billed 
by the publishers. 


No. 7500. Catholic Population Sta- 
tistics. 
Published by Catholic Manage- 
ment Journal and Catholic School 


Advertising Age, May 5, 1958 


TO OBTAIN MARKET DATA USE THIS COUPON 


Readers’ Service Dept., ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


Please send me the following data (insert code number of each item wanted): 


Address 


ow eR Peas 


-” 


This coupon not valid after July 31, 1958 


No. 7505. Principles and Practices|studied in this survey, published | 


for Sponsors of Educational 
Material. 
Presented as a guide for busi- 


ness and industry in preparing ed- | 


ucational materials for schools, 


by Modern Schools. 
| 
| No. 7513. Surgical Dressings. 

| The extent to which registered 
|murses use surgical dressings, have 


this booklet proposes 16 guideposts|>'and preferences and influence 
to planning and producing such purchases of hospital supplies is 


material for maximum value and |©°Vvered in this survey of 5,000 


on studies of manufacturers Of| Joyrnal, this folder lists total and 
products, materials and equiP-/|Catholic populations within each 
ment, Progressive Architecture | state; the number of Catholic stu- 
will publish this material in June | dents and teachers in each state, 


with single copies free, copies in| 
bulk, 30¢ each. | 
No. 8145. Techniques for Success- | 
ful Architectural Advertising. | 
A leading agency man exam-| 


|hospitals, sanatoriums, protective 


and the number of Catholic schools, 


institutions and homes for the aged 
in each state. The 66 largest Cath- 


olic dioceses are listed along with | 


acceptance in the educational field. 
Instructor magazine is the pub- 
lisher. 


No. 7506. Journal of Chemical Ed- 
ucation Fact File. 

Journal of Chemical Education 
presents in this folder a resume of 
its history, editorial policy, circu- 
lation, market data, special serv- 
ices, rates, 


Market. 

This is a 16-page reference piece 
on schools as a market. Covering 
public schools, private schools and 
colleges, it details their organiza- 
tion, size, growth and character- 
istics. The booklet also gives ed- 


mechanical require- | 
ments and other pertinent facts. | 


No. 7507. Facts About the School) 


|nurses, published by American 
| Journal of Nursing. 


'No. 7514. The Educational Market. 
The educational market is de- 

scribed in terms of its components 

|and characteristics. Modern Hos- 

|pital Publishing Co. is the pub- 

| lisher. 

| 

No. 7515. The College Market: 
1957-58. 

Modern Hospital Publishing Co. 
presents in this study a compre- 
|hensive analysis of higher educa- 
tion, its organization, growth, fu- 
ture and potentiality as a sales 
| market. 


| No. 7516. College Feeding. 
| This is a study of the food and 


food service equipment market in 


itorial and circulation data about colleges and universities. Details 
School Executive-School _Equip-| of feeding practices and equip- 
ment News, by whom it is pub-/ment needs and uses are given. 


ined 12 Starch issues of Progres- the percentage of total population | 
sive Architecture and will present | they represent. 
his findings in this booklet to be) No. 7501. The American Artist To- 
published in June by Progressive; = qay, 

Architecture. The booklet will sug-| This study of the readership of 
gest successful methods of gain-| 4merican Artist gives data on in- 
ing attention and readership in come, activities, schooling, occupa- 
architectural advertising and will) tion, and amount of purchasing 
be available free for single copies, | the subscribers do in the art sup- 
30¢ each for more than one. | ply field. Watson-Guptill Publica- 
| tions, New York, publisher of 


No. 6186. Machine Tool ‘Cyclope- | American Artist, has published the 
dia’ Data File. ' study 


Machine Tool “Cyclopedia” of-| 
fers this data file, to be published No. 7502. Directory of Art Schools. | 
in June, which will offer informa- | In this pocket-size directory, | 
tion on the metalworking industry,| American Artist lists the names 
with market definitions and anal-| and addresses of art schools and 
ysis and data on the publication private teachers (advertisers in 


lished. 


|No. 7508. How Big Is The School 


Market? 

A graphic summary of the 
growth of the school market in 
terms of expenditures, enrollments 
and building is depicted in this 
folder put out by School Execu- 
tive-Educational Business. 


No. 7509. What Are the Buying 

Patterns in the School Market? 

Changes in the past ten years 
in the school market and how they 
have affected school budgets and 
their development are explained. 
The relative purchasing influence 
of various school administrators 
is detailed. Up to ten copies are 


| Modern Hospital Publishing Co. is 
| the publisher. 


| No. 7517. The Public School Mar- 
Descriptive and statistical data 
|about the organization, operation, 
| growth and future of public schools 
j}as a market and how it can be 
reached are discussed in this book- 
|let put out by Modern Hospital 


| Publishing Co. 


No. 7518. The Importance of the 
Hospital Market to the Phar- 
maceutical Industry. 

This booklet, published by Mod- 
ern Hospital Publishing Co., dis- 
cusses hospitals in terms of their 


and its services. 


No. 8147. The E.1.C. Code for Elec- 

tronic Market Research. 

Electronic Industries will pub- 
lish this booklet introducing the 
Electronic Industries Classification 
(E.1.C. Code) as an improvement 
for the SIC code for market re- 
search in the electronic industry. 
To be published in August. 


No. 8465. Diesel Electric Motive 
Powers. 

A report to be issued soon by} 
Railway Age, New York, will list | 
(1) the inventory of each diesel | 
builder’s locomotives in service on 
individual railroads as of last Jan. 
1 and (2) installations of new die- 
sel locomotives during 1957. Price 
is $5. 


No. 8466. Research Report: Pumps 
for In-Piant Operations. 
This report by Iron Age, to be 
published in July, will list the 
number, types and sizes of pumps 
used in metalworking plants. 


No. 8467. Anti-friction and Plain! buy and specify in a typical year.|lunch economy. 632 schools were | 


the magazine) offering courses 
|during the year. Descriptions of 
|the courses and other pertinent 
data are given. 


\No. 7503. Survey of Industrial Med- 
ical Market. 

Issued by {ndustrial Medicine 
Publishing Co., this survey exam- 
ines initial costs of industrial med- 
ical department equipment, indus- 
trial physicians’ expenditures in 
1956 for medical supplies and the 
extent to which various medical 
supplies are used, prescribed and 
recommended by industrial doc- 


No. 7504. The Interiors Market To- 

day. 

Published by Interiors, this 
pamphlet reports a survey by Fact 
Finders Associates Inc. of the con- 
tract and residential interiors mar- 
ket among professionals who are 
the primary buying power. The)! 
report gives a breakdown, by the 
dollar volume of products in each 
category, of products designers 


allowed free; additional copies cost |importance to pharmaceutical 
15¢ each. School Executive-Edu-|™anufacturers. It also discusses 
cational Business published this|ospital administrators as phar- 
pamphiet. |maceutical purchasers and what 
|they want to see in pharmaceutical 
No. 7510. How Well Do You Cover ad copy. 


the School Market? . . 
This booklet shows how a rela- “er The Hospital Market: 


tively few school districts spend a iedigh ‘ 
high percentage of educational| This is a fact book published by 


funds and how School Executive-|Modern Hospital Publishing Co. 
Educational Business circulation | 4¢tailing the hospital market, its 


parallels this purchasing power in|Size, organization and _ services. 


two states. The two magazines are | The hospitals are discussed by size, 


publishers of the booklet. 


No. 7511. 
cational Business 
ing and Sales Aids. 
The various merchandising and 

sales aids offered by this publica- 

tion is detailed. 


No. 7512. Survey of School Lunch- 
room Program, 

This six-page report discusses 
the operation of school kitchens 
and student facilities and the prob- 
lems of purchasing and _ school 


School Executive-Edu- 
Merchandis- 


| type and ownership. 


No. 7520. Survey on Hospital Air 
Conditioning. 

A survey of 530 hospitals to 
learn what kinds of air condition- 
ing systems they use is disclosed 
in this report. It discusses equip- 
ment types, capacities, needs for 
more equipment, installation and 
financing problems. Issued by 
Modern Hospital Publishing Co. 


No. 7521. A Survey of Buying In- 
fluence in the Public School 
Market. 


In this summary, published by 
| School Management, the purchas- 
ing pattern—who buys what—of 
public schools is explained. Buying 
patterns for 20 different product 
lines are cited. 


No. 7522. An Analysis of the Pub- 
lic School Market. 

Published by School Manage- 
ment, this analysis examines the 
estimated $10 billion public school 
market and discusses how it can 
|be covered from a marketing view- 
| point. 


No. 7523. Market Coverage of Var- 
ious School Administrative 
Magazines. 

School Management in this re- 
port compares the circulation 
quantity and quality of School 
Management with American 
School Board Journal, School Ex- 
ecutive-Educational Business and 
Nation’s Schools. 


No. 7524. An Analysis of the School 

Management Reader List. 

This report by School Manage- 
ment details how the magazine’s 
reader list of 50,000 has been de- 
veloped in 12,000 school districts 
comprising 94% of the U. S. school 
population. 


SOON TO BE PUBLISHED 


No. 7525. School Population Sta- 
tistics. 

This hand-size folder details in 
|summary form public school en- 
|rollment, school expenditures, 
classroom needs and total popu- 
lations in 110 of the country’s 
largest cities. To be published July 
15 by American School Board 
| Journal. 


|No. 7526. School Shop. 

Prakken Publications, publisher 
of School Shop, presents in this 
folder market, circulation and spe- 
cial service data about the maga- 
zine. 


No. 7527. Education Digest, 
‘Must’ Magazine. 

Market, circulation, advertising 
and special service data about Ed- 
ucation Digest magazine are given 
in this folder by Prakken Publi- 
cations, the magazine’s publisher. 


No. 7528. The Hospital Market. 
This is a four-page summary of 
the operations of U.S. hospitals, 
their facilities, construction pat- 
terns and plans and hospital use 
trends. Hospitals is the publisher. 


No. 7529. X-Ray and Radioactive 
Isotope Therapy Services in 
Hospitals. 

The number and percentages of 
hospitals using X-ray and radio- 
active isotope therapy are pre- 
sented statistically in this booklet 
put out by Hospitals. The speciali- 
zations of these hospitals, their 
;volume of patients and capacities 
‘and their use of X-ray film is 
‘also indicated. 


the 
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Advertising Age, May 5, 1958 


Department Store Sales... 


Sales Rise 4% in April 26 Week 


WASHINGTON, May 1—Depart- 
ment store sales across the nation 
in the week ended April 26 were 
4% ahead of sales for the similar 
week a year ago, the Federal Re- 
serve Board reported today. 

For the four weeks ended at that 
time, sales ran 3% behind a year 
ago and for the year to that date, 
they were 2% behind. 


= Four of the 12 FRB districts re- 
ported losses for the week: Cleve- 
land, 5%; Richmond, 6%; St. Louis, 
5%; Minneapolis, 2%. Chicago re- 
ported no change from a year ago. 
The remaining districts had gains: 
Boston, 5%; New York, 8%; Phil- 
adelphia, 12%; Atlanta, 11%; Kan- 
sas City, 1%; Dallas, 9%, and San 
Francisco, 6%. 

A detailed breakdown of these 
sales will be available next week. 
For the prior two weeks, sales 
broke down as follows: 

% Change from ’57! 
Week Ending 


Federal Reserve Apr. 
District, Area, and City 2 19 


UNITED STATES .... —16 —9 
Boston District . —25 lt 
Metropolitan Areas 
BE cbiancnscccashecsmineibitncnsacecsnes —19 
Downtown Boston ... —23 
Suburban Boston —12 
Cambridge .... +9 
Quincy —21 
CE an —16 
City 
Springfield —6 
New York District ........ —19 —8 
Metropolitan Areas 
MII siiptaiciesnasensctaniancaseennees —19 —21 


New York-N.E 


Rochester .... 
Syracuse 
Philadelphia District .. 
Metropolitan Areas 
Wilmington ....... 
Trenton ....... 
Lancaster 
Philadelphia 
Reading 
Scranton eansenanmnenap 
Wilkes-Barre—Hazleton .. 
Cleveland District 
Metropolitan Areas 
Lexington .... sesoteitansal 
Akron 
Canton 
Cincinnati . 
Cleveland - 
Downtown Cleveland .... 
Columbus 
Springfield .. 
Youngstown 


Pittsburgh ..... 
Wheeling-Steubenville 
Richmond District 
Metropolitan Areas 
Washington 
Downtown Was 
 — eae 
Downtown Baltimore 
Richmond 
Atlanta District 
Metropolitan Areas 
Birmingham .... 
Mobile nose 
TACKSONVIME  ....4......cceceeesseeseee 
Miami 
Downtown Miami ............. 
Atlanta 
Augusta 
New Orleans 
Knoxville 


Metropolitan Areas 
Chicago 
Indianapolis 
Detroit .......... 
Grand Rapids .. 
Milwaukee ...... 
St. Louis District . 
Metropolitan Areas 

Little Rock 
Louisville ... 

St. Louis ... 

Memphis 
Minneapolis District ... 
Metropolitan Areas 
Mpls.-St. Paul 


Mpls. and Suburbs ......... —12 
SS, eee —9 
Cities 


Duluth-Superior 
Kansas City District ... 
Metropolitan Areas 

Denver 


Kansas City 


St. Joseph . 

Albuquerque .... ; 

Oklahoma City 2.0.0.0... —l7 
—4 


RE 


Dallas District eteeciceee Se 

Metropolitan Areas 
Dallas as F 
— 5 


Fort WortTn ...cccccccccccccnne 16 —20 
ee en —19 
Ban ANTONIO oncececrecesoceeseess. — 6 —22 | 
San Francisco District ........ —6 r— 5) 
Metropolitan Areas } 
Los Angeles-Long Beach — 1 + 6) 
Downtown Los Angeles. -—-19 — 6 
Westside Los Angeles ... +41 +14 
EE ee ey +18 +20 
Sar DIOGO ccccccereressssseerveseesese 13 —9 
San Francisco-Oakland ... —11 —15 
San Francisco City .......... —1l —20 
Oakland .n..ccccccrcersseesrecrerreeee 18 —ll 
pee —7 14 
Salt Lake City .......... —19 —13 
Seattle e — 8 —18 
GD. iccccchanintetinndiesuin’ —4 +4 
TEI tctncissnonrecntetertienapee —16 —23 


r—Revised. *Data not available. 

1 During March and April changes from 
a year ago reflect in part the fact that 
last year Easter was on April 21 while 
this year it was on April 6. For this rea- 
son it is estimated that in comparison 
with last year an allowance should be 
made for an increase in sales of about 6 


per cent for the month of March as a 


whole and a corresponding decrease for 


the month of April. These allowances ap- 
ply to the figures for the United States. 


Ward's Plans 9 Stores 
Montgomery Ward & Co., Chi- 
cago, will build nine new full line 
department stores, the company 
has announced, plus a large dis- 
tribution center at Kansas City. 
Sites of the new stores are Okla- 
homa City, Tucson, Lincoln, Neb., | 
Huntsville, Ala., Baltimore, Jack- | 
sonville and St. Petersburg, Fla.,| 
Houston, and Richmond, Cal. 


| 

| 

Robinson Joins ‘Mechanix’ 

John F. Robinson, formerly of 

Reuben H. Donnelley Corp., has 

joined the eastern sales staff of 
Mechaniz Illustrated, New York. 


1000 IDEAS 


from successful companies 


ony $10. 


SALES, MERCHANDISING, 
ADVERTISING, PROMOTION 


experiences sent you each month for a 
year...just as they happened...show- 
ing the results produced... .as reported 
in the nation’s leading business and 
trade publications. Adapt them to your 
own profitable use. Worth much much 
more than the $10.00 check you send. 


BRIEFED 


400 Madison Ave., (Dept. A), N. Y. 17 


In the massive, spreading U. S. market, 
nothing matches the mushrooming growth 


of suburbia. Its families are bigger. Their 


income is greater. So are their expenditures. 


The magazine most firmly entrenched 


in suburbia is TV GUIDE. 


TV GUIDE reaches more persons per 
household* and sells more copies per 
week in suburbia than any other magazine. 
No wonder so many advertisers 
(more than 1000) “buy” TV GUIDE: 
it reaches more of the people who buy most. 


CIRCULATION NOW OVER 6,400,000 
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LeMay Dingfelder Jewett 
LEARNING SESSION—Five of the speakers at the fifth 
annual national workshop of the Assn. of National 
Advertisers, held in Rye, N.Y., are lined up here. 
They are Edward P. LeMay, Minnesota Mining & 


Carr Kizer Gibson 
WOMEN’S WORK—LOs Angeles’ acting mayor, John S. Gibson Jr., 
signs a proclamation making April 28 to May 4 Women-in-Advertis- 
ing Week in honor of Los Angeles Advertising Women Inc., which is 
sponsoring its 12th annual achievement awards competition for SPAWNED—The litter of baby trucks here won’t grow 
western ad women. With him are Betty Kizer, of TWA, LAAW pres- up to be big trucks but were prizes given by Railway 
ident, and Anne K. Carr, Interstate Bakeries, awards coordinator. Express Agency in a juvenile “Most Winning Smile” 


Mohler Young Doherty Collins Gray 
SPEAKERS & GUESTS—At the 4th district meeting in T. Doherty, Doherty TV-Radio Management Corp., 
Tampa of the Advertising Federation of America are Washington; Louis J. Collins, RCA-Victor radio- 
pictured Clyde Mohler, Henry Quednau Inc., Tampa; __ victrola division, and Bill Gray, Louis Benito Ad- 
Adam Young, Adam Young Inc., New York; Richard — vertising Agency, Tampa. 


Heiskell Kurz Mithun Mr. and Mrs. Ogilvy Mr. and Mrs. Cox Lawler Zern 


Mr. and Mrs, David Ogilvy, of Ogilvy, Benson & Mather; Edwin Cox, board chairman Sulphur Springs, W. Va, 


Kirk Jewett, Pitney-Bowes, 


Mfg. Co.; Richard B. Dingfelder, Scott Paper Co.; 
program chairman; 
George W. Feld, Revlon Inc., and Harold A. Derr, 
Procter & Gamble. 


contest. The miniature trucks (two-tot capacity) are 
electrically powered and match, except in size, the 
16’7” International truck. 


SWATHED — 
Charles Lewin, 
Siny Sajet and 
Ched Vuckovic of 
the Rockmore Co. 
were the players 
inan “Under 
Wraps” teaser 
campaign for S. 
Augstein & Co.'s 
Sacony fashions. 
Scenes, like this, 
shot in New 
York’s garment 
district, were 
used in ads in 
Women’s Wear 
Daily. 


Fatt 


RELAXATION—It was not all work at the annual convention of the American Assn. of of Kenyon & Eckhardt, and Mrs. Cox; Shad Lawler, Foster & Kleiser; Ed Zern, Geyer 
Advertising Agencies. These admen found time to relax and talk between sessions: An- Advertising; Tom Adams, Campbell-Ewald, and Herbert Strauss and Arthur Fatt, of 
drew Heiskell, Life; Walter Kurz, Chicago Tribune; Ray Mithun, Campbell-Mithun; Grey Advertising Agency. The convention was held at the Greenbrier Hotel in White 
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TELL YOUR SALES STORY IN 


Better Homes & Gardens’ 


6 ENTHUSIASTICALLY-READ 


IDEA ANNUALS 


Talk about selectivity—enlist the idea-power of BH&G’s Idea Annuals and you not only have 
six specialized home and family subjects from which to choose, you can be sure that each book 
is selecting an enthusiastic audience of vitally interested prospects. Add the inherent ability 
of ideas from BH&G to attract active, immediately-interested people, pinpoint it on a specific 
home and family area and you have super-selectivity. What a sales climate for advertising! 


as 


Still time to make this year’s issue! 


HOME FURNISHINGS 
IDEAS ANNUAL 


CLOSES: July 15, 1958 + On Sale: Sept. 16, 1958 - Rate Base: 450,000 


Ideas for glamourizing every room in the house . . . solutions for decorating 
problems on a tight or a generous budget . . . all presented with the special 
know-how of Better Homes & Gardens’ editors. Home Furnishings Ideas gives 
advertisers a wonderful chance to reach people when they’re in the mood to buy. 


tgbespegsrtts 


i 
Closes: October 15, 1958 
On Sale: December 18, 1958 
Rate Base: 225,000 


Closes: June 13, 1958 
On Sale: August 19, 1958 
Rate Base: 165,000 


Closes: August 15, 1958 
On Sale: October 16, 1958 
Rate Base: 550,000 


Closes: November 14, 1958 
On Sale: January 20, 1959 
Rate Base: 165,000 


MEREDITH OF DES MOINES... America’s biggest publisher o 
ideas for today’s living and tomorrow’s plans 


— 


‘ Bed pun coworeanins. HE 


pEMAN 


} 


“Better Homes & Caines 


Closes: December 12, 1958 
On Sale: February 19, 1959 
Rate Base: 135,000 
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‘Today‘s Health’ 


Revamps Format 


(Continued from Page 3) 


paign. National advertisers are 


and patent drug houses. Mr. He- 
therington said ethical drug houses 
will constitute only about 10% of 
the advertisers who use the book. 

The magazine is presently con- 
ducting a readership survey, and 
a business paper campaign is in 
the offing. 

Space rates will remain the 
same, at least until the end of the 
year, Mr. Hetherington said. Pres- 
ent guarantee is 375,000, though 
500,000 copies of the May issue 
were printed. 

Newsstand circulation is being 
tested in all cities over 10,000 
population, and plans are being 
mapped to sell copies through drug 
stores and other specialty loca- 
tions. A subscription drive is 
planned for next year. 


# The AMA’s board of trustees 
gave the green light to Mr. Hether- 
ington’s plans to spruce up the 
magazine in July, 1957. In Novem- 
ber, James M. Liston, formerly 
of Better Homes & Gardens, was 
named chief editor, replacing Dr. 


ie 


being sought, as well as ethical | 


Heimerle Liston 


ae 


a 
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Hetherington 


HEALTH PUSH—W. W. Hetherington, executive publisher of Today’s 
Health, checks the new format of the magazine with Myron C. 
Heimerle, advertising sales manager, and James Liston, editor. 


W. W. Bauer. Mr. Liston is the 
first medical layman to be editor 
of the magazine. 

The new cover and format of To- 
day’s Health were designed by 


Wally Hainline, New York art con- 
sultant. Some of the features have 
been introduced prior to the May 
issue, on a test of reader accept- 
ance. # 


From the House of Ideas 


T. M, Mystik Registered 


NEW...PINWHEEL ACTION...OUTDOOR 


ENJOY 


True Luxury Driving | 


Cities Service spring station 
promotion features this big pole 
sign with 3-D multi-color spinning 
pinwheels. Background is 
Stanzall® outdoor cardboard. 
Complete kit. Window trim and 
mushroom light signs also feature 
pinwheels. For ingenious action 
for your point-of-sale displays, 
write or phone Chicago Show 
2635 N. Kildare e Chicago 339, Ili. 
SPaulding 2-1600. 


Merchandising for 


Advertising Age, May 5, 1958 


Sponsors Called 


Station's Duty, Hit as ‘Giveaway’ 


NAB Panelists Also 
Hit Station Promotion 
in Competitive Media 


Los ANGELEs, April 30—The need 
for standard film contracts, the 
problem of “loaded” rating weeks 
and the expected shortage of fea- 
ture movies for television were 
among the topics aired at the film 
panel session of the NAB. 

The liveliest general discussion 
came during the merchandising and 
promotion session. 

There seemed to be a good deal 
of difference of opinion as to what 


NAB Meeting 


constitutes merchandising, and as 
to how much of it and what kind 
stations should offer their clients. 


@ The three panelists—John C. 
Cohan, KSBW-TV, Salinas; Ray- 
mond W. Welpott, WK Y-TV, Okla- 
homa City, and Arthur Schofield, 
Storer Stations, Miami—more or 
less agreed that it is a station’s re- 
sponsibility to help the sponsor 
move his products. They agreed 
that the right kind of merchandis- 
ing could make for (1) additional 
sales for the advertiser and (2) 
sponsor renewals for the station at 
option time. 

And they seemed to feel that 
many broadcasters make a mistake 
in turning to competitive media— 
outdoor, car cards, newspapers, etc. 
—as a primary means of “mer- 
chandising.” 

Mr. Schofield intimated that it’s 
surprising that more advertisers 
don’t turn around and buy these 
competitive media when they find 
out how much broadcasters think 
of them. 


= But the panelists never settled 
down to a meeting of minds as to 
exactly what station merchandis- 
ing is. There was a definition of- 
fered from the floor—‘anything a 
station can do in the advertiser’s 
channel of trade that helps move 
his merchandise.” But others in the 
audience opined that merchandis- 
ing of that sort was the sponsor’s 
business and not the broadcaster’s. 

The discussion closed on a plain- 
tive note, as Elton Rule, KABC-TV, 
Los Angeles, complained that 
“broadcasters have got themselves 
into a national merchandising di- 
lemma,” with sponsors asking for 
all kinds of materials, services and 
surveys. He suggested a committee 
be set up to consider ways and 
means of stopping this giveaway, 
which, he said, “gets worse every 
day.” 


a This was probably the last such 
give-and-take convention session 
between the users and suppliers of 
tv film (see story on Page 2). 

However, there was only one 
brief reference made to the film 
distributors’ changed status in the 
association. Milton A. Gordon, Tel- 
evision Programs of America, said 
he “occasionally sensed the feeling 
on the part of some stations that 
film distributors are second class 
citizens.” He said this attitude was 
reflected in the barring of distrib- 
utors from the 1959 annual conven- 
tion. 


= Mr. Gordon predicted half-hour 
syndicated films will be more im- 
portant than ever during the com- 
ing season. 

“T have made extensive inquiry 
into agency and sponsor attitudes 
resulting from the prevailing eco- 
nomic conditions and I am confi- 
dent that you will find many large 
and medium-size advertisers who 


,are reluctant to make large net- 
|work commitments,” he said. 
“Some are going to cut their budg- 
ets and will be unable to buy net- 
work shows. Others will be more 
selective in their marketing activ- 
ities and will buy regionally or 
locally.” 


s A. James Ebel, KOLN-TV, Lin- 
coln, Neb., suggested means by 
which the distributors could better 
“cooperate” with stations. Among 
his suggestions: 


e Film companies should have 
more stabilized sales forces. He 
complained that by the time the 
customers “get to know and trust” 
a particular salesman he has been 
shifted to another territory or 
company. 


e Avoid high-pressure methods. 


e Provide for option arrangements 
to hold a film at the negotiated 
price until sponsor negotiations can 
be completed. 


e Set up some kind of arrange- 
ment for escape clauses on 52-week 
contracts in case the sponsor turns 
out to be “completely unhappy” 
with a particular show. 


= During the feature film panel 
Lee Ruwitch, of WTVJ, Miami, 
warned that time buyers already 
have become wary of ratings col- 
lected during heavily promoted 
“loaded” rating weeks. He said that 
such ratings do not give a realistic 
picture of the feature film audi- 
ence. 

Mr. Ruwitch said the novelty of 
seeing movies on tv already has 
worn off, that people are begin- 
ning to go to theaters again to see 
good movies and that many station 
operators are stuck with millions 
of dollars’ worth of film commit- 
ments that they may not be able to 
recover. 

Both film distributors on the 
feature panel foresaw the end of 
the available supply of pre-1948 
feature movies and advised sta- 
tions to use their present libraries 
of films wisely. 


= Oliver A. Unger, National Tele- 
film Associates, said the industry 
has “dissipated the enormous value 
of feature films on tv...like a 
drunken sailor spending his money 
on leave.” The industry already 
has consumed a Hollywood inven- 
tory of somewhere between 8,000 
and 9,000 feature films. If the post- 
1948 supply becomes available to 
tv, this will add only 2,831 films to 
the current total, he added. 

‘Due to network problems in the 
affiliated markets, feature films by 
and large have been relegated to 
fill Class C time, and the only areas 
where maximum results have real- 
ly been evident have been on the 
independent stations in the four- 
or-more-station markets...To be 
able to afford to pay for the post- 
1948 pictures, it is my opinion 
that broadcasters will have to use 
A time to play these films,” Mr. 
Unger continued. 

He did not have an answer when 
a station man from the audience 
asked how a station could program 
a movie in Class A time and make 
it pay off on a sponsor basis—that 
is at a price that would be compar- 
able to three half-hour shows with 
spots in between. 


= Richard A. Harper, MGM-TV, 
said tv may have to compete with 
pay tv interests and theater own- 
ers for post-1948 features. He not- 
ed that the theater owners of 
America are trying to put togeth- 
er a plan that will enable them to 
keep these relatively recent films 
in the theaters. # 
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Merchandising Ideas 


Magicolor Uses Ad File 


e Magicolor Co., a unit of Enter- 
prize Paint Mfg. Co., Chicago, 
markets solely through department 
stores, and its advertising problem 
is that of getting the most mileage 
out of its co-op share of the news- 
paper ads of the 213. stores 
throughout the U.S. which have 
Magicolor paint centers. 

Harley Hobbs, Magicolor’s ad 
director, and his staff have worked 


~ 


DESK-SIZE FILE—Magicolor Co. finds 

its broadly distributed ad file helps 

stores make Magicolor paints an 

important element in their news- 
paper ads. 


up a desk-size file cataloging the 
company’s pre-tested art elements 
and copy by categories, sizes, etc. 
This file, which Magicolor put to- 
gether at a cost of $15, is supplied 
to a variety of personnel in each 
store—the aim being to see that 
every person whose influence may 
be felt in an ad is well supplied 
with materials; the files are re- 
p.enished regularly, and results of 
each piece of copy are reported to 
Magicolor. 


Travel Card Plan Pushed 


e A new sales boost is on the way 
for restaurants and hotels honoring 
the industry’s credit plan—the 
Universal Travelcard. Participating 
members of the National Restau- 
rant Assn. and the American Hotel 
Assn., who honor the Universal 
Travelcard, soon will be display- 
ing colorful “Take-one containers”’ 
holding application cards for pro- 
spective patrons and card holders. 
The Universal Travelcard is a 
record keeping device for charging 
food, lodging, entertainment, car 
rental and other services at more 
than 8,500 member establishments 
from coast to coast, including 
check-cashing privileges at most 
hotels. Approved by the two non- 
profit associations, the credit card 
system has attracted more than 
130,000 card holders in a relatively 
short space of time. Approximately 


Burns 


1500 NRA member restaurants 
now are enrolled in the Travel- 
card program, Ralph L. Berg, as- 
sociate director of the program for 
NRA, said. More tnan ov,Uuu notels 
and motels thus far are entered in 
the program. In addition, more 
than 2,000 agencies of Avis, Hertz 
and National Car Rental Service 
honor the card. 

Scheduled for release in May 
is the first combined listing book 
showing participating member res- 
taurant and hotel establishments 
now honoring the Universal Trav- 
elcard. 


Party Book Offered 


e Thomas D. Richardson Co., Phil- 
adelphia, a division of Beatrice 
Foods Co., is offering a 48-page 
book, “Parties with Personality,” 
for a label from any package of 
Richardson mints. The illustrated 
book includes tips on staging par- 
ties, from the “men only type” 


‘| to pot luck suppers. Copies may be 
\|}obtained by sending a Richardson 


mint label to Thos. D. Richardson 
Co., Dept. CS, Atlantic & I Streets, 
Philadelphia. 


Baseball Booklet Issued 


e The Braves against the Yanks 
in the 1958 World Series—that’s 
the prediction in the 15th annual 
baseball booklet just issued by Na- 
tional Distillers Products Co., New 
York. More than 1,000,000 copies 
of the 40-page booklet, “1958 Base- 
ball Schedule & Information Hand- 
book,” will be distributed to the 
public through taverns and retail 
stores. Top feature of the booklet 
is the prediction of winners for 
1958 based on a questionnaire to 
250 experts. 

In the National League, the 
Braves were selected to win be- 
cause of a “good bench and the 
new pitchers, Kaiser and Rush.” 
Cardinals were predicted for sec- 
ond and the Dodgers, third. In the 
American League, the Yanks were 
tapped to repeat, with White Sox 
second, and the Tigers, third. Other 
features in the booklet are sched- 
ule of games, starting time and 
ticket price, averages and statistics, 
1958 rookie roundup, alltime major 
league records, baseball Hall of 
Fame and a list of 34 aspiring 
young players who could be stars 
next season. The center spread is 
devoted to ads for Old Grand-Dad 
and Old Taylor bourbons. Other 
ads feature Old Crow, Old Sunny 
Brook, Bellows Partners Choice, 
PM, Gilbey’s vodka and Gilbey’s 
gin. 


Plymouth Sells with Display 


e Plymouth division of Chrysler 


Schensul Barski 


TAKE ONE—New “take one” credit card application containers for the 

Universal Travelcard are being offered participating member es- 

tablishments of the National Restaurant Assn. and American Hotel 

Assn. Examining the new selling device are Joseph Schensul, NRA 

vp; William J. Burns, Congress Hotel general manager, and Eugenia 
Barski, Palmer House staff, both Chicago. 
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VALUE FINDER—Louis T. Hagopian, advertising and sales promotion 
director of the Plymouth division of Chrysler Corp., demonstrates 
the Value Finder Display being used by Plymouth dealers. 


Corp. is arming its dealers with a 
Value Finder Display, a device 
designed to excite prospect inter- 
est by allowing a potential cus- 
tomer to use it as a do-it-yourself 
gadget to compare the Plymouth 
with 13 diferent competitive 
makes. The display, headlined 
“Plymouth is America’s biggest 
automotive value,” compares the 
lowest priced hardtop for each 


make equipped with standard V-8 
engine and automatic transmission. 
One panel indicates the advan- 
tages Plymouth promotes over the 
car being compared. The next pan- 
el compares price. In addition, the 
chart quotes from automotive pub- 
lications regarding Plymouth styl- 
ing, roadability, handling and per- 
formance. + 


Hennepin County 
Sets $500,000,000 
Building Program 


MINNEAPOLIS, April 29—More 
than $500,000,000 worth of public 
and private construction is under 
way or planned for Hennepin 
County, with about $85,000,000 
earmarked for building and remod- 
eling in downtown Minneapolis 
alone. 

These estimates were made at a 
Downtown Council meeting by 
Joyce A. Swan, president of the 
council, president-elect of the Min- 
neapolis Area Chamber of Com- 
merce and vp of the Minneapolis 
Star & Tribune Co. 

The $85,000,000 brings the esti- 
mated total spent or committed 
for public and private buiiding 
and remodeling in downtown Min- 
neapolis since World War II to 
$200,000,000, Mr. Swan said. 

“And,” said Mr. Swan, “the 
$85,000,000 is a conservative esti- 
mate for spending in downtown 
Minneapolis over the next five 
years. The total could easily reach 
$135,000,000, bringing the down- 
town grand total spent and ear- 
marked since World War II to 
$250,000,000.” + 


T. M. Mystik Registered 


BOAT SHOW KIT CONTAINS: 
Banners * Over-Wire Pennants 
Mystik Motor Stickers « Spinners 
Window Flags ¢ Mystik Footprints 
Salesmen's Badges « Balloons 


Pennants « 


Window Cut-Outs 


Johnson Motors All-Family Boat 
Show ... advertised in magazines 
and on Bob Hope TV show... 

is big annual promotion. Complete 
showroom display kit...16 items 
of every kind for indoors and 
out... was created, produced, 
drop-shipped by Chicago 

Show. For complete point-of-sale 
needs from one source, call or 
write Chicago Show e 2635 N. 
Kildare e Chicago 39, Illinois. 
SPaulding 2-1600. 
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SLANTED TO PROVE 
A POINT..-- 


You HAVE TO 5E 


AUDIENCE 


COPYWRITER’S ‘RESEARCH’/—When Janet Wolff, copy group head at J. Walter Thompson 
Co., spoke to the American Marketing Assn. monthly luncheon April 17 on the subject 
of “How useful is media research to copy people?” she thought it only proper to pre- 
sent some survey results in chart form. Mrs. Wolff conducted what she calls a “ran- 
dom friendship sample” and JWT art director Bernard Owett drew up a set of color 
charts with the findings, three of which are reproduced above. Asked for their reactions 
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# SUSPICIOUS 


Ad 


to various kinds of research, copy people were confused by audience (statistical) re- 
search, asked for more qualitative findings which they liked best. About half said they 
couldn’t find a new idea in motivational studies. The second chart speaks for itself; 
one copywriter wondered: If research wasn’t slanted, “how could these reports be 
so contradictory?” Researchers were asked to present and interpret research for copy 
people—minus the sweeping conclusions—and to do'more “why and how” studies. 


Red Hat Feeds Names Luckie 
The Red Hat Feeds division of 
Alabama Flour Mills, Decatur, 
Ala., has named Robert Luckie & 
Co., Birmingham, Ala., to handle 
its advertising. Red Hat previously 


tle, Atlanta. The Luckie agency has! 
handled advertising for Alabama 
Flour Mills’ grocery products divi- 
sion for the past two years. 


Alexander Names Two 


Springs, Colo., has named Maxine 
Cooper New York resident vp. She 
formerly was account executive for 
WABD, New York. Alexander also 
promoted Jay G. Piccinati from 
director of marketing to vp in 


| sn |Dailies’ Linage for 
| Top Ben Franklin Men’s Suits Is Up in 


Award Goes to March, Survey Finds 
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was handled by Liller, Neal & Bat-| Alexander Film Co., Colorado! charge of marketing. 
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“Popular Science’ 


(Continued from Page 2) 

Mr. Martin’s fourth Benjamin 
| p : * 

| Franklin award in five years. 

|@ Six other awards of $500 each 
went to the following writers: 


e Eugene Kinkead, for the best 
|article “depicting life, culture or 
| institutions in the U. S.,” for “The 
Study of Something New in His- 


|tory,” in The New Yorker. 


|e Keith Wheeler, for the best 
“interpretation of the foreign 
scene,” for a _ two-part series, 
|“The Arab World,” in Life. 


p Bill Davidson, for the best ar- 
ticle depicting a person, for “The 
|Life Story of Frank Sinatra,” in 
three parts in Look. 


|e Dr. David D. Rutstein, for the 
|best article on science or health, 
for “The Influenza Epidemic” in 
Harper’s Magazine. 


|e Walter Clemons, for the best 
short story, “The Poison Tree,” in 
Harper’s Bazaar. 


e Max Kramer won the open 
| classification award for his article, 
|“The Teacher Who Taught Me to 
| Hate,” in McCall’s. 


= In addition to the awards, two 
citations were given in the short 
story classification: Nancy Hale 


“The Virginia Quarterly Review,” 
and Harry Mark Petrakis for 
“Pericles on 34th Street’ in The 
Atlantic. 

Formal presentation of the 
awards will be made at a lunch- 
eon of the Magazine Publishers 
Assn. in New York June 17. # 


Chemical Ad Club Forms 

The Chicago Chemical Ad Club, 
a group comprising persons charged 
with the responsibility of adver- 
tising and promoting chemicals, has 


New York, April 29—Advertis- 
ing of men’s suits in March showed 
a gain of 7.2% in 13 major cities 
compared with March, 1957, a sur- 
vey just completed by George Neu- 
stadt Inc., merchandising informa- 
tion service, shows. 

Earlier calendar timing of Easter 
this year had a favorable effect on 
apparel merchandising in March, 
the report says. May advertising of 
men’s summer suits by stores like- 
wise should compare favorably 
with May, 1957, the report says, 
“provided salesmen make an ag- 
gressive and well-informed drive 
to get business.” 

Comparisons of newspaper linage 
of ads for men’s wool suits in 
March this year and last follow: 


for “A Slow Boat to China” in| 


% In- 

Linage crease or 

City 1958 1957 _— decrease 
New York .... 217,531 181,235 +20.0 
BI sch cvecences 134,264 114,514 +17.3 
Chicago ........ 131,646 117,655 +11.9 
Detroit .......... 92,537 89,064 + 3.9 
| Philadelphia .. 81,285 73,296 +10.9 
Cleveland ...... 78,562 81,489 — 3.6 
Washington .. 77,424 74,405 + 4.0 
| Pittsburgh 76,057. 75,360 + 09 
Cincinnati ...... 58,508 57,930 + 1.0 
St. Levis ........ 51,327 48,989 + 48 
Milwaukee .... 47,963 51,131 — 6.2 
| Indianapolis .. 37,371 46,319 —19.0 
Providence .... 34,898 32,599 + 6.6 


Goodman Named to Committee 

John B. Goodman, advertising 
manager of the American Oil Co., 
|has been appointed chairman of 
the advertising award committee of 
,the American Merchant Marine 
Institute. This will be the fourth 
annual award sponsored by the 
institute to recognize the adver- 
tisement most effectively depicting 
the importance of shipping to 
America. 


Crocker Buys Lithograph Co. 
H. S. Crocker Co. has purchased 

Independent Lithograph Co., San 

Francisco. Label production will 


New car announcement kit gives 
the dealer everything needed to 
decorate showroom, inside and 
out, for gala launching of ’58 Ford. 
Unique on-car pieces mount and 
remove easily. For displays that 
adapt to every point-of-sale need 
...and se//... phone or write 
Chicago Show e 2635 N. Kildare® 
Chicago 39 * SPaulding 2-1600. 


been organized. The club, which |be consolidated at Crocker’s plants 
has no membership fees, officers| im San Bruno, Cal., and Baltimore, 
nor formal agendas, will hold) Md. 


monthly dinner meetings in the) 
—— ’ 
U5 
QV . 
Y) 


Bismarck Hotel, Chicago. Interest- | 
ed persons may contact Edward 
Michals, advertising manager of 
Armour chemicals division, Chica- 
go, for further details. 


Houghton to Displaymakers 


James A. Houghton, formerly of | 
McGraw-Hill Publishing Co., has | 


TT ee ee Le NN a eS EE 


been elected president of Display- 

makers Inc., Detroit, producer of does 
displays for trade conventions, per- - 

manent exhibits, merchandising atl 


ee _ _ 


displays, etc. He succeeds James R. 


Webb, who resigned. | See page 166 
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You Ought to Know - Vincent Tutching 


J. Vincent Tutching, newly- 
elected president of the Interna- 
tional Advertising Assn. (AA, 
April 21), began to qualify for 
this job before he was 14 years 
old. By that time, he had already 
been more than halfway around 
the world. By the time he was 19, 
he had completed the circuit. 

Born in Winnipeg, in 1909, 
Vince pulled up roots for the first 
time when he was 10. His mother 
had died, and his father, who 
worked for an international ac- 
counting firm, decided to take the 
family (Vince was the eldest of 
two sons and two daughters) to 
England. 

The Tutchings settled in Salis- 
bury, where Vince went to a 
small Roman Catholic _ sisters’ 
school until he was 12, when his 
footloose father pulled up stakes 
again and headed for Australia. 
It was a six-week trip by steam- 
er, with many ports of call, and 
after arriving in Sydney the 
Tutchings switched to horseback 
for a six-month trek across the 
continent to northern Queensland. 


s The elder Mr. Tutching soon 
decided Australia was not for 
him. He left for the Philippines. 
Vince, 12 years old, decided he 
liked Australia and elected to re- 
main. He worked at various jobs— 
printer’s devil, cattle herder, ba- 
nana plantation hand. “I always 
looked a little older than my age,” 
he explains diffidently. 

When he reached the advanced 
age of 14, his father sent for him 
from Manila. Vince shipped out on 
a Japanese steamer. “I was the 
only one on the ship who spoke 
English,” he recalls. “I had to be 
sent in care of the ship’s master 
because of my age.” 

Lying about his age (he said he 
was 18), Vince became a reporter 
for the Manila Times when he 
was 16. The assignment that 
changed the course of his life was 
an interview with James T. Wil- 
liams Jr., editor of Hearst’s Bos- 
ton American, who had come to 
the Philippines to cover an in- 
quiry into the Philippine inde- 
pendence question. 


® Mr. Williams was impressed 
with the teen-age reporter and 
took him along as his assistant on 
a tour of Japan and China. When 
he returned to the U. S. in 1926, 
Vince Tutching was still with 
him. 

Vince did not see his father 
again for 25 years. He went to 
London in 1951 to attend an in- 
ternational advertising conference, 
and they were reunited then. Two 
weeks after returning to New York, 
Vince received a cable informing 
him that his father had died. 

From 1926 to 1939, Vince worked 
in a series of newspaper jobs in 
Washington, with time out for a 
one-year public relations _ stint 
with the Federal Housing Author- 
ity. He started in 1926 with 
Hearst’s Universal Services (a 
wire service later merged with 
International News Service) and 
moved to the Star in 1929. 

He joined FHA in 1934, at the 
request of Ward Canaday (found- 
er of U. S. Advertising Corp.), but 
left the following year after the 
Washington Times “exposed” him 


tors. This was dropped after he 
left, but he still thought it was a 
good idea, and he decided to pro- 
vide the service independently. 
This led to the formation of his 
own public relations company in 
January, 1939. 

Vincent Tutching & Associates 
specialized in the housing field 
and soon became an advertising 
agency as well as a pr company. 
The outbreak of war put the build- 
ing industry into cold storage for 
the duration; Vince had to close 
his agency in January, 1942. 

He joined the Federal Works 
Administration as press bureau 
chief. Then, through the interven- 
tion of Anthony Hyde, an old 
Washington newspaper colleague 
and friend, he helped out on the 
United China Relief campaign. 


| 


Vincent Tutching 


'Erickson Corp. (International) as) 
a vp and group head. 

He is one of McCann’s top in-| 
iternational executives and _ is 
| chairman of the advisory commit- 
jtee on advertising plans for the 
international company. 


Milk Drive Opens May I! 

A new three-year promotion pro- 
gram of the San Diego Milk Coun- 
cil will get under way May 1, with 
a budget of $160,000. Phillips-Ram- 
sey Co., San Diego, is the agency. 
Hugh D. Good, chairman of the 
milk producers organization, said 
the first three-year program, which 
began May 1, 1955, was “highly 
successful.” Mr. Good said that the 
San Diego per capita increase of 
2.8% was “greater than any other 
area in the state, and the average 
resident of San Diego County is 
now drinking more than a gallon 
more milk yearly than he did be- 


| fore the program started.” 


Broun Gets Florida Account 
Charles W. Broun Associates, 
Sarasota, Fla., has been named to 
handle advertising and public re- 
lations for Apollo Beach, a new 
city being created on the shore of 
lower Tampa Bay, south of Tampa, 


(Messrs. Hyde and Tutching, in-|@ vince lives in “one of those ad-| Fla. The purchaser of the property 
cidentally, are reunited today as|men suburbs,” Darien, Conn., with| announced an advertising budget 


top vps of McCann-Erickson.) 


# That one thing leads to another 
was never truer than in Vince’s 
career. Through his work on the 
Chinese relief campaign, he met 
David Corcoran, brother of New 
Deal “brains truster”’ Thomas 
|\Coreoran and head of Sterling 
| Drug’s international operations. 
Vince next found himself in 
Mexico as_ Sterling’s regional 
sales director, a job that involved 
considerably more than product 
| selling. Sterling, under pressure 
from the U. S. government, was 
breaking its close ties with I. G. 
Farben (original holder of the 
Bayer trademark) and conducting 
for the State Department a vig- 
orous anti-Axis propaganda cam- 
| paign throughout Latin America. 
| It was during this period that 
Sterluig bought up the I. G. Farben 
\facilities in Latin America and 
staked out a huge market for it- 
self. Vince was in on the intro- 
duction of Mejoral aspirin, now 
one of the best-selling proprietar- 
ies in Latin America. 


# From Mexico, Sterling sent 
Vince to Brazil, where a similar 
job had to be done. Brazil was 
|wavering at that time between 
the Allied and Axis sides. 

He remained in Brazil, becom- 
ing advertising and sales manager 
of E. R. Squibb & Sons in 1944. 
When he took the job, Squibb 
sales in Brazil were $250,000. The 
;company built a penicillin factory 
in Rio, and when Vince left in 
| 1948, Squibb had a $5,000,000 vol- 
|ume in that country. 
| Vince returned to the U. S. to 
“retire.”” Although he was only 39, 
he had put away a sizable nest 
egg and, as he recalls today, “I 
| was pretty tired then. I had gone 
|through seven years of pushing, 
hard pushing.” So he bought a to- 
bacco farm in southern Maryland 
and settled down to vegetate. 


‘= Not for long, though. On a trip 
to New York, he renewed some 
acquaintances, and one of them 
recommended him to Foote, Cone 
& Belding, which was then setting 
up its international operations. 

Harry Berk (he is now at Mc- 
Cann also) called him several 


weeks later and asked him to open | 


|FC&B’s first Canadian office, in 
|Montreal. He sold his farm and 
|came out of retirement. 

Vince stayed in Montreal for 


as a non-citizen working in a gov-'|two years and then was brought 
ernment agency. (At the time, he| down to New York as vp for Can- 
had already filed for his first Pa- ada and Latin America. Two years 
pers. He became a citizen in 1939). later, in August, 1953, he suc- 
\ceeded Peter Franchesci as presi- 
= Vince returned to the newspa- |dent of Foote, Cone & Belding In- 
per field with the Herald (which ternational. 
later merged with the Times) as| He had conversations with Mc- 
a Sunday feature editor, specializ- Cann in 1953, but he decided to 
ing in the housing field. He de- stay at FC&B “to see what I 
veloped a housing section for the|could do in this job.” Develop- 
Herald. ment of international operations 
At FHA he had inaugurated a at Foote, Cone lagged, and in 1956, 
weekly clip-sheet service for edi-| Vince moved over to McCann- 


his wife, the former Mary Ada 
\Shamer, whom he met when he 
was a police reporter in Washing- 
ton. They have been married 27 
years. Their 18-year-old son, John 
Vincent Jr., now attends the Sil- 
vermine Guild School of Art, in 
New Canaan, Conn. 

Vince says he putters around in 
the garden at home and he has a 
workshop equipped with power 
tools, but he admits the press 
of work has left him little time for 
extra-curricular activities. With 
his new job, he expects to be 
busier than ever. + 


17 Groups Join Can Foods Push 


17 food groups have joined in 
full co-sponsorship of the “canned 
| foods month” promotion which will 
be held in September. The groups 
include Bartlett Pear Program, 
California Fish Canners Assn., Cal- | 
| ifornia Olive Advisory Board, Can- 
ners League of California, Cling 
|Peach Advisory Board, Southern 
| California Food Processors Assn.; 
Florida Canners Assn., Florida Cit- 
rus Commission, Illinois Canners 
Assn., Iowa-Nebraska Canners'| 
Assn., Maine Canners’ & Freezers’ 
Assn., National Kraut Packers 
Assn., Northwest Canners & Freez- 
ers Assn., Pennsylvania Canners 
Assn., Tri-State Canners Assn., 
Wisconsin Canners Assn., and Ohio | 

Canners’ Assn. 


‘Playboy’ Offers New Ad Rates 
_in Three Regional Editions 
Playboy now is offering special | 
|regional editions to advertisers. | 
| The editions, circulations and rates | 
| for b&w pages are: Eastern edition, 
| 240,000 circulation, $1,920; mid-| 
western edition, 175,000, $1,400;) 
| western edition, 130,000, $1,040. 
The minimum space Playboy will 
accept in a regional edition is one- 
sixth page, although the magazine 
| will permit advertisers to use units 
as small as one column inch, pro- 
vided the insertions are on a non- 
cancelable six-time basis. This 
minimum requirement does not ap- 
ply to the national edition, which 
|has a b&w page rate of $3,850 and 
|a circulation guarantee of 700,000. 


Mumm, Mullay Adds Seven 

Mumm, Mullay & Nichols, Co-| 
|}lumbus, O., has added seven new 
| accounts since Jan. 1. The new cli- 
ents and their former agencies are 
Allen-A Co., Piqua, O., maker of 
men’s underwear (George N. Kahn 
Co., New York); American Kitch- 
ens division of Avco Mfg. Corp., 
Connersville, Ind. (Erwin Wasey, 
Ruthrauff & Ryan); Miraplas Tile 
Co., Columbus (Gregory & House 
|& Jansen, Cleveland); Williams 
| Oil-O-Matic Heating Co., Colum- 
| bus (Al Paul Lefton Co.); Colum- 
| bus Electric Mfg. Co.; E&E Insur- 
ers, Columbus, and economic 
development and publicity division | 
| of Ohio State department of com- 
| merce. | 


of $1,200,000 for the first year. 
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Myrbeck Adds 3 New Clients 

S. Gunnar Myrbeck & Co., Quin- 
cy, Mass., has been named to han- 
dle advertising for LogEtronics 
Inc., Alexandria, Va., electronic 
photographic equipment manufac- 
turer; Globe Rubber Works, Bos- 
ton, distributor of rubber products; 
and Dryomatic Corp., Alexandria, 
Va., manufacturer of dehumidi- 
fiers. No agency of record was list- 
ed for any of the companies. 


SR ORT RU eRe: RZ, 
IMPRINTING 
© TABLOIDS 
© FOLDERS 
© NEWSPAPERS 
@ MAILING PIECES 
@ MAGAZINES 


@ POST CARDS 
We imprint all types of litera- 
ture in any quantity and ship 
to arrive on schedule. 
Shipping from Cleveland saves 
you time and money. 


The RALPH J. BISHOP Co. 


2000 SUPERIOR AVE. * CLEVELAND 14, On10 
CALL: PRospect 1-6220 


WRITE: 


Need a very 


special person to 
handle your art work? 


... or perhaps you're looking for a copywriter, pro- 
duction expert or sales promotion genius. Doesn’t 
matter which—the best place to seek him out is 
in The Advertising Market Place of Ad Age. For 


that’s the one place in 
where almost 150,000 


the world each Monday 
marketing men meet to 


hire, buy and sell services or products. A low-cost 


message in the Ad Age 


classified section gets big 


results—fast. Try it today or whenever you have 
something to buy from or sell to marketing men. 


Use This Space to Print or Type Yous Classified Advertising Message 


Classified Rates: $1.25 per line, minimum charge $5.00. Cash with 
order. Figure all cap lines (maximum—two) 30 letters and spaces 
per line; upper and lower case 40 per line. Add two lines for box 
number. Closing deadline: Copy in written form in Chicago office 
no later than noon, Wednesday 5 days preceding publication date. 


Display Classified Rates: take card rate of $17.75 per column inch, 
and card discounts, size and frequency apply. 


| am enclosing $ 


My Name 
Street 
City 7___State 
THE ADVERTISING MARKET PLACE 
ADVERTISING AGE 


200 E. Illinois St. 4041 Marlton Avenue 
Chicago, Illinois Los Angeles, Calif. 


Clip and mail 


this form to: 
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The Cody ‘Youse’ Ad Was 
Intended as a Shocker 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


Americans don’t seem to care how 


of mine and now lives in New York 


a first cousin to Col. William F. 
Cody, “Buffalo Bill.” 
Al Cody, 
President, Cody Publications 
Inc., Kissimmee, Fla. 


P.S. Apparently the people who} 


say “can’t hardly” and “youse” are 


|staying power. Unfortunately,| know that Mr. Cody is an uncle) not insulted by his advertising, as 


}it has been a pretty durable line 


To the Editor, Attention Crea- a talk, and even Mr. Cody’s and spends some of his summers| of copy for a good many years. 
tive Man: Youse don’t know how P@@rd can’t seem to rouse people) at his place on Cranberry Lake in 


to spell. For your edification, en- | 
closed are two representatives of | 
the United States Steel Corp. and 
they both spell it, and as far as we | 


to awareness that one’s manner | 
of speech types and localizes his | 
position immediately. | 

Mr. Cody, God bless him, is over | 


upper New York state. 

The Sherwin Cody School of 
English has long since been op- 
erated by his associates, formerly 


* * s 
Don't Discount Copy 


To the Editor: Brown & Butcher | 


Inc. is an advertising agency that 


know pronounce it as in “youse | 90 and you are correct: he is Buf-|ijin Rochester and more recently| wants to grow and will grow—so 


guys.” | 

We were sorry that you were 
shocked by our ad and its head- 
line, but that is exactly what we 
were trying to do in the adver- | 
tisement you reproduced in your | 
April 14 issue. And advertising- | 
wise, to use a monstrosity of the} 
English language, it did have more 


falo Bill’s cousin. 
George R. Kemp, 
President, Sherwin Cody 
Course in English, Port Wash- 
ington, N. Y. 
7 | 


Another Cody Heard From 
To the Editor: With reference 


at Port Washington, N. Y. 
Sherwin Cody has been identi- 
fied with the writing and publish- 
ing profession since his earliest 
days, starting in Chicago and in- 
cluding a period in Britain after 


| which he returned to this country 


and wrote a series of popular ar- 
ticles on the subject of astrology 


immediate pull for inquiries and|to The Creative Man’s Corner of! for the newspapers, under a nom 
sales than the old reliable “Do| April 14 and his comments on the | de plume. 


You Make These Mistakes in 


Sherwin Cody School of English! 


He is a fine old gentleman and 


English” ad. But it doesn’t have advertisement, you might like to| his father—my grandfather—was 


Prominent Users of Strathmore Letterhead Papers: No. 134 of a Series 


Esther Williams Pools are 
completely equipped with 


all 


protective devices for 
healthful, safe recreation. 


filtration and 


oer wenn 


watermark 


IMTERMATIONAL SWiMMING FOOL CORPORATION 
FEDERAL CANINOD BUILOING WHITE we 


a 
‘ 


of Quality! 


One name stands out in almost every field of business. 
The name of Esther Williams is as important in swimming pool 
circles as Strathmore is in fine stationery. The two are hand- 
somely paired in the distinctive letterhead of the International 
Swimming Pool Corporation, of which Miss Williams is President. 


The quality evident in Strathmore Letterhead Papers adds im- 
pressively to the corporate character of the companies whose 
names appear on them. A list of the company names, on letter- 
heads bearing the Strathmore watermark, would be a roster of 
prominent firms throughout the country. 


International Swimming Pool Corporation 
of White Plains, N. Y. is the exclusive manufacturer of Esther 
Williams Swimming Pools. Because of unique design features and 
new manufacturing techniques pioneered by International, it is 
now possible for the average family to enjoy what used to be a 
rich man’s luxury. 


STRATHMORE LETTERHEAD PAPERS: STRATHMORE PARCHMENT. STRATHMORE SCRIPT. 
THISTLEMARK BOND, ALEXANDRA BRILLIANT. BAY PATH BOND, STRATHMORE WRITING. 
STRATHMORE BOND, ENVELOPES TO MATCH CONVERTED BY OLD COLONY ENVELOPE CO. 


STRATHMORE THIN PAPERS: STRATHMORE PARCHMENT ONION SKIN, STRATHMORE BOND 
ONION SKIN, STRATHMORE BOND AIR MAIL. STRATHMORE BOND TRANSMASTER, REPLICA. 


GF 
TRATHMORE 


MAKERS OF FINE PAPERS 
STRATHMORE PAPER COMPANY, WEST SPRINGFIELD, MASSACHUSETTS 


BETTER PAPERS ARE MADE WITH COTTON FIBER 


| we are neither unmindful nor un- 
| appreciative of publicity about our 
shop. However, with reference to a 
| headline about this agency in your 
April 21 issue, which said “Top 
Agency Isn’t Creating Copy but 
Spending Cash Well, Says Brown & 
Butcher,” please let me say ’tain’t 
so! 

Since I started in this business 
| with a pad, a pencil and a type- 
writer writing copy, and since Carl 
Brown’s quite a copy man in his 
own right, we have no idea of sell- 
ing copy short. In fact, the agency 
booklet referred to in your story, 
“A Statement of Standards, Poli- 
cies and Practices,” neither said 
nor implied that we in this agency 
think that the top job isn’t copy 
but investing client budgets in me- 
Ge... 

With reference to “spending the 
client’s money,” what we did say, 
and we mean it, is: “This agency, 
while recognizing the tremendous 
importance of copy and its presen- 
tation, does not believe copy alone 
to be of the greatest single impor- 
tance to advertising success’”’... 

T. C. Butcher, 

President, Brown & Butcher, 

New York. 

e . . 


The Headline Has a Catch 


To the Editor: I nominate the 
ad enclosed, published recently in 


Tribune, as a classic example of 
advertising we can do without. .- 

Actually the only really mislead- 
ing part of the ad is the headline 


TRY IT IN YOUR CAR—<contains X-303 


MOTOR $998 
OVERHAUL 


UNCONDITIONALLY GUARANTEED 
YOU BE THE JUDGE 


Unless Motor Overhaul gives 

Ue you the kind of resulte you 

have every reason to expect 

within 30 days your full pur- 
1° F. 

t Extends the life of the chase price will be refunded, 
motor for years. 

See Mr. Woodward 


3607 Memorial Drive 
0 en mma 


and price—laid out this way, no 
doubt, to cause readers to dig deep- 
er into the copy. 

We got quite a kick around the 
office from this piece of advertis- 
ing but were very glad our shop 
did not produce it. 

Mike Rinehart, 

General Manager, Circle Ad- 

vertising Agency, Waco, Tex. 


es = * 
Dealer Does His Own; 
Ad Agency Chagrined 

To the Editor: As the agency for 
Standard Triumph Motor Co. Inc., 
we were chagrined to find that 
an ad prepared by a Triumph 
dealer was selected as No. 43 in 
your series of ‘Advertising We 
Can Do Without” (AA, March 24). 

This agency’s national cam- 
paign for Triumph cars remains 
one of the few that defines the 
price indicated is at the United 
States Port of Entry and does not 
even include state, and where 
applicable, city taxes. We encour- 
age all Triumph dealers to take 
advantage of the art work and sell- 
ing platform used in the cam- 
paign. 

To maintain this “honest sell” 
policy, there is an abundance of 
material made available to all 
dealers, in fact, the day the ad that 
Mr. Nesselrode refers to, ap- 


the Waco Times Herald and News- | 


RC om eer 
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peared, the dealer was contacted 
and immediately supplied with 
an additional group of prepared 
newspaper ads to replace the one 
he had designed himself. 

I have enclosed a proof of his 
very next ad. This ad is repre- 
sentative of the type of ad he has 
continued to use. Mr. Nesselrode’s 
example is not enly not typical of 
this dealer’s advertising, but of 
advertising inserted by all Tri- 
| umph dealers. 

We do not believe that any 
agency can successfully serve a 
|client if it confines its vision to 
the scope of national campaigns. 
Everything that bears the identi- 
'fication of the client’s name or 
| product falls within the province 
of agency service. 

Chester A. Gore, 

President, Gore Smith Green- 

land Inc., New York. 


e o -— 
Comments on Cars 


To the Editor: Your editorial, 
March 31, on decline in sales of 
automobiles, contains several per- 
tinent suggestions as to the cause 
of this decline. The gasoline cost 
is especially to the point. Anyone 
who is at all familiar with the 
world oil situation knows gas is 
selling 5¢ to 8¢ higher than neces- 
sary. 

You overlooked one factor: the 
absurdly grotesque appearance of 
present-day cars. Some of these 
monstrosities I would not drive if 
|the car was donated to me. With- 
pew the high tails and other bizarre 


and baroque frippery, the cars 
/could be marketed for 5% to 10% 
less. A couple of years hence will 
find these used cars difficult to sell 
or trade. 

The freak artist who is respon- 
sible for these designs must have 
had quite a brain storm. 

Ira D. Cardiff, 
Yakima, Wash. 
+ . * 


Depreciation Is the Killer 


To the Editor: You hit the nail 
on the head in your editorial of 
March 31, on “Thoughts on Auto- 
mobile Selling.” One important 
factor which was overlooked and 
has changed the buyer’s desire and 
ability to buy is depreciation. 

In 1955 I purchased a new 98 
Oldsmobile Holiday loaded with 
extras. In 18 months I lost $1,800 
on my investment. I thought it 
would be safer to invest my money 
in a foreign car that did not depre- 
ciate as fast. I bought a new Jaguar 
2.4 for $4,260 and one year later 
sold it at $100 over Blue Book re- 
tail for $2,850. It still cost me over 


-|$100 a month depreciation, plus all 


of the items of expense mentioned 
in your editorial. 

Even though we are in the above 
average income bracket, it is ridic- 
ulous to pay this kind of money 
just to be driving a new car each 
year. I pay cash for my car but 
what about the poor fellow who is 
paying for his on a 30-month or 
longer contract. 

Depreciation is killing the new 
car sales. 

Evelyn Swift, 

Automotive Editor, WAVE 

Publications, Los Angeles. 


Kastor Farrell Is Agency 
for Commonwealth of Pa. 

To the Editor: On Page 8 of 
your April 14 issue, you carry a 
very interesting news story con- 
cerning the effectiveness of the 
Commonwealth of Pennsylvania’s 
industrial development advertising 
based on a speech by the governor. 

Near the end of the story is a 
report on some ads that were 
run in conjunction with the open- 
ing of a new distribution center at 
which the governor made these 
remarks. These advertisements 
(those concerning the opening of 
the center), it is indicated, were 
placed by Al Paul Lefton Co. 

Some people have called this to 
my attention to indicate that per- 
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haps the reference might be also 
that the Lefton agency handles the 
Commonwealth. This is just to set 
the record straight that Kastor, 
Farrell, Chesley & Clifford Inc. has 
been the Commonwealth’s adver- 
tising agency since the inception of 
this program some two years ago. 
Lloyd G. Whitebrook, 
Senior Vice-President, Kastor, 


Farrell, Chesley & Clifford 
Inc., New York. 
+ . + 


Tells Consultants’ Side 
in Research Hassle 

To the Editor: E. B. Weiss’s 
column, “Who Will Evaluate 
Management Consultant Service” 
(AA, March 24), tells a good 
agency-slanted story on the sub- 
ject. But, just as it would be un- 
reasonable to expect an agency to 
be totally objective about the rela- 
tive place of advertising in a com- 
pany’s corporate activities, so 
would it be unreasonable to expect 
Mr. Weiss to be totally objective 
about the client-management con- 
sultant-agency relationship. 

Mr. Weiss says that “...man- 
agement consultants have been 
sidling over into advertising 
agency pastures.” Who puts up the 
fences in these pastures? We be- 
lieve that this is the client’s pre- 
rogative. If he chooses to have a) 


} Are you expecting too much 
from your advertising agency ? | 


poling ae mene 


BRUCE PAYNE & ASSOCIATES, INC, 


L 


management consultant advise him 
on matters of general management 
(including marketing), and if he 
chooses to use agency creativity in 
advertising—all well and _ good. 
That’s his decision. 

Consultants fill a management 
need. So do agencies. Neither 
group would have grown so 
rapidly if there had been no 
sound demand for their services. 
Let’s both do what we can to help 
our clients and not start fighting 
with each other over a decision 
that properly rests with the client. 

James H. Kennedy, 

Director of Communications, 

Bruce Payne & Associates, 

New York. 


P.S. Here’s a copy of an ad we 
ran some time ago, “Are You Ex- 
pecting Too Much from Your Ad- 
vertising Agency?” 


It's Tel-A-Sign’s Sign; 
Stand Is Taber Creation 

To the Editor: On Page 69 of the 
April 14 issue of ADVERTISING AGE 
there is a photo and commentary 
of a Pepsi-Cola carton display 
stand. Included is the statement, 
“Tel-A-Sign, Chicago, is producer.” 

As the inventor of this type of 
display stand, I should be pleased 
by the promotional efforts of Tel- 
A-Sign Inc., but am disturbed by 
a statement about the stands which 
may be misleading. 

The stand pictured has a patent 
pending in my name and they are 
produced under license with Mead- 
Atlanta Paper Co. in Atlanta. Large 
quantities of signs only are pro- 
duced by Tel-A-Sign for the stands 
and even those differ in some re- 
spects from the one shown. I am 


difference between signs and dis-| Block” displays remarkable un-|are not only obvious, they are rath- 


play stands. 
In view of the aforementioned 


| originality! 
This ad has been used at least 


er odious. 
| The problems of plagiarism in 


editorial matter concerning the dis-| on one occasion and that was about advertising are not new, of course. 


play stands coupled with the Tel- 
A-Sign Inc. advertisement on Page 
76 of the same issue, I believe that 
many of your readers will have a 
misconception about the correct 
source and manufacture of the dis- 
play stands which might prove 
harmful. 
Russell E. Taber, 
Russ Taber Advertising Co., 
Cincinnati. 
. + . 


‘Saleable—Stealable’: Two 
Readers Spot Super Likeness 

To the Editor: I very much en- 
joyed Jim Woolf’s article in the 
March 31 issue covering the $250,- 
000 Supermarket opening of Mu- 
tual Supermarkets’ new store in 
Plainfield, N. J. 

However, I would like to call 


your attention to the fact that one 
of the four ads shown in the pic- 
ture above the article with the| by the foundation to every trade|New York Times to discover the| 
headline, “The New Kid on the | paper in America. The similarities | wealth of talent hidden “off-| 


four years ago in connection with a 
jnew Penn Fruit Supermarket open- 
|ing here in Philadelphia. I happen 
|to know because I was with Penn 
|Fruit at that time. As they say, if 
it’s saleable, it’s stealable! 

Jay 8. Riddle, 
Manager, Food Merchandis- 
ing, The Saturday Evening 
Post, Philadelphia. 

. 

To the Editor: We would like 
to add our own huzzahs to James 
D. Woolf’s when he evaluates the 
“$250,000 Supermarket Opening” 
campaign as making “Salesense” 
(his column of March 31). 

As a matter of fact we not only 
like the “Thank You” ad, but we 
liked it even better when we first 
saw it—namely, when we created 
the idea for the 1958 Brand Names 
Foundation trade paper campaign. 
We enclose a copy of a folder sent 


They become accentuated only 
when the plagiarist twists and 
weakens an original idea of merit 
and strength. To this we say 
“Ouch,” as loudly as we know how. 

Frankly, we feel impelled to say 
a few words about Mr. Woolf’s 
\choice. If our campaign had been 
|just another obscure one, it would 


be logical to assume that he could 


have overlooked it, and thus be 
lunaware of the “steal.” However, 
the Brand Names Foundation se- 
ries is one that is currently run- 
ning in literally hundreds of mag- 
|azines. Somewhere, somehow it 
lseems reasonable to suppose that 
|Mr. Woolf came across the ad. Un- 
\less, of course, he doesn’t read 
trade papers. To which we say so 
much the loss for Mr. Woolf. 

We are reminded, in conclusion, 
that it took a drama critic of the 
| stature of Brooks Atkinson of the 


| Broadway.” Might there not be an 
|idea here for Mr. Woolf? Wouldn’t 
it be refreshing to have a man of 
his status, insight, and knowledge 
pass upon advertising that isn’t 
bounded on the north by BBDO, 
the south by Y&R, the east by 
K&E, and the west by Leo Burnett? 
And not confined to Life, Look and 
The Saturday Evening Post? 
Howard M. Roshkow, 
Copy Chief, E. A. Korchnoy 
Ltd., New York. 


Does Syrup Help? 

To the Editor: The Advertising 
Workshop is selling its $200 book 
on how to make an agency presen- 
tation like hot cakes. 

If the system works, the 500- 
page tome is cheap at any price.— 
Rough Proofs, ADVERTISING AGE, 
March 24. 

Well, how do you make an agen- 
cy presentation like hot cakes? 
Butter up the prospect, and add a 
little sticky syrup? 

Grace D. Shaw, 
Chicago. 


“Passed from generation to generation, our life 
insurance policies may 


or more. Time is the 
quality —and in these 
letterheads as well as 


Flexible, white fibers 
with expert care and p 


sure you will agree that there is a 


fiber papers exclusively.” 
For every important use . 


cessful businessmen choose cotton fiber papers. 


LOUIS W. DAWSON, President, Mutual Of New York, explains why: 


“These papers must last 100 years”’ 


have to last 100 years 
ultimate test of paper 
policies we use cotton 


. . for impressive 
lasting records . . . suc- 


of purest cotton, crafted 
recision equipment, cre- 


BETTER PAPERS ARE MADE 


LOOK FOR “COTTON” OR “RAG” IN THE WATERMARK OR LABEL 


in busi- 


ate papers of exceptional beauty, strength and 
endurance. These are papers that perform as 
handsomely as they look and feel . . . 
ness and social stationery, onion skin, index, 
ledger, drawing, tracing and blue print papers. 

Make sure the papers you use are made with 
cotton fiber —25% minimum up to 100% in 
the finest grades. Ask your printer or supplier 
for more information. 
©Cotton Fiber Paper Manufacturers, 122 E.42nd St.,N.Y.C. 


BETTER 


WITH COTTON FIBER 
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Campbell Advances 
Date of Soup ‘n 
Sandwich Month 


Leichman-Winters Adds | MacManus Promotes Jones 
Kordell Sportswear, manufac- Donald E. Jones, director of 
turer of children’s sportswear,| marketing and research for Mac- 
has appointed Leichman-Winters Manus, John & Adams, New York, 
Advertising, New York, as its|/has been appointed vp and co- 


agency. Ovesey & Straus pre- chairman of 
viously handled the account. 


the 
business committee. 


agency’s new 


Largest Audience in The Fabulous 
SOUTHWEST 


Over 100,000 circulation! More 
than 400,000 readers! 
A new All Time High 

One low rate— | 

buys BOTH! 


The €1 Paso Times 


AN INDEPENDENT NEWSPAPER 
MORNINO AND SUNDAY 


El Paso Herald-Post 


& SCRIPPS-HOWARD NEWSPAPER 
EVENING 


WELL FOSTERED—Congratulating Ross Monk (left) on his election as 

president of the Young Men’s Ad & Sales Club of Toronto is Denis 

Jotcham, president of the Montreal Advertising & Sales Executives 

Club and vp and head of Foster Advertising, Montreal. Mr. Monk is 
a Foster senior account executive in Toronto. 


If you are an office-leafer-through 


says F. D. DOERR 
Advertising Manager 
Technibilt Corporation 
Glendale, Calif. 


a continuous challenge to create 


Harrigan Joins Fawcett 


John F. Harrigan, formerly of | 20. 
the Detroit advertising sales staff 
of The American Weekly, has 
| joined Fawcett Publications as De- 


CAMDEN, April 29—Campbell 
Soup Co. will repeat its highly suc- 
cessful Soup ’n Sandwich promo- 
tion beginning in June, a month 
earlier than last year, and running 
through July and August. 

The longer campaign is designed 
to give dealers more time to pro- 
mote soup and sandwich items. 

A full-color floor display piece 
for setting up a Soup ’n Sandwich 
Center, also full-color case cards 
and shelf talkers will be available 
to dealers from Campbell salesmen. 
The three soups to be featured in 
the display material are tomato, 
vegetable and chicken noodle. 

Supporting the campaign will be 
a heavy advertising schedule dur- 
ing the three months in Good 
Housekeeping, Ladies’ Home Jour- 
nal, Life, Look, McCall’s and The 
Saturday Evening Post, plus three 
|special commercials on “Lassie” 
(CBS-TV) June 1 and 22 and July 


In addition, four-color pages will 
jee used in Reader’s Digest and Bet- 
| ter Homes & Gardens as well as the 


| troit sales manager, succeeding the | magazines listed above. 


| late Rodger Harris. 


WINR Appoints McKinney 
WINR and WINR-TV, Bing- 
hamton, N. Y., have appointed 
Everett-McKinney as their na- 
tional sales representative. The 
stations previously were repre- 
sented by George P. Hollingbery 
Co. 


Spratt's to Hicks & Greist 
Hicks & Greist, New York, has 


by Spratt’s Patent (America) Ltd., 
Newark, maker of pet foods. Paris 
& Peart, New York, is the previous 
agency. 


been named to handle advertising | 


| Batten, Barton, Durstine & Os- 
| born is the agency for Campbell’s 
| soup products. + 


Meyer Names Lewis 

Earl Lewis has been named sales 
promotion manager of Meyer Mer- 
chandising Service, Chicago, con- 
sumer catalog specialists. He for- 
i'merly was sales promotion man- 
ager of Ecko Products. 


| Eaton to ‘House & Garden’ 

John B. Eaton, formerly operator 
of Eaton Industries, dissolved New 
York promotion company, has 
joined the eastern sales staff of 
| House & Garden, New York. 


Earnings of 


Advertisers 


1957 Fiscal Year 


Sales Earnings Earnings per Share 
Company 1957 1956 1957 1956 1957 1956 
Amerace Corp.* ..... $ 51,469,746 $ 59,689,805 $ 1,117,882 $ 1,223,595 1.70 1.87 


American Cyanamid . . 
American Home 


532,479,350 500,651 


,279 51,347,870 44,247,158° 2.42 2.11 


; —if you are giving Ad Age only a equally interesting and lively work, a Products Corp. 372,354,746 317,258,976 38,617,510 31,250,355 5.03 4.07 
. . . . merican Telephone 
i few stolen minutes during busy and so are the news and stimulating | & Telegraph Co. . 464,927,299 428,137,828 71,571,175 65,915,041 10.75 10.74 
ae ie Anheuser-Busch Inc. 293,531,822 278,581,602 9,777,599 9,751,671 2.03 2.02 
ge at te y gone heed features about the activities of other | Armstrong Cork Co. 97,415,000 96,545,000 11,069,000 13,320,000 2.10 2.56 
° Aveo Mfg. Co. 314,882,677 320,556,285 12,832,749 —16,387,847 1.38 —1.84 
O CASS WORGS SFO SEF. L70GrT: accounts. | Carnation Co. ..... 368,639,947 358,017,387 9,517,096 9,028,086 4.54 4.28 
Ka , , . Shesebrough-Pond’s . . 55,496,385 51,504,158 3,111,692 3,038,691 5.60 5.53 
“Advertising Age is the connecting Mor e and more, AA subscribers are | Chrysler Corp. ..... 3,564,982,510 2,676,334,431 119,952,406 19,952,969 13.75 2.29 
link between our advertising depart- having the — Ss greatest news- pon Feeney ee 506,910,000 508,523,000 19,930,000 15,477,000 7.81 6.04 
isi i aper in marketing sent to their | Refining Co. ..... 331,900,000 304,200,000 22,700,000 21,100,000 2.96 2.47 
ment the advertising world in ee Penns Wr thoughtful study | Orewrys Ltd. ...... 40.640,520 41,369,707 1,410,965 1,443,400 233 2.38 
general. ’ | Du Pont .......... 1,946,600,000 1,888,400,000 396,600,000 383,400,000 8.48° 8.20¢ 
: | Falstaff Brewing Co. 135,593,713 119,577,636 4,078,948 4,076,452 212 2.12 
“1 feel | cannot afford to leaf throuch sway from office turmoil. Why | General Electric .... _ 4,335,700,000 _4,090,000.000 247,900,000 213,800,000 284 2.46 
; s g don’t you try the idea? For a mere General Motors .... 10,989,813,000 10,796,443,000 843,592,000 847,396,000 2.99 3.02 
{ AA in a hurry. | have my copy de- : | General Tire & 
: f d h b $3 (which comes to less than 6¢ Rubber Co. ...... 421,165,147 390,471,772 11,300,355 10,860,129 ——r ——s 
er to ~, _ ecause | want to a week!) you may have AA for a > .. enon 194,929,175 200,714,707 25,940,570 31,544,304 2.80 3.40 
read it caretully. : . |” Rubber Co. ...... 1,421,850,335  1,358,763,538 64,825,516 62,456,130 6.12 5.90 
: es : : ; whole year—52 idea-packed issues. W.R. Grace & Co... 459,727,553 438,136,637 15,459,247 19,785,020 3.31 4.41 
i For us industrial advertisers the un- The coupon below guarantees your Gulf Oil Corp. ..... 2,730,085,000  2,339,715,000 354,284,000 282,658,000 11.38 9.084 
ee ; : . : Hertz Corp. ....... 80,698,657 63,691,113 5,696,725 4,781,862 288 2.63 
Z inhibited advertisements in AA are satisfaction. Johnson & Johnson® . 263,006,305 249,499,185 13,169,085 12,946,718 6.22 6.14 
5 Kellogg Co. ........ 213,237,584 201,674,678 17,082,209 15,079,734 1.75 1.50 
r Liggett & 
| Myers Tobacco 570,384,860 564,965,808 28,273,607 26,450,750 6.85 6.39 
Lucky Stores Inc. .. | 128,671,517 114,397,865 2,147,724 1,830,410 1.30 1.11 
Miles Laboratories* . 48,950,844 42,435,813 3,506,491 2,466,752 2.90 2.04 


| National Dairy 
PEED. c.ccnsscs 


1,432,319,000 1,352,878,000 44,058,000 41,717,000 3.18 3.02 


i 
. Ad A e National Distillers & 
i g | 200 E. Illinois St., Chicago 11, Ill. Chemical Corp. ... 538,525,000 543,100,000 23,024,000 22,633,000 2.05 2.04 
*y : F ‘ F 7 Pabst Brewing Co. .. 112,051,292 128,340,838 —2,871,200 —767,724 — —— 
; ; Here’s my order for a year of Ad Age. If I’m satisfied, after reading three | Pepsi-Cola Co. ..... 85,564,391 69,139,792 9,559,675 8,884,787 1.61 1.50 
; costs less | issues, I'll send you $3. If I’m not, Ill return your unpaid bill and you will | Pepsi-Cola General 
s ' cancel my subscription. Bottlers Co. ..... 17,665,981 14,406,971 800,403 827,034 .81 84 
i H My N : | Chas. Pfizer & Co. .. 207,151,629 178,362,196 22,908,544 18,253,979 4.22 3.36 
: , My Name ——_—______—_—- - ——-— Title____._________ | Plough Inc, ....-.. 29,473,214 24,472,068 1,980,000 1,125,000 1.66 1.05 
than 6¢ : Company__ Radio Corp. of America 1,176,277,000 1,127,774,000 38,549,000 40,031,000 2.55 2.65 
' Niles ni! Cadtawei Rexall Drug Co. .... 167,567,195 155,633,369 4,613,835 4,473,596 1.45 1.35 
' ieee ‘ Reynolds Metals Co. 446,578,767 405,206,005 37,809,712 41,239,902 3.28 3.93 
+ | eee DOD ED BURR TA i niccdicnerrerieetenie ——e ee oy ee 23,201,000 18,782,000 1,845,000 1,533,000 .70 61 
a week! ' i as _ sa _ Zone. State | Sears. Roebuck & Co. 3,600,882,122 3,555,684,148 161,058,093 164,816,293 2.15 2.20 
7 - . Shell Oil Co. ...... 1,773,359,000 1,644,417,000 135,085,000 135,848,000 4.46 4.49 
C1) $3 enclosed 2 Bill my firm later C) Bill me later | Sinclair Oil Corp. ...  1,251,069,054 1,180,101,830 79,308,239 91,070,812 5.18 6.17 
| Socony Mobil Oil Co. 3,018,347,706  2,793,684,840 220,432,894 249,503,667 4.63 5.70 
Standard Brands Inc. 513,852,914 473,206,728 13,837,524 12,094,829 4.01 3.48 


Lag Uy IS IS nk Te cers Panera RS 


| Standard Oil 
(New Jersey) .... 


7,978,314,000 7,281,883,000 805,177,000 808,535,000 4.08 4.11 


® First annual report of corporation formed May, 1957, by merger of American Hard Rubber Co., War- 


dell Corp. and Bachman Uxbridge Worsted Corp. For comparative purposes, data here is treated as if 

| merger took place Jan. 1, 1956. © Excludes extraordinary gains. © Includes $2.55 from General Motors 
| Corp. stock. ¢ Based on number of shares outstanding and the end of 1957. © Excludes overseas opera- 
| tions. ‘ Not announced. 
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Allan Sills, 62, 
Head of Canadian | 
Agency, Is Dead | 


Toronto, April 29—Allan R. 
Sills, 62, president of Allan R. Sills} 
Ltd., died April 21 at his Oakville | 
home. 

Born and educated in Ottawa, 
Mr. Sills entered the newspaper 
business in that city. Specializing 
in advertising, he spent several | 
years in Montreal, Winnipeg and | 
Brandon, where he became adver- | 
tising manager of the Brandon| 
Sun. 
20 years ago, he founded his own | 
agency. Returning to Toronto, he! 
worked with two of the city’s lead- | 
ing producers of art and printing) 
plates and then for some years he 
represented a producer of adver- 
tising printing. He was active in 
the Advertising & Sales Club of) 
Toronto. | 
PHILIP W. SWAIN 

New York, April 29—Philip W.) 
Swain, 68, consulting editor of 
Power since his retirement in 1954 
as chief editor of the McGraw- 
Hill publication, died April 27 of a 
stroke at his home in Riverside, 
Conn. 

After graduating from Syracuse 
University in 1909, Mr. Swain 
taught thermodynamics at the 
Sheffield scientific school of Yale 
University while taking his degree 
in mechanical engineering. During 
World War I he served in France 
with the 303rd field artillery. Fol- 
lowing the war he became a sales- 
man for Franklyn Mfg. Co., 
Franklin, Pa., asbestos manufac- 
turer, and in 1921 became an as- 
sociate editor of Power. He be- 
came chief editor in 1934. 

Mr. Swain was widely known in 
the electric power field and was a 
frequent speaker at _ technical 
meetings. In 1946 he was an offi- 
cial press representative of Mc- 
Graw-Hill Publishing Co. at the 
atomic tests at Bikini atoll. A year 
later he received an honorary de- 
gree of doctor of engineering from 
Case Institute of Technology. 


HERBERT S. BENJAMIN 
BATON RouGcE, April 29—Herbert 


S. Benjamin, 59, president of Her-| 


bert S. Benjamin Associates, died | 
in his home April 20 after an ex- 
tended illness. 


Titman Tuttle Ruppe 


moOverS—Kirk C. Tuttle, vp and 


Smith & Ross, studies floor plans of the new Illuminating Bldg. (to 
which the F&S&R office will move about Sept. 1) with H. R. Tit- 


man, administrative assistant, and 


of the agency. 


Alexander Smith 


pacity. 


Williams Moves to Agency 
Richard P. Williams, formerly 
advertising production manager of 


ice, New York, in a similar ca- 


King Joins Matson 


Richard H. King, formerly vp 
of passenger traffic for the Pacific 
Inc., has joined| Far East Line, has been appointed 
National Export Advertising Serv-' to the new post of director of 
sales and advertising of Matson 
Navigation Co., San Francisco. 


Cleveland manager of Fuller & 


E. M. Ruppe, assistant secretary 


Ellyn, where he lived. 
He entered circulation work in| 


Dog World and in 1942 became cir- 
culation manager of Down Beat. 


| lications Inc., publisher of ADVER- 
| TISING AGE. In 1951 he joined Han- 
|son-Bennett Magazine Agency, 
|Chicago, and held the title of vp 
there when he left in 1956. Mr. 
Miles had been with Whitlock & 
Co. for a year arnd a half at the 
time of his death. 


CHARLES I. STEWART 


LEXINGTON, Ky., April 29— 
Charles I. Stewart, 88, retired, 
newspaper executive and a former | 
president and director of Southern | 
| Newspaper Publishers Assn., died 
| April 18. 

A native of North Carolina, Mr. 
|Stewart purchased an interest in a 
/newspaper in Dunn, N.C., in the| 
\"80s. He later went to the Twin 
| City Daily, now the Winston-Salem 
| Sentinel; then the Charlotte News 


| & Observer. Next he became editor 
lof the Evening World, Roanoke, 
Va. Mr. Stewart was honored by 


Mr. Benjamin founded the agen- Southern Newspaper Publishers, 


cy bearing his name in 1945 after 
leaving the staff of the Baton 
Rouge State Times and Morning | 
Advocate. He joined the newspa- | 
pers in 1919 as advertising man-| 
ager and during the last three 
years, he served as business man- 
ager of the two newspapers. 

Mr. Benjamin also was presi-| 
dent of the Army & Navy Publish- | 
ing Co., a military publishing house | 
specializing in military histories | 
and pictorials, which he organized 
in 1934. A native of Shreveport, | 
he was a graduate of Louisiana| 
State University. 


REX GAY | 
Cuicaco, April 29—Rex Gay, 69, | 


veteran magazine space representa- | 
tive, died April 20 in his Evanston 
home after suffering a heart at- 
tack. Mr. Gay sold space for Red- 
book from 1939 until his retirement 
in 1951. Before that, he worked 
for the old Woman’s World, House- 
hold and Walker-McArthur Co. 

Mr. Gay was a former alderman 
of Evanston’s 3rd ward from 1928 | 
to 1936. He was a graduate of Pur-| 
due University. His son, Rex Gay | 
Jr., is a space representative with 
Variety Store Merchandiser, Chi- 
cago. 


FRANK MILES 


CuicaGo, April 29—Frank Miles, 
49, promotion manager of Whitlock 
& Co., River Forest, Ill, circula- 
tion consultant organization, died 


| home here on April 7. Mr. Stange 


Assn. in 1953 for “distinguished | 
and outstanding work for southern | 
papers.” 


ALFRED G. CLARKE | 
New York, April 29—Alfred | 
G. Clarke, 54, director of technical | 
research at Lennen & Newell, died 
April 24 after a short illness at 
New Rochelle Hospital. | 
Mr. Clarke received degrees as| 
a graduate pharmacist and phar-| 
maceutical chemist from the Uni- 
versity of Pittsburgh. For several | 
years he was a sales supervisor | 
for E. R. Squibb & Sons, New York. | 
From 1941 to 1956 he was as-| 
sociated with William Esty Co.| 
here as a specialist in tobacco, 
medical and technical research. He 
joined Lennen & Newell in 1957 as| 
director of technical research. 


HOWARD W. STANGE 
MONTICELLO, IND., April 29— 
Howard W. Stange, 55, veteran let- 
tering designer and for 16 years 
the president of Lettering Inc., 
New York and Detroit, died in his 


was one of the founders of Letter- 
ing Inc. in 1938. He retired from 
the company in 1955 but continued | 
to serve it in an advisory capacity. 


FRANK H. MCPIKE 

Cuicaco, April 29—Frank H. 
McPike, 58, veteran Chicago ad- 
vertising representative, died April | 
22. Mr. McPike retired last year as | 
midwest advertising representative | 


1937 as circulation manager of Gu 


suddenly April 23 in a hospi-|for Hardware World. He started 
tal in Elmhurst, IJl., near Glen his career in 1923 as an ad sales- 
_man for the Chicago Tribune. 


ild Appoints Danon | 
Danton Danon, formerly with 
Motion Pictures for Television, has 
From 1947 to 1949 he was circula- been appointed western division 
tion agency manager for Esquire | ™anager of Guild Films, New York 
Inc., Chicago, and worked from tV film distributor-producer. Mr. 
late 1949 to early 1951 as circula- |Danon’s headquarters will be in 
'tion manager of Advertising Pub- Los Angeles. 


Tilds & Cantz Names Bourne 
Humphrey Bourne has joined 
ithe copy and merchandising staff 
lof Tilds & Cantz, Los Angeles. 
He previously was with West- 
|Marquis and Hixson & Jorgensen, 
both of Los Angeles. 


in letterpress and gravure 
for national advertisers 


CHICAGO 6, ILLINOIS 


specialists in matched reproduction 


& HIuTCHINGS, INC. 
R 


Coltins 
Gar Mitte 
333 WEST LAKE STREET AT WACKER DRIVE 


America’s Finest Photoengraving Plant for Letterpress and Gravure 


rr 


i 


(1) Snap it...see it! (2) Slip it into a mount, and (3) project it as big as you want. 


Polaroid Corporation Announces 


QUICK, EASY WAY TO MAKE SLIDES 


Now with a standard Polaroid Land Camera, you can make 
slides for Sales Meetings, and project them immediately. 


Polaroid Corporation has perfected a film 
which produces black-and-white slides right in 
a regular Polaroid Land Camera. Just click 
the shutter and two minutes later you have a 
slide ready for projection. 


These on-the-spot-_slides can help you tell 


a picture story to everyone—prospects, exist 


ing customers, the field selling force, manage- 
ment. A versatile Copymaker is available to 
make slides from any text, existing photo- 
graphs, charts, graphs or titles. Or, if you 
wish, you can take the camera into the field to 
photograph products, displays, and other 
material. 


Two sizes are available—2'4 x 2'4, and 
34 x 4 for use in existing “lantern slide” 
projectors. 


These slides cost about 4 as much as con- 
ventional slides. But the real saving is in the 
time and effort that it takes to put any 
picture on the screen. Send in this coupon 
for detailed information, plus booklet, “On 
Your Feet,” loaded with hints for your 
next speech, 


Polaroid Corporation 
Dept. A-5 Cambridge 39, Mass. 
Please send me detailed information on the 
new Polaroid transparency system. 
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Advertising Age, May 5, 1958 A 
1958 ‘Noble's List’ Issued Johnstone Adds Lewbow | ae 1 
Advertising Trades Institute, 135 Lewbow Bros. Inc., Baltimore | | | | 
E. 39th St., New York 16, has pub- manufacturer of men’s suits and | | 
lished the 1958 edition of “Noble’s sportswear, has appointed John-| {\ | 
List?’ a 278-page-directory with stone Inc., New York, to handle its | | 
10,200 names of buyers of “adver- advertising. The previous agency | | 
tising essentials” in 1,154 com- is Henry J. Kaufman & Associates, | ~~ 
panies. The list, with supplements Washington. | LOVE LETTERS get there faster if 
issued throughout the year, costs | . 4 | 
$35. Henderson Leaves Doeskin | 
| Leon Henderson has resigned as}| ~ : | 
Hoyt Gets Dade County president and a director of Doeskin| ~ ‘ 
The development department of | — ers New — a ope | 
Dade nty, Fla., has appointed : . , . , | he assume is past December, be- 
the sean office of the Charles W.| REDRESSED—A new family package design (right) for its line of 19 | couse of accent r differences| | 
Hoyt Co., New York, as its adver-| Swanson Frozen prepared foods—including 10 new products—is | with the existing control-manage-| | 
tising counsel. being introduced by Campbell Soup Co. | ment.” 
after the city, before the state | 
| | the ZONE keeps your mail from being late | | , 
Liinsioaeetienacsticigeaidtigast Acco ttds 
SPEEDIER—The Magazine Publishers 
Assn.’s pr committee offers a series 
of drop-in ads on postal zoning as 
part of a campaign to demonstrate 


voluntary cooperation with the 

Post Office, which is holding in 

abeyance an order for mandatory 
zoning of all lists. 


Lorillard’s Net 
Up 369%, Sales Up 
116% in Ist Quarter 


New York, April 29—Five ma- 
jor tobacco companies last week 
released their first quarter finan- 
cial reports, with P. Lorillard Co. 
showing the most impressive gains 
in sales and profits. 

Lorillard, maker of Kent, Old 
Gold, Newport and Embassy cig- 
arets, reported the highest dollar | 
| volume for any quarter in its 198- 
year history with sales of $104,- ' ; 
094,971, up 116% over sales of $48,- ( 
136,574 in the comparable quarter | 
of ’57. Net for the first quarter of 
58 was $5,597,012, up 369% over 
earnings of $1,192,671 in the same 
period of ’57. 

Liggett & Myers Tobacco Co., 
maker of L&M, Chesterfield and 
Oasis cigarets, reported a net of 
$6,004,000 on sales of $124,070,000. 
Comparable figures for the first 
quarter of 1957 were a net of $5,- 

426,000 on sales of $132,512,000. 


Ww 


‘ 
\ 
en 
‘ 


bed 
<a iT Ohh 


YN ‘ \ 


iz ™ 
\' 
\ 


\ 
AN 


———_ - —- — | = 


/3 


of Oklahoma's 


entire population 
and retail sales are 


in the WKY and 
WKY-TV areas 


Either WKY or WKY-TV covers over 1% mil- 
lion people and well over 11% billion dollars in 
retail sales. 


# Philip Morris Inc., maker of 
Marlboro, Philip Morris, Parlia- 
ment, Spud, and Benson & Hedges 
cigarets, reported sales of $99,383,- 
411, a gain of 4.3% over the $95,- 
294,330 in the first quarter of ’57. 
However, its net for the first quar- 
ter this year was $2,943,127 com- 
pared with $3,142,172 in the like 
period of ’57. The figures this year 
include Milprint Inc., packaging 
company, acquired by Philip Mor- 
ris last July. 

R. J. Reynolds Tobacco Co., mak- 
er of Camel, Winston and Salem 
cigarets, reported sales for the first 
quarter of $254,462,000 compared 
with $236,612,000 in the like period 
of ’57, and a net of $17,019,000 com- 
pared with $13,133,008 in ’57’s first 
quarter. | 

U.S. Tobacco Co., maker of King q 
Sano, Encore, Sheffield and Ma- 
pleton cigarets, reported a net of 
$860,268 on sales of $7,989,313 for 
the first quarter of ’58, compared 
with a net of $622,782 on sales of 
$6,384,000 in the comparable quar- 


e ter of 57. # ) 

KY radio W 4 = Davlau Tool Names Gamut 
Davlau Tool & Die Co., Mineola, 
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How do we stack up? We’re the number one 
broadcast media in Oklahoma. So we can talk 
about market rather than media. 


NBC Ch. 4 NBC aon die se tcaane tea ah ee, 
OKLAHOMA CITY, OKLA. 


sumer advertising, including pro- 
motion for a portable, flat-fold 
aluminum captain’s chair. There 


ete is no previous agency of record. 
The WKY Television System, Inc. 


WTVT, Tampa—St. Petersburg; 
WSFA-TV, Montgomery 
Represented by The Katz Agency 


‘Ski’ Names Harker Rep 

Ralph W. Harker & Associates, 
Los Angeles, has been named to 
represent Ski, Hanover, N. H., in 
11 western states. 
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NAB IN L.A.—At a reception during the National Assn. of Broadcasters convention in Los 
Angeles were Richard Rogers, John M. Shaw Advertising, Chicago; Carl E. Lee, WKZO- 
TV, Kalamazoo; Monroe Mendelsohn, MGM-TV, New York; H. R. Slavick, WMC, Mem- 


Bright Revenue Picture, Bright 
Prospects Limned for Radio Execs 


Advertisers Returning 
to Medium Join Flock of 
New Ones, Says Culligan 


Los ANGELES, May 1—Radio 
station executives at the National 
Assn. of Broadcasters convention 
this week were, in general, an 
extremely optimistic group. 
Speaker after speaker pointed to 
increased revenues, and painted 


an enthusiastic picture of the 
future. 
Perhaps the most rousing 


speech was by Matthew J. Culli- 
gan, NBC vp in charge of radio. 


NAB Meeting 


Citing NBC’s progress since net- 
work radio “hit bottom” in the 
fall of 1956, he said this progress 
is evidence “no amount of anti- 
network cry-baby howling can 
obscure.” 

Mr. Culligan made these points: 

1. NBC station clearances have 
reached the point where the pric- 
ing level can be raised from 75% 
of the network’s dollar value to 
85%. Defections from the NBC 
Radio network stopped 18 months 
ago. 

2. Station compensation pay- 
ments to affiliates in 1958 will be 
two and one-half times’ the 
amount paid in 1956. 

3. Network radio was supported 
mainly by 15 advertisers before 
television. Every one of these 15 
left radio at one time or another 
during the past five years, but 
now every one is back on either 
NBC, CBS or both. 

4. In 1956, NBC radio had a 
total of 26 clients. In 1957, it had 
115. 

5. “The myth of the rating 
superiority of the juke box sta- 
tions was exploded by audience 
composition studies which proved 
network affiliates attracted most 
of the adults, while rock ‘n’ roll 
station audiences were primarily 
teen-agers.” 


a F. C. Sowell, vp of WLAC, 
Nashville, Tenn., pointed out that 
since the Federal Communications 
Act went into effect in 1934, the 
rate of growth of radio stations 
has exceeded the growth of popu- 
lation by 512%. There is now a 
radio station for every 45,000 peo- 
ple, he said. 


s Frank M. Headley, president, 
Station Representatives Assn., as- 
serted that the economic base of 
radio station operation will more 
and more depend on national spot 
sold by the representatives, and 
local sales. He said there are 55 


Gittleson Gittleson Rogers lee 


that an important announcement 
regarding measurement of all out- 
of-home listening will be made 
soon. 

His approach was that if radio 
is to be a primary medium, it 
should be sold on its cumulative 


by pointing to statistics showing | audience rather than a per-broad- 
that whereas radio networks ac- cast rating. 


counted for 29% of total sales in| 

1950, this share had decreased to , 

98% in 1956. At the same time,|", =¢ward G. Hynes Jr., president 

the share of total sales turned in| °% Trendex, | said that each se- 
service offers different 


by national representatives ie | See : am 
creased from 26.2% in 1950, to|?¢Vantages and that the research 


: - buyer should consider what he is 

oO | 
29.6% in 1956. In 1957, national | + ving to do with the research. 
Too often it works out that when 
a station or client is on top in 


= Perhaps the best indication that |'@tings there are no questions, but 


radio industry is doing well and | when they are not, then the valid- 


‘oe euntidees of tha Galton wen? of the research is questioned. 
furnished by the sparse turnout | . 

for what was a relatively straight|® Frank Stisser, vp of C. E. Hoop- 
presentation by Radio Advertising |€® Inc., declared that much of the 


Bureau, as compared to the hoopla confusion about ratings is due to 


Mr. Headley emphasized the} 
growing importance of spot sales 


spot advertising increased 26.5% 
over 1956. 


Mendelsohn 
phis; Michael Sillerman, Television Programs of America; Mr. and Mrs. Norman A. 
Gittleson, WMUR-TV, Manchester, N. H.; Robert D. Wolfe, Grey Advertising Agency, 
Hollywood; Oliver Unger, National Telefilm Associates; Herb Stewart, CHCT, Calgary. 


company has been measuring the! 
automobile listening audience and | 


Wolfe Unger Stewart 


only when a questioner from the 
floor asked whether there would 
be further efforts to go ahead 
with selective “de-intermixture, 
the creation of “islands’’ where 
uhf stations operate free from vhf 
competition. 


FCC Members 
Get VIP Welcome 
at NAB Session 


FCC Hasn’t Acted on 
FTC Complaints, Hyde 
Reports to Broadcasters 


# On the uhf problem, Commis- 
sioner Robert Bartley commented 
that the commission didn’t seem 
to have any policy at all. Chair- 
man John Doerfer said he thinks 
it is too late in the day to try 
selective de-intermixture. “My 


Los ANGELEs, April 30—Mem- mind is still open,” he quipped. 
bers of the Federal Communica- “If the courts tell us how to solve 
tions Commission who have been|!t and put it in language which 
under fire for “fraternizing” with | C@n't be evaded, well, certainly. 
the people they regulate, received | Commissioner T. A. M. Craven 
a warm welcome from the Nation- | got enthusiastic applause from the 
al Assn. of Broadcasters at the con- | broadcasters when he ata of osed 
vention here today. |the elimination of existing license 

|renewal forms which required 


With five commission members | : ; 
flanking him at a luncheon this stations to outline the percentages 


noon, NAB President Harold Fel- | of time devoted to specific types 
|of programs. 


of a few years back. 


a lack of knowledge as to what 


Looking forward to 1960, Kevin| they are and what they are not. 
nation can expect a sound econ- | to size and character of audience. 


omy, but medium-size advertisers 
may have their troubles. 


| 
| 


There is a need for further re- 
search of today’s published rat- 


The problem of medium-size | ings, he said. + 


companies will be emphasized by 


a number of factors in the years| 


ahead, he predicted. For example, 


Sponsor Shifts Kill 


Commissioner Frederick Ford 


NAB Meeting ‘said he felt it is unrealistic for 


lows said FCC needs to attend 
meetings of the association if it is 
to judge the conduct of broadcast- 
ers and understand their opera- 
tions. 


the commission to set a standard 
of performance for stations. He 
suggested that licensees should be 
required to outline the kind of 
|service they intend to render, and 
{then be judged in relation to their 


|time, the advertiser will need to 


by 1960, marketing costs will be 
23% higher than now. By that 


Veteran TV Shows 
at All 3 Networks 


New York, May 2—All three 


spend 17% more just to stay even 
with his present market. 


“If commissioners are to keep|performance under their own 
abreast of proper administration standard. 
of the law, they cannot live in a| 
cave,” Mr. Fellows contended.| ® NAB’s president, Harold Fel- 


“This is not a business of manu-| lows, not only welcomed the com- 
facturing cement blocks. This is a| missioners to the convention, but 
dynamic business which touches added that his association will re- 
the lives of millions of people|sist any code of ethics which 


independent national spot repre- | 
sentative companies and some 55 
regional station representatives, 


excluding CBS and NBC spot sales | 
organizations, 


= Mr. Sweeney said it is estima- 
ted that today an urban woman 
is hit with 210 advertising mes- 
sages every day. By 1961, this 
figure will reach 260. This diffu- 
sion of advertising impact will 
present a particularly difficult 
problem for the advertiser with 
a budget between $100,000 and 
$1,000,000, which includes 75% of 
all advertisers. 

He asserted that the only way 
an advertiser can meet this chal- 
lenge is through radio. Because 
it’s low cost, radio enables the 
medium-size company to go first 
class and achieve necessary domi- 
nance in his market. 

Reviewing the progress of me- 
dia in 1957, Mr. Sweeney said 
that in that year, newspaper 
growth was less than that of 
the market. Magazine coverage 
dropped 2%. He pointed out tele- 
vision set sales totaled only 6,500,- 
000, as compared to radio set sales 
of 15,000,000. 


= In what was designed as a 
panel discussion of the “radio 
audience measurement” report of 
the NAB radio research commit- 
tee, representatives of four re- 
search services pointed out how 
their research measured up to the 
objectives set by the committee. 

Sidney Roslow, director, Pulse 
Inc., commended the committee, 
saying that compared to the report 
of ARF a few years back, the NAB 
study was refreshingly direct, 
practical and objective. 

George Blechta, vp of A. C. 
Nielsen Co., reported that his 


|television networks this week had 
|major programming changes to 


announce. All three cases resulted 
in famous tv shows being blacked 
out on the tv screen. But in one 
case it also meant the comeback 
of a tv comic. 


e At ABC-TV, it was announced 
that Helena Rubenstein is drop- 
ping its sponsorship of the Sunday 
night “Sid Caesar Invites You.” 

The Rubinstein agency, Ogilvy, 
Benson & Mather, said the show 
had an unsatisfactory rating—3,- 
600,000 homes—the same segment 
of tv viewers that could be cov- 
ered with a 15-minute daytime 
program, with three minutes of 
commercials, at considerably low- 
er cost. 


e At NBC-TV, Kraft Foods is 
dropping its hour-long “Kraft Tv 
Theater” and signing on Milton 
Berle for a series of half-hour 
shows, starting Sept. 17, when the 
drama series terminates. Kraft’s 
agency, J. Walter Thompson Co., 
said Kraft will also sponsor the 
second half of the hour slot being 
vacated by the show, but no de- 
cision has been reached on pro- 
gramming. A strong contender is 
a film series called “Bat Master- 
son,” developed by NBC and Ziv 
TV Programs, 


e At CBS-TV, Westinghouse will 
replace its “Studio One” with a 
new, hour-long weekly film se- 
ries, “Desilu§ Playhouse,” with 
Desi Arnaz and Lucille Ball. The 
new package will cost $11,000,000, 
compared with the $7,000,000 
“Studio One” budget. # 


every hour of the day. The com- 
missioners must visit to know, 
and they must talk with broad- 
casters and to broadcasters.” 


® Earlier, in the annual question 
and answer session, Commissioner 
Rosel Hyde reported that no 
broadcasters have been punished 
as a result of the “liaison” devel- 
oped between FCC and the Feder- 
al Trade Commission last year for 
checking up on stations which 
carry ads challenged by the FTC. 

Commissioner Hyde _ reported 
that notices had been sent to 143 
stations of instances where the 
FTC has issued complaints against 
products which are advertised on 
their stations. He said there has 
not been a single instance where 
the commission has done any- 
thing further. “I think this is a 
tribute to the sense of responsi- 
bility of the stations,” he ob- 
served. 

Except for the brief discussion 
of the FTC-FCC liaison by Mr. 
Hyde the question and answer ses- 
sion skirted the controversial is- 
sues which have occupied NAB’s 
attention in the past. 


# A filmed sequence in which 
Rep. Oren Harris (D., Ark.) prom- 
ised to call a hearing on pay-tv if 
FCC goes ahead with its sched- 
uled test provided the only refer- 
ence to pay-tv. 

There was no mention of the 
proposals of FCC’s network study 
group to revise contractual rela- 
tionships 


between stations and 
networks. The uhf problem arose 


makes it impossible for govern- 
|ment executives “who perform 
|under oath” to become acquainted 
with the new developments and 
the practical operating problems 
'of the industries they regulate. 

| “If there had not been some 
rapprochement between industry 
and government over the years— 
not just recently, but for the past 
three decades—I believe it is pos- 
sible that the character of broad- 
casting’s service might have suf- 
fered in many ways. 

“It is conceivable, for example, 
that we would have had to oper- 
ate under onerous program con- 
trols, fully possible under the 
breadth of the Communications 
Act despite the specific exhorta- 
tions of Congress.” + 


Macwithey Proposes Probe 
of Licensing PR Men 


A proposal for a committee of 
experts to investigate the possibil- 
ity of licensing public relations 
practicioners has been made by 
James L. Macwithey, new reelected 
president of the American Public 
|Relations Assn. Mr. Macwithey 
suggested possible licensing along 
the lines of doctors or lawyers, and 
said he would shortly establish a 
committee to look into the matter. 

Mr. Macwithey also urged APRA 
to establish a Public Relations Re- 
search Institute, which would de- 
vise means of testing the efficiency 
and validity of existing pr tech- 
niques and bring about closer co- 
ordination between educational 
institutions and the public relations 
field. 
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ADVERTISING MARKET PLACE 


Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap lines 


(maximum—two) 30 letters and s 


sentative (Classified only); Classified 
Angeles, 8. Axminster 2-0287. Closing d 


paces per line; upper & lower case 40 
two lines for box number. Closing deadline: Copy in written form in 
no later than noon, Wednesday 5 days preceding publication date. Pacific Coast 

i oanente, Inc., 

Ali rn 


line. Add 
hicago office 
Repre- 
4041 Marlton Ave., Los 


les Monday noon, 7 


precedin 
inch, an 


AVERAGE PAID CIRCULATION FOR 


6 MONTHS ENDING DEC. 31, 1957 


publication date. Display classified takes card rate of $17.75 per column 
card discounts, size and frequency apply. 


40,429 


HELP WANTED 


POSITIONS WANTED 


FARM ADVERTISING WRITER 
Leading farm equipment manufacturer | 
seeks advertising writer with good farm | 
background, to develop programs and 
work on all types of advertising materi- 
als. Initiative, imagination — essential. 
Challenging, rewarding position with ex- 


cellent opportunity for advancement. 
Ideal working conditions, good starting 
salary. Write in confidence, giving re- 


sume and salary requirements. 

Box 1441, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 

MOLENE 
Public Relations 
..Advg. Managers 
Artists........ Media........ Production...... Service 
“All is grist, which comes to our mill” 
Andover 3-4424, 105 W. Adams 8t., Chgo 3 
ACCOUNT EXECUTIVE 
OR COPY-CONTACT 

Midwest AAAA Agency needs man with 
broad automotive aftermarket background. 

Box 1498, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
Editor for industrial business publication. 
Nationally known multiple publisher in 
Chicago area. Growing company promises 
bright future for right person. Knowledge 
of metalworking a must; engineering 
degree not a basic requirement. Know- 
ledge of assembly operations helpful. 
Pleasant surroundings, congenial people. 
Opening is immediate. Our staff knows 
of this advertisement. Please reply in 
full regarding background, experience, 
availability, salary. 

Box 1499, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


EXECUTIVE & CLERICAL 
EXPERIENCED & TRAINEE 
Publishers Employment 
469 E. Ohio St., Chicago, Su 7-2255 
Art Editor take charge of editorial layout 
and presentation for group of business 
magazines. Nationally known publisher 
in Chicago area. Pleasant surroundings 
and congenial people. Company is grow- 
ing and promises bright future to right 
person. Work involves page layouts, cover 
designs, paste-ups, some_ creative art, 
some mechanical woes. No production. 

enin is immediate. 
a =. 1500, ADVERTISING AGE 
200 E Illinois St., Chicago 11, Illinois 
ADVERTISING & PUBLISHING 
FOR ALL TYPES OF PLACEMENTS 
GEORGE WILLIAMS—PLACEMENTS 
209 So. State St. HA 7-1991 Chicago 
ADVERTISING SALESMAN for a leading 
home economics magazine. Salary and 
commission—expenses paid. Locate in 
Chicago or New York. Give experience, 
education, basic salary, age, references, 
when available 
Box 1501, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. ¥. 
PUBLISHER’S REP 
If you can sell the Sporting Equipment 
field we have a book for you which is 
hot. Midwest & Eastern territories open. 
Box 1502, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


ATTENTION PUBLISHERS 
Well Known West Coast Publishers’ Rep- 
resentative Firm is seeking the addition 
of one or two national trade publications 
for advertising representation. Los Angeles 
and San Francisco offices. Covers the Pa- 
cific Northwest. Over 15 years of wide 
experience in Farm, Architecture, Building 
and Construction, Institutional, Foods and 
Hardware Industries. Write for full de- 
tails. Box 27J 174, Advertising Age, 4041 
Marlton Ave., Los Angeles 8, Calif. 


ADVERTISING & SALES 
PROMOTION MANAGER 
$9,000—$12,000 
CONSUMER HARDGOODS—Ohio 
Report to Merchandising Mgr.—know agcy. 
work, media—exp. in handling adv. and 


location. 


corres.—excellent promotional oppor. 
Send resume immediately. 
C. KNOBLE 
DRAKE PERSONNEL, INC. 


220 So. State St. Chicago 4, Ill. 
HA 


PRODUCT AD. MGR. 
Prefer mfg. of retail products. Top exp: 
mfg. co. & retail stores. Versatile mgr. 
B.S. deg. Age: 32, $8000. Now prod. A.M. 
Box 1503, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


ART DIRECTOR-LAYOUT ARTIST 


| Desires position with smaller agency in 


a medium size city. Ideas, layouts, com- 
prehensives. Available now. Salary $8,000 
to $10,000. 
Box 1504, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
PACKAGE DEAL 

(Legwork, editorial, photographic) 
Experienced trade and employee/indus- 
trial publication editor will competently 
put out entire pub on regular free lance 
basis or handle assignments from ANY- 
WHERE for So. California coverage. 
Excellent references. Jerry Goldman, 
3319 Warwick Avenue, Los Angeles 32, 
Calif. Phone CA _ 2-6811. 

MAY I SERVE YOU? L.A. AREA. 
Young, attractive girl, 10 years office 
experience, desires position as secretary, 
bookkeeper, general office in advertising, 
TV, publicity. Call HOllywood 5-5666. 

A.E. WITH CLIENT/AGENCY EXP. 
Solid exp. on both sides of fence. 
AE., A.M., Creative, Mkt’g., new busi- 
ness-Exc. References-Vigorous 30's. 

Box 1516, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
SPACE SALESMAN 
Experience, Excellent Record, Top Con- 
tacts, Available Immediately. 
Box 1505, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
WRITING WORKSHOP 
What would you like to say? How would 


you like to say it? I can say it better 
than you. Speeches, letters, anything 
at all. No risk. Try me and see. 


Box 1506, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 
MR. TRADE PAPER PUBLISHER— 

DO YOU NEED A NO. 2 MAN? 
I'm a “doer” as well as “teller”. Over 
20 yrs all-round experience, heavy sales, 
rough layouts, copy. Do much of work 
myself while supervising others. Increase 
sales, editorial, production output. See 
big picture while handling daily details. 
Want No. 2 spot (Mgr. or Assoc. Pub) 
on good paper or with multiple publisher. 
Now Eastern Mgr. Go anywhere. Consider 
most Southwest or South. Want to deal 
with top man only. 

Box 1507, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


AVAILABLE 
SPACE SALESMAN — 
CHICAGO TERRITORY 


Heavy business-trade magazine 
background. Interested only in as- 
sociation with aggressive and pro- 
gressive publisher. Age 37. Employ- 
ed. Min. requirements $12,000 plus 
incentive. Box 130, ADVERTISING 
AGE, 200 E. Illinois St., Chicago 11, 
Illinois. 


“HARD-SELL, REASON-WHY” 
COPYWRITER AVAILABLE 


7 yrs. solid Direct-Mail, mail order plus 
nat’l retail chain writing. Sr. copywriter, 
AAAA Agencies on Book, Gift, Record 
Clubs, etc. Wide creative background en- 
compasses earlier exper. as Art Direct. 
Mature, sense logici , with 
extensive practical ‘‘Know-How’’; ability 
to follow thru, spark & formulate com- 
plete campaigns. Top references; resume. 
Box 138, 125 W. 41, NYC, NY. 
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EXCEPTIONAL WRITER 
10 yrs. industrial, consumer. Unusually 
creative and productive. Good contact 
man. 33, grad, married, responsible. 
Thinks graphically and originally. 

Box 123, ADVERTISING AGE 
200 E. Iilinois St., Chicago 11, Illinois 


Insurance and other benefits 


and references. 


TO A COPYWRITER WITH BACKGROUND IN HARB GOODS 


Kentucky’s largest agency has a top spot for experienced 
creative writer to handle both print and collateral ma- 
terials for hard goods (industrial and appliance) accounts. 
Outstanding opportunity with state’s fastest growing 
agency. You will work with topflight art staff and account 
group. Pleasant suburban living only minutes from office. 
. Salary open. Write in con- 
fidence; include complete résumé, writing experience 


Box 115, ADVERTISING AGE 
200 E. Mlinois Street, 


Chicago 11, Dknois 


POSITIONS WANTED 


-™ 


REPRESENTATIVES AVAILABLE 


Wanted: A good ad ladder to climb. 

Background: Six-years all-around small 

agency experience—inter-office boo k- 

keeping & budget control, media, copy, 

contact. Age around 30. What am I bid? 
Box 1508, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 
ADVERTISING SALESMAN 

Unusually fine record of selling space, 

especially in adding new classifications, 

2 years agency, 2 Hearst Publishing ex- 

perience. Salesmanship samples for free. 
Box 1509, ADVERTISING AGE 

480 Lexington Ave., New York 17, N. Y. 

SPACE SALESMAN 

Traveling N. Y., N. J. and Penn. by car 

for trade publication. Able to represent 

additional magazine effectively & econ- 

omically. Your letter will bring details. 
Box 1510, ADVERTISING AGE 

480 Lexington Ave., New York 17, N. Y. 


Well established Rep, based N.Y¥.C. seeks 

sports, athletic or sports equip. pubis. 

Comm. basis. Excellent record, top con- 

tacts. college, mature. Send recent issue. 
Box 1350, ADVERTISING AGE 

480 Lexington Ave., New York 17, N. Y. 


WEST COAST REPRESENTATIVE 
Who's interested in the services of an 
exp. aggressive space rep in California? 
Have been selling space in Midwest for 
6 yrs with record for results and am 
moving to Calif. in June. Write me. 

Box 1517, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, [Illinois 
Rep with fine record, top contacts wants 
trade publ. Comm. Covers N.Y.C. & N.E. 
send magazine with reply. 

Box 1351, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


FARM EDITOR—WRITER 
Magazine, Newspaper, PR, Radio Farm 
Director experience. B.S. in tech ag— 
minor, ag journalism. Experienced photog. 
Age, 36. 

Box 1511, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
NEED A RIGHT ARM? 
Aggressive asst. to p.r. dir. seeks job 
with emphasis on promotion. Experienced 
in programming press relations, personal 
contact. Creative, intelligent, reliable. 
28, single, col. grad. (Liberal Arts) Vet. 
Present salary $6500. Excellent references. 
Box 1512, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
Free Lance Copywriter-Editor. Exp. State 
St. copywriter, nat’l mag. & house organ 

editor, publicity writer. 
Box 1513, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
CREATIVE AD seeks job with challenge 
and creative potential, 8 yrs. exp. 
Box 1515, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 

MARKETING MANAGER 
10 years successful experience in super 
market sales. At present sales manager 
of food brokerage firm with 10 million 
annual billings. Thoroughly acquainted 
with merchandising techniques of grocery 
products, paper goods and frozen food. 
Seeks challenging opportunity in product 
sales planning and supervision on region- 
al or national level. Age 33. 

Box 1514, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


BUSINESS OPPORTUNITIES 
EXTRA INCOME 

for ARTISTS and COPYWRITERS 
Only accomplished men and women ac- 
cepted for affiliation to provide “big 
agency”’ creative services to small ad- 
vertisers. Send bonafide samples, resume 
and $5.00 affiliation fee today! 

ADVERTISING ASSOCIATES OF 

AMERICA 
Box 1111, Topeka, Kansas 


MARKET RESEARCH AGENCY 
FOR SALE OR MERGER 
Established market research agency for 
sale or merger. Volume approximately 
$100,000 with established clientele. Excel- 
lent reason for sale. Attractive opportun- 
ity for executive with market research 
experience to acquire own business at 

modern investment. 
Box 1518, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


FOR SALE 
PUBLICATION 
Specialized small livestock field 
NEY MAKER 
26 yrs. old. Leader in field. Large 
potential display - classified - circulation. 
Whole operation been neglected. For 
details ‘phone John Yeager, WAbash 2 
5007, Chicago, Illinois. 
PUBLICATION WANTED 
We're interested in a merchandising or 
trade monthly doing 50G to 250G a year. 
All replies completely confidential. 


| Gralla Publishing, 75 W. 45 St., NY 36 NY. 


WHY LOAF? 


We are interested in obtaining the 
services of two retired executives, 
one for Chicago and one for the 
New York Area, who would like to 
be occupied three to five hours per 
day in introducing our unique serv- 
ices to the trade. 

The applicant should be the ezxec- 
utive type who knows his way 
around advertising agencies which 
have corporate contacts. Personality 
and reputation are important and 
must be “gilt-edged”’. 

Please address your replies to: 
President, Edgar M. Henry Corpora- 
tion, 1755 Broadway, New York 19, 
New York. 


MARKETING EXECUTIVE 


New ideas and national chain store 
contacts. Thoroughly familiar all 
phases business management. 7 yrs. 
as top executive with food company. 
Responsibilities include supervsion 
national sales, formulation of policy, 
development of new products, ad- 
vertising and merchandising pro- 
grams, market analysis, pricing. 
cost analysis. Proven record of ac- 
complishment. 
Box 119, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


The Answer to the Stamp Dilemma! Send 


| for information kit on the fabulous U.S. 


Saving Stamp Plan. Just $2.50 to Mallonee 


| Associates, 2121 N. Charles St. Baltimore 


18 Md. 


SO YOU THINK 
RETAIL FOOD ADS 
ARE TOO CLUTTERED! 


Then here’s your big op- 
portunity. Wanted: ass’t. to 
gen. adv.-pub. rel. dir. One 
of nation’s largest food re- 
tailers. This is a job for an 
Indian, not a Chief. Respon- 
sibilities: to help direct 
copy, layouts for retail food 
adv., newspapers, point-of- 
sale. Also develop Co.’s pub. 
rel., stockholder reports, 
etc. Very little traveling, 
pleasant working condi- 
tions, good hours. Salary 
less than $10,000 but pos- 
sibilities tremendous for 
hard worker. Must have 
exp. Write fully about 
yourself. 


Box 124, Advertising Age 


200 E. Illinois St., 
Chicago 11, Illinois 


COPY, food. All media. 
ART DIR., Calif. agency. 
Toiletries exper. or 
related style helpful. 
MKTG. RESEARCH. Young, 
M.A., to estab. dept. for 
soft drink mfr. South. 
MKTG. RESEARCH, agency. All 
techniques. Client contact. $10M 


GLADER CORPORATION 


Don Harris, Dir. Adv. Div. 
110 S. Dearborn CE 6-5353 


$15-$16M 


$12M 


$10M 


Chicago 


Advertising Age, May 5, 1958 


TREMENDOUS 
OPPORTUNITY 
for 
ADVERTISING AND 
SALES ORGANIZATION 


Creators and producers of new 
patented products with univer- 
sal and consumer appeal are in- 
terested in a top firm on a 
partnership basis to handle the 
sales and promotion for our 
products which have a $50,000,- 
000 a year sales potential. Box 
120, Advertising Age, 480 Lex- 
ington Ave., New York 17, N. Y. 


OPPORTUNITY IN SPACE SALES 


Crackerjack reps wanted for new buying 
guide in shelter field. Takes standard 
catalog inserts from light construction 
field, home furnishings, appliance manu- 
facturers. Surveys show it’s wanted. Only 
book in field. Modern sales package. Com- 
mission plan. Write fully in first letter. 
ox 122, ADVERTISING AG 
Illinois St., Chicago 11, 


B E 
200 E. Tilinois 


LEADING FRENCH-CANADIAN 
P, R. M 
SEEKS 
ASSOCIATION WITH 
U.S. ADVERTISING AGENCY 
WRITE BOX 121, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


400 PUBLICATIONS 
CARRY MORE BUSINESS 
BECAUSE OF OUR MEMBERS 
FROM COAST TO COAST. 
HOW ABOUT 

YOU? 


Association of 


Publisher's Representatives 
70 East 45 St., New York 17, N. Y. 


ACCOUNT EXECUTIVE 
BEER ACCOUNT 


This national advertising agency needs seasoned account execu- 
tive who understands thoroughly beer distribution, sales, point 
of purchase, consumer advertising, etc. He must be well versed in 
all practical phases of beer merchandising and selling, and able to 
coordinate activities of agency and brewery. Outstanding oppor- 
tunity for right man. Some travel. Write all details first letter. All 
replies held in strict confidence. Write Box 113, ADVERTISING 
AGE, 200 E. Illinois St., Chicago 11, Illinois. 


FOR PR-PUBLICITY 
IN PHILA. AREA... 
Agencies, companies needing expert 
Se aid on one-shot or con- 
| basis, call or write: 
he Beacon Agency, Inc. 
Western Saving Fund Bldg. 
Phila. 7, Pa. Kingsley 6-1 
will send qualifications. 


* Ser vice, 


The Midwest's 
Ns) I R i H outstanding placement 
service for Adv.-Art & 
Personnel allied fields. 


appointment on 
59 E. MADISON + SUITE 1417 
CHICAGO 2, ILL, 
CEntral 6-5670 


Inc. 


and uses 


Almost everybody of 


importance in 


advertising and 


marketing reads 


The ADVERTISING 
MARKET PLACE 
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Radio Volume Will Rise 50%, Exceed | 


$1 Billion by 1965, 


(Continued from Page 3) 

past four months show local busi- 
ness either even or down slightly, 
he argues, some operators have 
shown substantial gains, and 
“where is the newspaper with a 
linage increase in January and 
February?” 

Meantime, RAB teams are out 
explaining to stations how to hypo 
local volume. “I’ve got two men 
beating the Tulies at the moment 
showing stations how to adopt 16 
techniques that sell.” (Note: Beat- 
ing the Tulies comes from the fogs 
in the valley back of San Francis- 
co and is the West Coast equivalent 
of beating the bushes.) 


® Still, right now about 60% of 
RAB’s dollars are designed to af- 


PUBLISHERS! 


Complete Representation 
in Washington, D. C. Area 


We are in a position to take care of 
the complete Washington-Baltimore- 
Richmond interests of publishers . . . 
from space selling to political and 
economic reporting. We have con- 
tacts with advertisers, agencies, po- 
litical figures, bureau heads and 
many other sources of reliable in- 
formation and up-to-the-minute news. 
We have centrally located offices, 
and a complete staff, from which 
detail service can be efficiently 
handied. Washington is the focal 
point of the free world. Representa- 
tion here is almost a ‘‘must” for any 
publication. 
BANK AND TRADE REFERENCES 
FURNISHED 


Write, Wire or Telephone 
for an a Interview 
WITH 


Wm. J. Appel or Mannie R. Klein 
MANNIE R. KLEIN, INC. 
1424 K St., N.W., Washington, D. C. 


stores 3-2333 


Uy 1,000 sq. ft. 
as with 5 private offices. 
Completely 
air conditioned 
Receptionist 
Automatic elevator 


National Sporting 
Goods Association 
716 N. Rush St., 
Chicago 11, Ill. 
DE 7-3870 


CUTS $1.25 
Up to 5 Sq. Inches 
ZINC 
Line or halftone flush mountea. 
Fast Service— 

Satisfaction Guaranteed 
Larger Sizes Proportionately Priced 
Write size of cut and screen preferred 

on back of copy and 


WARD KAH 
Box A 87. Glendale. Calif. 


Fine, Fast, Fairly Priced Photography 


pics 


Photographers 


DEARBORN 2-1062 


187 N. LASALLE, CHICAGO = ILLINOIS 
PUBLICITY COMMERCIAL 
CONVENTION INDUSTRIAL 


BACON KNOWS 
MAGAZINES! 


We specialize in magazine clipping. 
Our list covers 3500 business, farm 
and consumer magazines —a complete 
bianketing of the American magazine 
field as listed in Bacon's Publicity Checker. 
You can check your own publicity, compe- 
tition’s publicity, competitive advertis- 
ing or subject research. Here is the 

service for magazines. Best 
coverage, fastest service, highest 
accuracy. 
* BUSINESS * FARM 
* CONSUMER 


Send for Booklet No. 56 
“How Business Uses Clippings” 


BACON'S CLIPPING BUREAU 
14 Jackson Blvd, Chicago 4, Minors 
— WAbash 2.8419 


Says Sweeney 


fect national advertising. This is, 
in part, a reflection of the present 
supporters of RAB. The promotion- 
al arm of radio now runs on a 
$900,000 budget and is supported 
by about 850 stations, the four net- 
| works and major representatives. 

Its growth is likely to come from 
the addition of stations in smaller 
markets—-“our big area of expan- 
sion is among smaller stations.” 
The present 850 RAB stations— 
roughly one-third of U.S. radio 
outlets—do about 60%-65% of to- 
tal radio volume. 


The RAB Technique 


What RAB uses in radio promo- 
tion is a series of calls on individ- 
ual advertisers. Its teams—called 
“barrage squads”—travel out of 
New York, and their schedule is 
formidable. A typical day calls 
for four 45-minute presentations, 
at 9:30 and 11:00 a.m., at 2:00 and 
3:30 p.m.—in the offices of ad- 
vertisers. Of its 49 people, 11 sales- 
men are almost constantly busy 
calling on advertisers, and one man 
is solely in charge of “traffic”— 
moving equipment and presenta- 


“You can get a hell of a commer- 
cial for $800—if you know where 
to buy it.” 


tion material from one team to an- 
other. 

RAB figures on making 1,900 in- 
dividual presentations a year out- 
side New York and Chicago, and 
it uses special presentations de- 
signed for a particular city or mar- 
ket, or for a given class of adver- 
tiser. In 1958, Mr. Sweeney figures 
RAB men will make 5,500 to 6,000 
presentations, all individual. The 
national sales staff will make about 
300 presentations a month to na- 
tional advertisers and agencies. 
Many of these are duplicates (“We 
might be back in to see a General 
Foods product manager four times 
in a year, but always with differ- 
ent material and something new 
he ought to see.’’) 


# There is increasing emphasis on 
the creative side of radio. RAB 
now has a library of about 3,000 
radio commercials, broken down 
by types of products. The revival 
of creative radio commercials may 
in large part be due to RAB’s cross- 
fertilization of ideas. The teams 


|play commercials for groups of 
agency men, or an advertiser’s sales 


group, and ideas are adapted fast 
and freely. One of RAB’s ways of 
assisting the industry has been to 
locate sources of jingles and inex- 
pensive commercials. 

“Listen,” says Kevin Sweeney 
earnestly, “you can get a hell of 
a commercial for $800—if you 
know where to buy it.” 


= All this footwork, and the mam- 
moth file of commercials on tape 
magazines (“our equivalent of a 

tear-sheet file”), would be mean- 
| ingless without some philosophy. 


| 


“Procter & Gamble can make any 
medium a primary medium, by 
weight of money alone. But for the 


medium-size advertiser, radio is 


the solution.” 


small and middle-size advertiser. 

“Procter & Gamble can make 
any medium a primary medium,” 
Mr. Sweeney argues, “just by the 
weight of money alone. But for the 
medium-size advertiser, 
spot or network—is the solution.” 
There he can get penetration, and 
a degree of dominance, at a price 
he can afford. 


Radio’s Future 


When major advertisers pulled 
out of the medium, they left a tre- 
mendous vacuum. This vacuum has 
been filled in part by other ad- 
vertisers. The network part of ra- 
dio was particularly damaged by 
the defection of perhaps a dozen 
giant advertisers, and while some 
are coming back, they come back 
“with nickels and dimes where 
they used to spend dollars.” The 
industry solution has been to get 
a wide diversification of advertis- 
ers into the medium, and Mr. 
Sweeney notes with pride the 1958 
investment of the Sterling Silver- 
smiths of America—‘these guys 
were brought up on magazine pag- 
es showing candle-lit tables, but 
they figured a new way to reach 
the young marriageable market.” 

RAB has been successful in 
building co-op advertising on ra- 
dio. It has worked hard with dis- 
tributors, particularly in the appli- 
ance field. It expects to produce 
more billing in co-op. 


® Radio rates are due to increase 
—but slowly, says Mr. Sweeney. 
He concedes that the nighttime 
sales situation is “still soft.” “It’s 
real underpriced,” he admits wist- 


fully, adding, “If no one wants) 


emeralds, you can’t sell ’em.” 

He tends to think that most ra- 
dio stations will ultimately have 
a single rate—no local-national dif- 
ferential. He says the stations do- 
ing the largest volume of national 
billing are now on a single rate— 


or if they do have a differential | 


it’s infinitesimal. 

He gets mildly annoyed with 
stations that insist on a “prestige 
rate”’ which has no record of hav- 
ing been purchased by any knowl- 
edgeable advertiser. 


Shape of the Industry 


Mr. Sweeney doubts that more 
than 250 radio stations per year 
can be added unless (1) the Fed- 
eral Communications Commission 
were “to break down the clears”— 
i.e., put other stations on what are 
now clear-channel, high-power 
outlet frequencies, or (2) change 
interference rules. And he says 
further that if FCC were to break 
the clear-channel concept, the ar- 
guments in Washington would 
make the television hearings look 
mild. 

He believes firmly that there 


What the RAB has told advertisers will be at least three networks in 
repeatedly and with success is that| radio operation, even if some pre- 
radio is a tailored medium for the! sent networks were to suspend. He 


radio— | 


argues the need for networks, and 
compares them to magazines: 
“There has to be some easy way 
| for an advertiser to buy when he 
|wants all markets. In print it’s 
magazines. Spot is great—but 
|something has to exist for him to 
}order easily, get complete cover- 
age of the country, and a uniform 
product.” 


s Nor does he think that the me- 
dium will fall into the hands of 
| juke-box outlet operators. He be- 
lieves that there will be a clear 
definition of programming. Even 
| where the stations rely on a music 
& news format, there will be sub- 
stantial differences 
“just as every newsstand buyer 
can differentiate between Life and 
Look—both ‘picture magazines’ if 
you will, but substantially differ- 
ent in content.” 

He thinks that classical music 
| stations will appear in 30 or 40 
|markets, that New York—and 
|maybe some other markets—can 
| support stations that are “talk sta- 
tions,” where monologists and 
conversation are the staple of the 
station’s fare. ‘“‘The magazine fea- 
ture is beginning to come into ra- 
dio,” he explains, and asserts that 
|magazines and newspapers are 
| studied to see what they have that 
radio may be missing. 


= He cited the tremendous empha- 
sis on news as an example of ra- 
dio’s new intensity. “West of Chi- 
cago, news is really great—and 
just a shadow of what it will be.” 
On the West Coast, for instance, 
several medium-size stations have 
seven news men. All over the coun- 
try, the old tear-and-read news- 
man is vanishing, replaced by re- 
porters who pick the news up live 


“Nighttime is real underpriced. If 
no one wants emeralds, you can’t 
sell ’em.” 


| or transcribe it on tape. “The aim 
is to cover in depth—to get all the 
angles—and, always, to beat the 
newspapers... to leave them with 
yesterday’s news.” 

Radio station prices are rising 


steadily, he noted with satisfaction | 


(Mr. Sweeney is an investor in a 
| West Coast outlet), and just as 
|much satisfaction comes from the 
|new investor in radio. At the mo- 
ment these are apt to be (1) com- 
|panies diversifying their holdings 
which have decided that radio sta- 
tions are here to stay; and (2) 
bright young men, trained in radio, 
who have syndicated with others 
to buy stations and put their ideas 
to work. 


s The hypoing techniques em- 
ployed for ratings and share of 
audience don’t distress him unduly. 


as they did in the newspaper busi- 
ness. ‘Remember when Hearst and 
Pulitzer were struggling for cir- 
culation downtown?” 

In the meantime, stations have 
an editorial commodity to sell. If 
they choose to do it with audience 
hypos like “we’ll make your next 


bad, but it “injects excitement, and 
it gets us out from under that 
tombstone we had over us eight 
years ago.” # 


“They’ll die out,” he predicts, just | 


car payment for you,” it may be} 


ABP Jesse Neal 
Awards Honor 17 
Business Papers 


(Continued from Page 3) 
|Ridder, automotive editor, 
tional Petroleum News. 

Class 3—To an individual edi- 
tor for the best account of a de- 
|velopment (news reporting and/ 
or articles) of major significance 
to the field of industry served. 


Na- 


in content— | 


e lst award to Wesley W. Wise, 
managing editor, American Lum- 
berman & Building Products Mer- 
chandiser. Merit award to Rean 
Purcell, field editor, Chain Store 
Age. 


Category B—AIl other ABP publi- 
cations: 


Class 1—To an editor for an 
editorial type of program (best 
two or three editorials or edito- 
rials in article form) expressing 
publication’s policy and contribut- 
ing significantly to the field or in- 
dustry served. 


e Ist award to Perry Prentice, 
publisher and editor, House & 
Home. Merit awards to Jerome D. 
Luntz, editor, Nucleonics; Sidney 
R. Bernstein, editorial director, 
ADVERTISING AGE; Clyde M. Barnes, 
editor, American Artisan; and 
Douglas Haskell, editor, Architec- 
tural Forum. 

Class 2—To two or more edi- 
tors collaborating on the best ac- 
count of a development (news re- 
porting and/or articles) of major 
significance to the field or industry 
served. 


e ist award to Caswell Speare, 
editor; Earl F. Theisinger, execu- 
tive editor; Robert K. Moffett, as- 
sociate editor; Edward Eckert, 
technical editor; Dorothy Atkin, 
assistant editor; Lon Harriman, 
assistant editor; F. Bryan Wil- 
liams, assistant editor, Robert J. 
Tucker, art director, Fleet Owner. 

Merit awards to (1) L. N. Row- 
ley, editor; B. G. A. Shrotzki, as- 
sociate editor; S. M. Elonka, asso- 
ciate editor; R. C. Bellas, assistant 
editor; Norman Peach, assistant 
editor; A. P. Sommer, assistant 
editor; Mrs. A. S. Thornton, as- 
sistant editor; C. F. Marschalek, 
art editor; F. A. Annett, contribut- 
ing editor, Power; (2) George C. 
Lindsay, editor; Joseph N. Bell, 
| special features editor; William M. 
Avery, associate editor; Richard 
S. Huhta, managing editor, Rock 
Products; (3) Anderson Ashburn, 
managing editor; Rupert LeGrand, 
senior associate editor; William M. 
|Stocker Jr., associate editor; 
George deGroat, associate editor; 
Thomas Johnson, assistant editor, 
|American Machinist; (4) Rufus 
Crater, senior editor; Bruce Rob- 
ertson, senior editor; Frank Model, 
assistant editor; Florence Small, 
agency editor, Broadcasting. 

Class 3—To an individual edi- 
tor for the best account of a de- 
velopment (news reporting and/ 
or articles) of major significance 
to the field or industry served. 


e ist award to Wanda M. Jablon- 
ski, senior editor, Petroleum Week. 
Merit awards to Gurney Brecken- 
feld, news editor, House & Home; 
John E. Kenton, news editor, Nu- 
cleonics; and Don E. Lambert, 
|management and personnel editor, 
Petroleum Refiner. + 


Alters Name to Amchem 

American Chemical Paint Co., 
Ambler, Pa., has changed its cor- 
porate name to Amchem Products 
|Inc. Since the company started 44 
years ago its activities have been 
expanded and its products diver- 
sified in the field of chemicals. At 
the same time, it no longer makes 
paint of any kind. 
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Unilever's ‘57 Ads 
Totaled $232,400,000 


(Continued from Page 1) 
Lord Heyworth said $232,400,000 
was a sum of sufficient magnitude 
in its own right to warrant the 
choice of advertising for the sub- 
ject of his address to the annual 
general meeting. 

Furthermore, he added, there 
was a topical note in this choice of 
subject since the directors’ report 
for 1957 said the company was 
compelled to increase its advertis- 
ing expenditures, with a conse- 
quent reduction in net profits, de- 
spite a greater turnover. 

In a precedent-shattering speech, 
he gave details of Unilever ad- 
vertising operations which pre- 
viously were cloaked in secrecy 
—or at least about which little 
was ever revealed. Apparently 


the speech was designed to go) 


some way toward meeting possi- 
ble criticism of the company’s ad- 
vertising operations, since there 
has been a growing climate of 
opposition to advertising in Brit- 
ain of late. 


s Lord Heyworth himself said he| 


was dealing with some of the criti- 
cisms of advertising voiced in re- 
cent years—but not “in the white 
sheet of penitence.” 

Highlights of the talk included 
statements that: 

e Television is generally the 
company’s “first choice” as an ad- 
vertising medium in the U. S. 

e Advertising “helps re-animate 
economic activity” in time of re- 
cession or depression. 

Regarding the stupendous 
amount spent by Unilever on ad- 
vertising and sales promotion in 
1957, Lord Heyworth said: 


“First, let us take note of the | 


fact that advertising quickens the 
tempo of our times. New products 
and product improvements follow 
fast upon each other and news of 
them reaches mass audiences 
quicker than before. People switch 
more readily to more convenient 
or more efficient innovations and 
the advertiser must spend more 
money more quickly if he is to 
bring home to the consumer the 
advantages which his product of- 


fers, and not risk the loss of his| 


market. 


s “Competition is an integral part 
of this quickened tempo and in- 
tense competition increases ad- 
vertising expenditures. Our own 
records provide some measure of 
the increased pace of life since 
the war. Nearly one quarter of 
our detergents trade in the United 
Kingdom and one third in Holland 
come from products that have 
been first put on the market in 
the last six years. 

“Nearly 70% of our margarine 
sales in Germany and 61% of the 
total turnover of our Lever com- 
pany in the U. S. come from prod- 
ucts introduced in the same peri- 
od. 

“This acceleration has changed 
some of our businesses substan- 
tially within the last few years 
and the need to keep pace with 
changes like this has caused us to 
spend considerably more on ad- 
vertising in a number of coun- 
tries. In general, the more sophis- 
ticated the country, the greater 
the advertising. 

“But though the weight of our 
advertising may vary from country 
to country, certain broad princi- 
ples seem to be established: 

“First, the need for courage to 
risk making mistakes. We have to 
try things. If the attempt fails, 
the money is wasted. That may 
be deplored but it is a risk com- 
parable to those we run in re- 
search ... This is all part of the 
price we pay for finding out what 
works. 


“Just as one must have the 
jnerve to risk making mistakes, so 
one must have courage in decid- 
ing how much money needs to be 
spent on a particular product or 
promotion. There is no cut-and- 


|dried formula. We have to build 
‘on our experience to find out how 
to spend no more and no less than 
is needed to achieve the object. 

\e “Refusal to recognize that the! 
moment has come to cut one’s 
losses is a serious mistake; but so 
is the failure to appreciate that to 
keep on that little bit longer may 
be just what is needed to turn the 
scales and make a product a suc- 
cess instead of a failure.” 

Lord Heyworth said there are 
available today many means of ad- 
vertising. The advertiser must 
| choose which to use and in what 
|proportions, so as to get the best 
jreturn for his money and cut 
wasteful overlapping. 

“This is a big potential source 
of error which can be very costly, 
since the cost of buying space in 
the newspapers or time on the air | 
is extremely high, and in fact nor- 
mally greater than the cost of 
composing the advertising,” he 
said. 
| Because of this, he went on, a 
responsibility rests on the owners 
of media as well as advertisers to 
see that more accurate informa- 
tion about the extent and nature 
of circulation is made available. 
“The media owners can play a big 
part by providing this informa- 
jtion which will make _ possible 
jare effective and less wasteful 
advertising,” he said. 


| 
| 
= Regarding television, Lord Hey- 
worth gave Unilever’s present as- 
| sessment of this new medium: | 

“Television costs the advertiser 
a lot, but it is worth the money, 
and it gets more economic as it 
covers more and more of the 
|country. Both in the U. S., where 
it is now generally our first 
choice, and in Britain, it has pro- | 
vided a means of communicating 
with our consumers in a way that 
not only seems very welcome to 
them but has proved efficient to| 
us.” 


Saying there was at present a 
severe practical limit to the 
amount of advertising that tele- 
vision can take, Lord Heyworth 
called for a second commercial 
network in Britain. “In the Unit- 
ed Kingdom it is already difficult 
for advertisers to get all the time 
they want and this difficulty will 
get more acute unless and until 
another service is provided. It 
seems to me that this will have to 
come.” 


= Next to television, the form of 
advertising which today attracts 
most attention—not all of it 
friendly—is coupons, bargain 
packages and similar offers, he 
said. 

Lord Heyworth said some crit- 
ics argued that instead of tempo- 
rarily reducing the price of a 
package, the cost of the promotion 
| would be better applied in making 
|a permanent price reduction. 
'“This suggestion misses the point 
|that for the scheme to succeed in 
\its first object, which is to induce | 
|people to sample the product, it 
has got to represent an opportuni- 
ty to get the product at a genuine 
bargain price, and for that reason 
the offer cannot be other than 
temporary. 

“Now if it be asked why we 
should go on making people sam- 
ple our products when they are 
still the same, the answer is that 
they are not the same... Our 
products, new and old, are con- 
tinually being changed and im- 


Bell Johnson 


Danforth 
visiTors—Officers of the Canadian Assn. of Advertising Agencies 
chat with J. Davis Danforth, exec vp of Batten, Barton, Durstine & 
Osborn and new chairman of the American Assn. of Advertising 
Agencies, in White Sulphur Springs. The Canadian visitors are 
Elton Johnson, Stanfield, Johnson & Hill, CAAA president; D. E. 
Longmore, McKim Advertising, 1st vp; W. H. Reid, Spitzer & Mills, 
secretary-treasurer, and Alan L. Bell, general manager. 


Longmore Reid 


proved from year to year. 
“As examples, in the past five 


| years in the United Kingdom there 


have been four changes in Lux 
toilet soap, six in Persil, two in 
Omo and two in Gibbs S.R. tooth- 
paste. 

“In Holland in the same period 
there have been five changes in 
Blue Band (margarine), three in 
Lux toilet soap, six in Omo, five in 
Sunil (detergent), five in Radion 
(detergent) and two in Vim 
(scourer). 

“Big changes are rare but small 
improvements are constantly be- 
ing made which, over the years, 
add up to big developments. 


# “This continual state of evolu- 
tion is enough to justify our con- 
stantly persuading the public to 
give them a further trial. We want 
the public to get quickly acquaint- 
ed with each change, particularly 
as we find that the public some- 
times disagree with us that a 
change is an improvement. It is a 
matter of very practical import- 
ance to us to find out quickly 
whether the change we have made 
is to the public taste. 

“The other purpose of a promo- 
tional scheme is to make our ad- 
vertising more effective, for the 
claim made by an advertisement 
is much more intelligible to the 
consumer if he or she is actually 
using a product at the time we 
advertise... 

“A permanent price reduction is 
not the alternative to promotions. 
We have tried it, and it did not 
work. 


= “The amount of money which 


is saved by dropping the promo-| 
is too small to make any | 


tion 
significant impact if it is applied 
to reducing the price. And ... if 
we were to drop promotions we 
would have to find other ways of 
achieving the same objects, not 
necessarily so efficient and not 
necessarily less expensive. But we 
are not rigid in outlook and we 
continually search for new ideas 
and forms of promotions, as the 
attitude of the consumer and her 
needs keep changing. 

“For example, in 1954, 24% of 
our advertising expenditure in the 
United Kingdom and 20% in Hol- 
land went on couponing. In 1957 
the proportions were 13% for the 
United Kingdom, 11% for Holland. 
But though this reflects our as- 
sessment of the changing pattern, 
we still consider couponing one of 
the most effective methods of in- 
troducing a new or improved line.” 

Speaking of advertising gener- 
ally, Lord Heyworth said adver- 
tising has played—and will always 
play—a vital part in the growth 
of Unilever. 


= “Advertising must expect to be 
criticized,” he said, dealing with 
the recent climate of public opin- 
ion in Britain. “It is part of our 
daily life and because it is a very 
public act, everyone is conscious 
of it. It is a matter of public in- 


terest and as such, open to com- 
ment. 

“Everyone has his or her views | 
about it and everyone expresses 
them. Some dislike it, or some of 
its manifestations, and readily as- 
sume that the rest of the public 
shares that dislike. But the con- 
sumer would often be hard put to! 
make her choice without it. And 
to us, advertising is a necessary | 
part of our business because it is 
the way we communicate with our 
customers. 

“Some _ 1,800,000,000 consumers 
—the whole population of the free 
world—make up the potential 
market for our goods and there is 
no other way to communicate with 
them. We spend large sums of 
money, time and thought on the 
development and manufacture of 
the goods we believe the consumer 
wants. It would be foolish indeed 
to stop short at that point, and not 
try to persuade them to buy. 


= “Advertising ... is a prereq-| 
uisite to real freedom of choice. It 
is also an aid to material progress.” 

Dealing with advertising’s part 


|in the economic life of the com- 


munity, he said it contributed to 
economic stability. “For advertis- 
ing not only promotes the devel- 
opment of new products but helps 
to establish them on a more pre- 
dictable basis and thus mitigates | 
violent fluctuations. Indeed, many | 
economists now think that in a/| 
recession advertising expenditure 
should be increased, not cut down. | 
In a time of depression anything | 
that helps to re-animate economic 
activity is of enhanced value. 
“Certainly our own experience 
suggests that in a slump the well 
established and advertised brand 
will hold its sales better than its 
non-advertised counterpart, even 
when the latter is priced lower.” 


= Replying to criticism that it is 
the consumer who eventually pays 
for the advertising, Lord Hey- 
worth said that in a sense that is 
true. ‘Advertising is certainly one 
of the costs of a product, but it is 
a cost which brings savings in its 
wake ... it speeds up turnover 
of stock and thus makes lower re- 
tail margins possible without re- 
ducing the shopkeeper’s income 
... it is one of the factors that 
make large scale production pos- 
sible ... (leading) to lower costs.” 
But the biggest criticism of ad- 
vertising, and one that was over- 
stated, is that “the money-grub- 
bing advertiser tempts people into 
spending more than they can af- 
ford and thus reduces them to a 
state of misery through financial 
worry, at the same time continu- 
ing to tantalize them with the 
prospect of all the other delectable 
things that they cannot buy. 
“This particular attack,” Lord 
Heyworth said, “leaves Unilever’s 
withers reasonably unwrung, for 
we have yet to hear of a housewife 
driven to bankruptcy through lav- 
ish expenditure on soap, marga- 


rine, sausages or toothpaste.” # 
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TvB’s Motive Media 
Study SaysSomething 
Nice About Them All 


(Continued from Page 1) 
hearing) ads in various media. 


s In the case of newspapers, re- 
spondents mentioned (1) price; 
(2) bargains; (3) sales; (4) good 
values. 

For magazines, three main rea- 
sons were cited: (1) product ap- 
peal is appetizing; (2) looking for 
something needed; (3) illustrations 
are attractive. 

For radio there were three main 
reasons advanced: (1) prices im- 


|pressed them as good values; (2) 
| product appeal was appetizing; (3) 


listener felt a rapport with the per- 
son giving a commercial and was 
influenced by him. 

Television ads were convincing 
for some of the same reasons plus 
additional ones: (1) product ap- 
peal was strong; (2) demonstra- 
tions were convincing; (3) ads 
were entertaining and clever; (4) 
customer’s desire was aroused suf- 
ficiently to make him want to try 
something new. 


8 TvB had this to say about the 
general application for advertising 
of the results of this study, which 
sought to determine how and why 
people use media and what person- 
al values they get from each: 


Newspapers—Their main func- 
tion is that of a catalog to inform 
customers of price, place and speci- 
fications. “Emotional involvement 
values are less important than with 
the other media.” 


Magazines—They arouse interest 
by involving the reader through 
use of color, appetite appeal and 
product information. But “since 
reading is apt to be of a casual, 
browsing character, magazine ads 


|may be ignored unless they are 


especially attractive or otherwise 
compel attention.” 


Radio—This medium seems to 
involve listeners by using humor 
and music against a friendly back- 
ground. Price and place are im- 
portant factors. “People seem to 
resent loud or exhorting commer- 
cials.” 


Television—This medium arous- 
es interest in the product and in- 
forms by involving the person 
emotionally and by demonstrating 
the specific value of the product. 


= What kind of image do people 
get of a company from ads in vari- 
ous media? 

According to the TvB study, 
“Newspaper advertisers tend to be 
viewed as local, smaller companies, 
not as modern, as reliable or as 
friendly as television. 

“Magazine advertisers are 
viewed as large and reliable, al- 
though not as modern as television 
and slightly more formal than 
friendly, but doing a lot of scienti- 
fic research. 

“Radio advertisers are viewed as 
smaller, local companies, least 
modern, not as well established, 
but the most friendly. 

“Television advertisers are 
viewed as large, reliable, modern, 
friendly and as doing a lot of 
scientific research.” # 


Three Dailies Boost Prices 
Three eastern newspapers have 
raised the prices of single copies. 
The Union Leader, Manchester, 
N.H., has boosted its price per 
copy from 7¢ to 8¢. Publisher Wil- 
liam Loeb attributed the move to 
“present financial policies pur- 
sued in Washington.” The Daily 
News, Amesbury, Mass., has dis- 
continued its Saturday edition, and 
increased its price per copy from 
3¢ to 5¢.:The Times, Pawtucket, 
R.I., has raised its price per copy 
from 5¢ to 7¢ and weekly price 
from 30¢ to 42¢. 
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Max Factor Sends 5-Page, 73-Question Quiz 
to Agencies Seeking Its $4,000,000 Account 


(Continued from Page 1) 
business for an agency?; Have you 
ever traded a small account for a 
larger one? 


= Mr. Gross indicated that al- 
though an agency must be national 
in coverage, a Los Angeles of- 
fice with an autonomous opera-| 
tion is a requirement. 

He said no agency will be asked 
to make a speculative presentation 
in terms of Max Factor specifical-| 
ly or by giving answers to the 
company’s current problems. The 
objective is to determine a pros- 
pective agency’s approach to ad-| 
vertising, he said, and no agency, | 
in his opinion, can know enough’ 
about Factor’s business to make| 
an intelligent presentation of this 
type. 

For this reason a number of 
questions are included to get a 


picture of what an agency has 


a Mr. Gross said that emphasis 
upon what an agency has done and 
how it thinks is based on his own 
experience as an agency man. He 
feels this approach will eliminate 
back stage maneuvering, lucky 


guesses or such actions as taking | 


ho has worked on the | 1 
ve tie os ar Baar |companies with a sales volume of $5,000,000, provides that all active 


account to get an inside picture 
of how Max Factor executives 
think in order to play up to them. 

Mr. Gross will elaborate on the 
thinking behind the questionnaire 
in a speech at the Hollywood Ad- 
vertising Club on May 5 follow- 
ing evaluation of the answers. Six 
agencies will be chosen for final 
consideration, with the selection of 
an agency to be made within the 
next three weeks. 


Questions Max Factor Is Asking Agencies 


Sec. I—Agency Management | 


1. Who is your executive group and 
how long has each been in your Los An- 
geles office? 

2. Show us an organizational chart of | 
the management of your company and 
how all the departments fit into this or- 
ganizational set-up. 

3. Show us an organizational chart of 
all the people who would be working) 
on the Factor account. 

4. Is the management of your agency 
comprised of non-creative advertising 
people, semi-creative or creative? 

5. Who is the final authority on man- 
agement control in your agency in Los 
Angeles, Chicago, New York? 

6. What women do you have in execu- 
tive capacities? 

7. What is the size of your agency, 
total billing? What was the billing two 
years ago? Five years ago? 

8. How much of your total billing is 
in broadcast media? 

9. How is your agency run? 

10. How large is your Los Angeles of- 
fice? How many branches do you have? 

11. Will you have to hire any personnel 
to handle Max Factor business? If so, 
what kind of people will you have to 
seek? 

12. What retail experience do personnel 
in your agency have? 

13. Give us a list of clients you have 
lost in the last five years. 

14. Do you have any clients or products 
that would now or might in the future 
compete with Max Factor? 

15. Do you believe that investment 
spending of a _ considerable period of 
time, in order to build the client, is good 
business or poor business for an agency? 

16. Have you ever traded a small ac- 
count for a larger one? Please list. 

17. What is your biggest account? What 
is your smallest? 

18. Which of your present accounts have 
grown most in the last ten years? 

19. Please attach a list of your ac- 
counts. 

20. Outside of your own agency, name 
the five agencies in Los Angeles that you 
feel are the best generally qualified 
agencies. 

21. Describe recent field trips your per- 
sonnel have made. 

22. Give us a list of awards your agen- 
cy has received in the last two years. 

23. How long has your agency been in 
business? 

24. Are there any other facts in the area 
of agency management you would like 
to add that might help us know more 
about your agency? 


Sec. II—Creative Capacities 


1. Show us five examples of what you 
consider to be outstanding creative cam- 
paigns, preferably campaigns in related 
fields. 

2. Name the individuals who actually 
did the work on each of the above cam- 
paigns. 

3. Give us a resume of the television 
copywriters who would spend 50% or 
more of their time on the Factor account. 

4. Attach a resume of each of the art 
directors who would spend 50% or more 
of their time on the Factor account. 

5. Assuming that everything your 
agency creates is the best effort that it 
can produce, do you allow clients to 
change your creative work in any way? 
If so, why and under what circum- 
stances? 

6. What are your agency's policies re- 
garding creativity and the role it plays: 
(1) in your agency, (2) in your agency- 
client relationship, and (3) in selling of 
goods. 

7. In your agency who decides which 
ideas and plans are to be presented 
to the client? 

8. List the total number of creative 
people who will spend time on the Fac- 
tor account, the approximate percentage 
of their total time that they will spend, 
and the length of time each of these 
people has been with the organization. 

9. Are there any other facts in the 
area of creative capacities you would 


| ducted 


like to add that might help us know 
more about your agency? 


Sec. I]]—Market Research 


_& Marketing 


1. Who is head of your marketing de- 
partment? Please attach resume of his 
background. 

2. Show us a number of examples of 
market research studies you have con- 
in the last two years. Some of 
these must pertain to cosmetic or allied 
fields. 

3. What is your attitude toward mar- 
ket research, and what do you feel are 
its advantages and disadvantages? 

4. What outside market research firms 
have been employed in the past five 
years? Do you market research in solici- 
tation of new business? If so, will you 
show us two examples of market re- 
search work and the part it played in 
the business presentations that failed to 
produce new business. 

5. What have you found to be the 
limitations of market research? 

6. Do you prepare marketing plans 
for clients? 

7. If so, would you attach samples of 
these plans, preferably those now obso- 
lete? 

8. Explain in detail which phases of 
market planning you customarily cover 
in your normal agency services. 

9. Are there any other facts in the 
area of market research and marketing 
you would like to add that might help us 
know more about your agency? 


Sec. 1V—Media 


1. List media people who would be 
substantially involved on the Max Fac- 
tor account, together with titles and 
length of service with your organization. 

2. Do you regard media as a creative 
function or a non-creative function? 

3. Give any examples of creative me- 
dia work you have done recently. Who 
actually buys media in your organization? 

4. Of your total billing originating in 
Los Angeles, please give the percentages 
of the following media: (1) direct mail, 
(2) billboards, (3) television, (4) news- 
paper, (5) radio, (6) magazine. 

5. Which medium do you feel is most 
productive for your clients? 

6. Please explain the relationship be- 
tween your media department and your 
total agency organization. How would 
your media department work with Fac- 
tor? 

7. Are there any other facts in the 
area of media you would like to add that 
might help us know more about your 
agency? 


Sec. V—Merchandising 


1. Attach examples of what you feel 
is outstanding merchandising work that 
your agency has created recently. 

2. What is your attitude towards mer- 
chandising as an agency policy? 

3. Attach resumes of people in your 
organization whom you consider skilled 
in merchandising, and the percentage of 
time you estimate they would spend on 
the Max Factor account. 

4. Do you feel that merchandising suc- 
cessfully carried out can _ substantially 
help an otherwise poor campaign? 

5. Are there any other facts in the 
area of merchandising you would like to 
add that might help us know more about 
your agency? 


Sec. VI1—Television 


1. Please submit the resumes of those 
people who would be most directly in- 
volved in TV production of the Factor 
business, together with their length of 
service with the organization and the 
amount of time you believe each would 
spend on Factor business. 

2. Give examples of what you con- 
sider to be outstanding work that has 
been produced by people in your tele- 
vision department. 

3. Give five examples to indicate how 
you test television copy and its effective- 
ness. 

4. What do you consider some of the 


| 


done and its creative abilities, he| 
said. 


Last Minute News Flashes 
GOA Offers 10% Discount on ‘59 Contracts 


CHICAGO, May 2—General Outdoor Advertising Co. will offer a 10% 


continuity discount to all advertisers who contract to use posters for 12) 
consecutive months during 1959, AA learned today. Details of 1959) 


rates and allotments are expected to be announced about June 1. 


ISIM Constitution Mailed to NIAA Members 


New York, May 2—The constitution of the proposed International 
Society for Industrial Marketing is being mailed today to members of 
National Industrial Advertisers Assn. NIAA members will vote on 
whether to change NIAA to ISIM at the association’s annual conven- 
tion June 3-6 at St. Louis. The proposed constitution, approved by 
NIAA’s executive committee, makes minimum dues $100 a year for 


members of NIAA as of June 30, 1959 will be eligible for membership in 
ISIM, and allows one vote only for each member company, regardless 
of size or number of representatives it has in ISIM. Present associate 
members of NIAA will be eligible in ISIM if their functions within 
their respective companies enable them to qualify. 


Garfield Is President of Peck: Krawit Withdraws 


New York, May 2—Harry Krawit, inactive for some time as presi- 
dent of Peck Advertising, because of illness, has left the post. He is suc- 
ceeded by Sidney Garfield, former chairman of the board. Harry Peck, 
formerly chairman of the executive committee and treasurer, has been 
named board chairman, and Sanford L. Hirschberg, vp, has been ap- 
pointed exec vp and secretary. 


Direct Mail Volume Is Up; Other Late News 


e Direct mail spending increased by more than $4,000,000 during 
the first quarter, as compared with the first three months of last 
year. Direct Mail Advertising Assn., New York, has reported volume 
for the Jan. 1-April 4 period at $450,824,089, compared with $446,- 
451,238 for the same period in ’57. Volume in the March 8-April 4 
period came to $129,848,013, compared with $127,857,931 last year. 


e The postal rate and pay bill was hashed over by congressional con- 
ferees twice this week, with no agreement reached; future sessions are 
called off “until tempers cool.” The senators want the bill to include 
deduction of public service costs from operating expenses to keep the 
Post Office deficit down. House conferees want to exclude that section. 


e James P. Pigott, former New York branch manager of General 
Outdoor Advertising Co., has been placed in charge of national sales 
here, and John L. Burke, former Brooklyn branch manager, has been 
named manager of the New York branch also. He will coordinate the 
company’s New York area operations. 


e John E. Finneran, formerly vp, director of sales and a director of 
Liebmann Breweries, Brooklyn, producer of Rheingold beer, has 
joined the House of Seagram, sales subsidiary of Joseph E. Seagram 
& Sons, as exec vp and a director. He will be in charge of manpower 
and sales. Robert Bragarnick, who resigned as vp in charge of mer- 
chandising at Revlon Inc. last November to join Seagram as vp in| 
charge of marketing, continues in charge of advertising, merchandis- 
ing and other marketing activities except sales. 


e Frank W. Fox, formerly an account executive with Hilton & Rig- 
gio, New York, has joined Amstel American Corp., New York, dis- 
tributor of Amstel Holland beer, as sales promotion manager. Hilton 
& Riggio is agency for Amstel. 


e James R. Ogilvie, who recently operated his own graphic arts con- 
sultant business, has been named art director of Clarke, Dunagan &| 
Huffhines, Dallas. 


e Ogilvy, Benson & Mather, New York, has named three vps: David 
B. McCall, associate copy chief, and Reva Fine and Clifford D. Field, 
copy supervisors. 


e Charles S. Adorney, formerly an art director, has been elected vp 
and chief art director of Cunningham & Walsh, New York. The former 
director of the art department was the late Edward F. Molyneux, a vp. 


e Ben Alcock, former creative group head at Cunningham & Walsh, 
has joined Grey Advertising Agency in New York, in the new post of 
associate creative director. 


e The Federation for Railway Progress is being dissolved and its 
magazine, Railway Progress, will be merged with Trains. The organ- 
ization was founded by the late Robert R. Young in 1947 because he 
was dissatisfied with the Assn. of American Railroads. He withdrew 
Chesapeake & Ohio’s membership from it when he obtained New York 
Central control in 1954 and retained that road’s membership in AAR. 


e Borg-Johnson Electronics, New York, this week launched a 60-day 
spot radio campaign in 100 markets on its Personal earphone portable 
radio receiver. The budget for the campaign, including print media, is 
quoted by the agency, Product Service, at $1,000,000. It may be ex- 
tended to 90 days. 


most outstanding television 
currently running? 

5. Give us your philosophy of net- 
work programs versus TV spot, togeth- 
er with appropriate examples of experi- 
ence you have had, successful or not. 

6. Explain how your television depart- 
ment would or would not be involved in 
the purchase of television programming. 
The same for spot TV. 

7. Name five TV Commercial produc- 
tion companies with whom you have 
worked recently. 

8. Who are the best TV production 
companies in the above mentioned? 

9. Are there any other facts in the 
area of television you would like to 
add that might help us know more about 
your agency? 


campaigns | 3. Do you charge for layouts, story- 
boards, merchandise material roughs 
etc. which are not used by the client? 

4. Please attach your agency-client 
contract with any changes or modifica- 
tions you might suggest that would apply 
to Factor. 

5. Give us three forms or products 
which you have introduced in their new 
forms for distribution in the past five 
years. 

6. Would you be willing to take one 
Max Factor product as a test of your 
agency’s ability? 

7. What experience do you have in 
export advertising? 

8. Give us a list of five clients who 
are most closely associated with you and 
can give us a recommendation on your 
total agency’s capacities. 

Py 9. Has the Frey Report caused you to 
Sec. ViI—Services and Billing | city or chanes ay oh seus aac 


1. What is your policy towards com- | agency policies? 


Sales Promotion Is 
‘National Necessity,’ 
Oechsle Tells SPEA 


(Continued from Page 1) 

ing to be spent, but that not 
enough effort is being devoted to 
making the American public want 
\the available goods enough to 
|spend their available money. That, 
he said, is the job of the nation’s 
sales promotion executives. 

The automobile industry came 
\in for a number of attacks. Mr. 
|Oechsle singled it out as a “hor- 
| rible example” of the lack of 
proper sales effort, as did the con- 
vention keynoter, Joshua A. Gol- 
lin, Schenley Distillers vp. Both 
speakers recited recent case his- 
tories of the impossibility of get- 
|ting anyone to “sell” a car to a 
buyer standing around with cash 
in hand. 

Mr. Gollin told the group that 
what America needs is “active 
rather than passive distribution.” 


s Prof. Albert W. Frey, of Dart- 
mouth, told the more than 300 
sales promotion executives at- 
tending the convention that their 
job should consist in “increasing 
the capacity and desire of sales- 
men, distributors and dealers to 
sell a company’s product and 
making consumers eager to buy 
x.” 

He outlined five reasons why 
sales promotion needs a defini- 
tion: 


1. The moral implications. “If 
I were a sales promotion man- 
ager,” he said, “and didn’t have 
my responsibilities defined exact- 
ly, I would have some question as 
to the importance of my job in the 
eyes of top management.” 


2. Top management itself needs 
a clear definition in order to 
insure proper performance of 


sales promotion personnel through 
specific assignment of responsi- 
bility. 

3. It is a prerequisite to effec- 
tive budgeting by management. 


4. The sales promotion manag- 
er also needs budget definition as 
“protection against raiding of the 
budget.” 


5. A careful definition of sales 


| promotion is also necessary in 
drawing up job descriptions. 
® Richard J. Brown, national 


sales promotion manager of U. S. 
Plywood Corp., New York, was 
unanimously elected president of 
the group. He is the first presi- 
dent to be elected by the member- 
ship; succeeds Ernest W. Hull, 
Railway Express Agency, New 
York, who was selected by the 
board of directors a year ago. 
Other top officers include three 
vps—Raymond C. Keck, Cities 
Service Co., New York; Milton 
Fox-Martin, Broadstreet Sales 
Corp., New York, and Don Hunter, 
Trans World Airlines, Los Angeles. 
Wilson Chatfield, Shaw-Walker 
Co., New York, was elected secre- 
tary, and the post of treasurer 
went to Victor Dell Aquila, Rail- 
way Express Agency, New York. 


® Former President Hull was 
elected chairman of the board. 
First vice-chairman is Robert I. 
Robertson, Trans World Airlines; 
second vice-chairman, William R. 
Kelly, Sinclair Refining Co. 

Adoption of a constitution at 
the opening session of the conven- 
tion marked a milestone for the 
youthful organization, founded in 
1953. + 


Kerr to Caloric Appliance 
James A. Kerr, formerly pr di- 
rector of Federal Pacific Electric 
Co., has been appointed public re- 
lations manager of Caloric Ap- 


missions on tv packages? | 10. Are there any other facts in the 

2. What is your policy on agency’s | area of services and billing you would 
personnel travel expenses when incurred |like to add that might help us know 
in behalf of client activities? ‘more about your agency? # 


pliance Corp., Jenkintown, Pa., 
manufacturer of gas appliances 
including a new “smokeless and 


odorless” gas disposer. 
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Continental Casualty | 
Ads Test Over-65 


Hospital Insurance | 


(Continued from Page 3) 

on the principles of group insur- 
ance and is available for limited 
periods. Iowans who are 65 or 
over are eligible, according to the 
ad, and the company says there 
are no restrictions based on the! 
person’s health history or present 
state of health. 

Continental also has announced 
another new policy, designed to 
insure accident victims against | 


future ill health caused by the ac- | 


cident. The company says this | | 


Catalogs... 
Counter Displays... Folders 


LRrcuarp Hy ® aJ ounson 


ADVERTISING 
230 N. MICHIGAN AVE 
FRANKLIN 2-202! 


CHICAGO TI, ILL 


iia 
Learn how this free kit helps put security 


t from hospital bills in vour hands’ 


i! 


Continental 


Casuaity Company 


|policy would normally be taken | 


out for the victim by the person 
responsible for the injury. This 
will lead to more out-of-court set- 
tlements in liability cases, and | 
free juries from the task of decid- 
ing how much to award a plain- 
tiff for undetermined future com- 
plications, Continental believes. 
Advertising plans for this policy 
have not been determined. George 
H. Hartman Co., Chicago, is the 
Continental agency. + 


‘Elizabethan’ Published 
The new Queen Elizabeth hotel | 
in Montreal, a Canadian National | 


| Railways property, has begun cir- 


culation of the Elizabethan, a pub- | 
lication for hotel guests. About 30,- 
000 copies a month will be given 


OVER 65—This page ad in the Cour- | free to hotel guests while others 


ier, Waterloo, Ia., kicked off a four-| Will sell for 50¢ a copy at the hotel | Rank 


week campaign in that city for a newsstand and still other copies | 


new Continental Casualty Co. po 
icy offering hospitalization insur- 
ance for people 65 and over. George 


1-| Will be available to subscribers for | 


'$5 a year. Universal Publications | 
(Quebec) Ltd. is the publisher. | 
Advertising “must be attractive to 


H. Hartman Co., Chicago, is the| the type of guests who register at | 


agency. 


| the Queen Elizabeth.” 


She's 


earth... 


...a feet-on-the- 
ground, head-in- 
the-clouds, 


to your gentle 

persuasions 

on KOIN-TV in 
Portland, Oregon 
and throughout 30 


down to 


delectable darling. 
But you can be sure 
she's ready, willing 
and able to respond 


surrounding counties. 
At CBS-TV Spot Sales, 


they rave about her 


charms...and, of course, 


about KOIN-TV's 
amazing ratings 


and coverage. 


Advertising Age, May 5, 1958 


Nielsen Network TV 
Two Weeks Ending April 5, 1958 


Copyright by A. 


C. Nielsen Co. 


Nielsen Total Audience* 
TOTAL HOMES REACHED 


Homes 
Rank Program (000) 
1 Academy Awards (Academy of Motion Picture Arts & Sciences, NBC) ...... 22,695 
2 Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) ...........ccccseereeesenenerersees 18 998 
3 Tales of Wells Fargo (American Tobacco, Buick, NBC) ..............ccccscseeeeeeees 16,490 
4 Perry Como Show (Several sponsors, NBC) 
5 Danny Thomas Show (General Foods, CBS) 
6 Cheyenne (General Electric, ABC) .......-.c.cscssceseseseseneeessnsesenenseseenetinanensnees 
7 Wyatt Earp (General Mills, Procter & Gamble, ABC) .........c:cceessesensereeees 14,790 
8 Have Gun, Will Travel (Whitehall, Lever, CBS) 
9 I've Got A Secret (R. J. Reynolds, CBS) ................ssercrcsrrosrrsennescrrsnesserssnes 
10 Restless Gun (Warner-Lambert, NBC) .............:ccccsecscsseeeereeseesreetetterseeesnnnes 14,450 
PROGRAM POPULARITY? 
Homes 
Program (%) 
1 Academy Awards (Academy of Motion Picture Arts & Sciences, NBC) ........ 54.7 
2 Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) ...........csccsessesseeeeseeseneeenennnne 45.8 
3 Tales of Wells Fargo (American Tobacco, Buick, NBC) ..........cccsseseeseeeereeeees 39.8 
4 Perry Como Show (Several sponsors, NBC) 
5 Danny Thomas Show (General Foods, CBS) 
6 Cheyenne (General Electric, ABC) ..........ccccccsscsrosrecesssseressssesenesersecssesessnssoes 
7 Wyatt Earp (General Mills, Procter & Gamble, ABC) ..........c.cccccssessessereeeeeneee 
8 Restless Gun (Warner-Lambert, NBC) ..........ccccccccsseeeeecceererseereeeeeeee 
9 Sugarfoot (American Chicle, Ludens, Colgate-Palmolive, ABC) .... 
10 Have Gun, Will Travel (Whitehall, Lever, CBS) ...............ccccccceeeseseenseneeeeeeneee 
Nielsen Average Audience** 
Homes 
Rank Program (000) 
1 Academy Awards (Academy of Motion Picture Arts & Sciences, NBC) ...... 19,210 
2 Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) ..........:cccccescessseeeeseeeeeeeeneee 18,105 
3 Tales of Wells Fargo (American Tobacco, Buick, NBC) ............ccccsssceeeseeeeeee 15,513 
4 Danny Thomas Show (General Foods, CBS) ..........0:000000 
5 Have Gun, Will Travel (Whitehall, Lever, CBS) ... 
6 Bontiens Gem CWermereembest, BEBE) cncesccccvescsccccescievesensssccssoscssoscescssevsseosss 
7 I’ve Got A Secret (R. J. Reynolds, CBS) ............... 
8 Wyatt Earp (General Mills, Procter & Gamble, ABC) 
9 Te SE GID cis vacercsidecsccessnctecsiascsntencesesesvassissoreesesensd 
10 Alfred Hitchcock Presents (Bristol-Myers, CBS) ..............:ccccccssesseenseeeereneeseee 
PROGRAM POPULARITY} 
Homes 
Rank Program (%) 
1 Academy Awards (Academy of Motion Picture Arts & Sciences, NBC) ........ 46.3 
2 Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) .........cccccssseeseeseeseseseeeereseees 43.6 
3 Tales of Wells Fargo (American Tobacco, Buick, NBC) .............cccccseccseeeeeeeee 37.5 
4 Danny Thomas Show (General Foods, CBS) .................ccccccsseesseeeesteeneeneeeeenes 36.3 
5 Restless Gun (Warner-Lambert, NBC) 34.3 
6 Have Gun, Will Travel (Whitehall, Lever, CBS) ............cccccccccccessssecseeeeeeeeeeee 34.2 
7 Wyatt Earp (General Mills, Procter & Gamble, ABC) ...........ccccccceceeseceeeeeeeeee 33.7 
8 I’ve Got A Secret (R. J. Reynolds, CBS) 
7 en ES can nu nb vn ahniiaibasavobbekedaanibanseesaae ; 
10 Alfred Hitchcock Presents (Bristol-Myers, CBS) ..............cccccccccssescesseseeeeeeeeeeneee 31.9 


7 


five minutes. 


Homes reached by all or any part of program except for homes viewing only one to 


** Homes reached during average minute of the program. 
+ Percented ratings based on tv homes within reach of station facilities and by each 


program. 
Videodex Network TV* 
April 1-7, 1958 
Copyright by Videodex Inc. 
Rank Program 


1 Perry Como Show (Several sponsors, NBC) ...........cccccssesssseseseseeeeesteseeneneeeseeese 


Bob Hope (Several sponsors, NBC) 


oWVON OWA WH 


z= — 
—oa 

3 

= 


Bob Hope (Several sponsors, NBC) 


OWMVON OWA WH 


~ 


Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) 
Tales of Wells Fargo (American Tobacco, Buick, NBC) ............0.0000 ee 
Danny Thomas Show (General Foods, CBS) o..........cccccssssssssesseeeseesesceeeeeeeeee 35.8 
Wyatt Earp (General Mills, Procter & Gamble, ABC) ...........cccccccsscessessneseeeeee 35.0 
Restless Gun (Warner-Lambert, NBC) 


Dinah Shore (Chevrolet, NBC) ......... 


Program 
Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) ..........ccccccscsssesessessrseeeeees 
Perry Como Show (Several sponsors, NBC) ..........c:cscscssssesessssesesseneesereneenees 
Tales of Wells Fargo (American Tobacco, Buick, NBC) ........:ccccccccesscesecseeeeee 
Danny Thomas Show (General Foods, CBS) ........ 
Wyatt Earp (General Mills, Procter & Gamble, ABC) . 
Restless Gun (Warner-Lambert, NBC) 
Dinah Shore (Chevrolet, NBC) ......... 


The Lineup (Brown & Williamson, Procter & Gamble, CBS) .. . 308 
Have Gun, Will Travel (Whitehall, Lever, CBS) ............ccccscssssssereceescesesscseseeenees 29.7 


The Lineup (Brown & Williamson, Procter & Gamble, CBS) 
Have Gun, Will Travel (Whitehall, Lever, CBS) .o........cccccccccccccccceescceeseeee 


* Homes viewing in cities where program is telecast. 


Gage Publishing Names 
Perrottet President 

Gage Publishing Co., New York, 
has appointed Louis J. Perrottet 
president, succeeding the late L. 
C. Fletcher. Mr. Perrottet will con- 
tinue as publisher of Electrical 
Manufacturing, a post he assumed 
in 1956 when Mr. Fletcher began 
to concentrate his major effort on 
administrative affairs of the com- 
pany. Mr. Perrottet joined Gage in 
1940. 


Jackson, Haerr Names Two 

Eugene McDaniels, art director 
of Jackson, Haerr, Peterson & 
Hall, Peoria, Ill., has been named 
vp in charge of all art and pro- 
duction of the agency’s four of- 
fices in Peoria, Chicago, Minne- 
apolis and Jefferson City, Mo. At 
the same time, Nancy Kraeger 
joined the agency as traffic and 
production department assistant 
in charge of branch office media 
and traffic. 
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